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BBDO Will Add 
Bendix Business 
in Philco Buy 


Sale of Division by 


Avco Reportedly Takes 
Compton out of Account 


PHILADELPHIA, Nov. 2—Batten, 
Barton, Durstine & Osborn seem- 
ingly will be the gainer and Comp- 
ton Advertising the loser in the 
acquisition by Philco Corp. of the 
Bendix washer-dryer operations of 
Avco Mfg. Co. 

Since Compton won the Bendix 
business, the account has suffered 
from appropriation shrinkage, 
though under a new proprietor this 
situation would be expected to 
change. But, though Compton has 
not been advised of any shift, any 
benefit to be derived from Philco’s 
buy apparently will be shared by 
Philco’s new agency, BBDO. 

The Bendix agreement between 
Aveo and Philco appears to be 
definitely set. Philco has been un- 
willing to confirm the truth of 
reports to this effect, but the com- 
pany also told AA it could not 
deny them either. 


® The reported Philco move fol- 
lows closely an official announce- 
ment by Victor Emanuel, chair- 
man and president of Avco Mfg. | 
Corp., that it is discontinuing its | 
Crosley and Bendix appliance 


| Libby Pushes New 
Tuna Product, Tests 
Hi-Fi Dog Food 


Cuicaco, Nov. 1—Libby, McNeill 
& Libby is promoting a new 
canned tuna fish product for the 
| first time in several markets in the 
state of Washington. 

A company spokesman told Ap- 
VERTISING AGE that newspapers and 
radio spots are being used in Seat- 
tle, Tacoma, Spokane, Walla Wal- 
la and several other cities. The 
tuna is being sold but not promoted 
in about a dozen other markets 
throughout the U.S. Batten, Bar- 
ton, Durstine & Osborn, Chicago, 
which handles Libby’s frozen foods 
and canned fish divisions, is the 
agency. 

Libby said it will start test mar- 
keting Hi-Fi, a new dog food, in 
Buffalo soon. The product is 
packed in 16 oz. cans and sells for 
$5.95 a case, with 48 cans to the 
case. The product will not be ad- 
vertised, Libby said. 

“It may take a year or two to 
determine if we will stay in the dog 
food field,” Libby said. “It is a 
highly competitive field and we 
want to make sure we can make 
money.” 

There also were reports this 
week that Foote, Cone & Belding 
might resign its portion of the 
Libby account—it handles all 
pineapple products. 

Last week Dole Hawaiian Pine- 
apple Co. named FC&B to handle 
a new line of citrus fruit concen- 
trates. A Libby spokesman told 
AA that “the accounts definitely 


business in order to devote its|do not conflict” as the new line 


“resources to the profitable and 
rapidly expanding commercial, in- 
(Continued on Page 126) 


does not include pineapple juice. 
N. W. Ayer & Son is the agency for 


| 


| all other Dole products. 


‘Instantaneous Communications’ Will Alter 
Marketing Radically in Decade, Weiss Says 


New York, Nov. 1—E. B. Weiss, 
the man who almost single-hand- 
edly introduced “automation” to 
the advertising business three 
years ago, has come up with a 
new “study in depth” in which he 
predicts a revolution in communi- 
cations within the next ten years. 

Published by Doyle Dane Bern- 
bach (of which Mr. Weiss is direc- 
tor of merchandising) the 62-page 
study is titled, “The Coming Elec- 
tronic Communications Revolution 
—and Its Impact on the Total 
World of Marketing.” It is laden 
with scores of examples to prove, 
according to Mr. Weiss, that “the 
dominant marketing fact in the 
next ten years will be technologi- 
cal progress in communications 
unprecedented in sheer genius and 
in scope in any other area of tech- 
nology.” 


s Within that period of time, the 
science of electronic communica- 
tions “will revolute—not merely 
evolute,” Mr. Weiss contends. “The 
technology of communications will 
change more radically in the com- 
ing ten years than it has in the 
last 50 years. And, in the first half 
of the century, communications 
changed more than it had in the 
entire history of mankind.” 

The author accepts as foregone 
conclusions that: 

1. The speed and universality of 
communications in every aspect of 


marketing are to be accelerated 
and broadened to a degree that is 
truly breath-taking. 

2. The ability to store marketing 
information will undergo a com- 
plete transformation. 

3. The ability to recapture stored 
marketing information instantane- 
ously will be entirely revolution- 

(Continued on Page 126) 
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CHOW CALL—Quaker Oats Co. is 
running this color page ad in about 
20 markets offering full cost rebate 
via coupon on one box of Ken-L- 
Treats dog food. Needham, Louis & 
Brorby is the agency. 


Philco Helped... 


Former BBDO Appliance 
Accounts Help Ludgin 
Enjoy $4,000,000 Week 


Cuicaco, Nov. 2—The two ac- 
counts which Batten, Barton, Dur- 
stine & Osborn resigned in order 
to take the Philco business found 
their way into one shop again this 
week. 

The agency is Earle Ludgin & 
Co., which will handle advertising 
for Easy Washing Machine Co. and 
the radio-tv receiver end of Ze- 
nith Radio Corp. 


| To cap a big week, the Ludgin 
agency also added some more He- 
llene Curtis business—the newly 
formed Lentheric division, which 
Grant Advertising has been han- 


‘Attempt to Do the Impossible’... 


Starch’s Stone, Gallup's 
Mount Criticize PARM 
Device as Ineffective 


New York, Nov. 1—A new de- 
velopment under the aegis of the 
Advertising Research Foundation 
has provoked another research 
hassle. 

The nation’s two leading copy 
research organizations—Gallup- 
Robinson Inc., Princeton, N.J., and 
Daniel Starch & Staff, Mamaro- 
jneck, N.Y.—this week emphatically 
rejected ARF’s Communiscope, a 
new contraption designed to test 
the effectiveness of print adver- 
tising. 

The Communiscope, which is 
simply a portable projector hooked 
to a light-timing device, utilizes 
the flashback technique. It was un- 
veiled last week by Sherwood 


Last Minute News Flashes 


Quaker Oats Names Clinton E. Frank for Flako 
Cuicaco, Nov. 2—Clinton E. Frank Inc. has been appointed to han- 


dle all advertising for the Flako line of baking mixes produced by 
Quaker Oats Co. The account, reportedly billing between $900,000 and 
$1,000,000, formerly was handled by Roy S. Durstine Inc. The appoint- 
ment is effective Jan. 1 and Frank has resigned the conflicting Kitch- 
en Art Foods (Py-O-My mixes) account. 


Arthur Murray Switches to Donahue & Coe 

New York, Nov. 2—Arthur Murray School of Dancing, an account 
with Ruthrauff & Ryan for more than 30 years, will move to Donahue 
& Coe Jan. 1, 1957. The account is reported to bill $400,000. 


National Airlines Drops Grant, May Name Agey 

MriaMI, Nov. 2—National Airlines is moving its $2,000,000 adver- 
tising account out of Grant Advertising effective Dec. 31. Though 
National’s ad director, William Ehart, declined to say where it was 
moving, reportedly Hoite Agey Advertising has the inside track on 
the account. 


Vaughn Resigns as Colgate VP, Research Head 
New York, Oct. 2—Dr. T. H. Vaughn has resigned from the Colgate- 
Palmolive Co., where he was vp in charge of research and develop- 
ment. No successor has been named. 
(Additional News Flashes on Page 127) 


ARF’s Communiscope Fails to Make 
Converts at Starch, Gallup Shops 


Dodge, vp and general manager of 
Foote, Cone & Belding, New York 
(AA, Oct. 29). 

Mr. Dodge told the annual meet- 
ing of the Assn. of National Adver- 
tisers that both Gallup-Robinson’s 
aided recall and Starch’s recogni- 
tion techniques are inadequate to 
do the job advertisers need today 
—measurement of “what printed 
advertising does to the minds and 
memory of its readers.” He said 


(Continued on Page 123) 


It's Easy, Zenith and 
Lentheric for Ludgin 


dling. 

In all, Ludgin is estimated to 
have increased its billings by at 
least $4,000,000 with the three ad- 
ditions. Zenith’s receiver account 
is valued at something over $1,- 
000,000, the Easy business at more 
than $2,000,000 and the Lentheric 
segment at $1,200,000. 


= Ludgin’s new appliance accounts 
present a study in agency-relation- 
ship contrasts. Until it dropped the 
account only a month ago in favor 
of Philco (AA, Oct. 4), BBDO had 
been Easy’s agency for nearly 17 
years. The only substantial change 
in that period was the purchase of 
Easy by Murray Corp. of America, 
Detroit, 15 months ago. 

Out of that came a decision to 
move the appliance firm’s mar- 
keting headquarters to Chicago, a 
process now about completed, but 
one which suggested no necessary 
agency change either (though it 
did suggest appointment of a Chi- 
cago agency as BBDO’s successor). 

For Zenith radio-tv sets, how- 
ever, the Ludgin appointment rep- 
resents the third agency switch in 
a little over four years. BBDO got 
the account from Young & Rubi- 
cam in January, 1955, which in 
turn had taken it over in June, 
1952, from MacFarland, Aveyard 
& Co. and Critchfield & Co. Mac- 
Farland continues to handle the 
Zenith hearing aid account. 


® Zenith has managed to flourish 
without becoming a persistently 
big advertiser. Last year it put 
less than $2,000,000 into measured 
(Continued on Page 127) 


New York, Nov. 1—Less than 
5% of account executives get a 
percentage of the billing of the 
accounts they work on. Further, 
it is a weak and antiquated meth- 
od of payment. 

These are views of Frederic R. 
Gamble, president of the Ameri- 
can Assn. of Advertising Agencies, 
expressed when asked by ADVER- 
Tisinc AcE for his comments on a 
survey of account executive com- 
pensation made by the League of 
Advertising Agencies (AA, Oct. 
29). 

Mr. Gamble commented that: 


e Fewer than 5% of the account 
executives in the entire agency 
business are compensated on a 
percentage basis. These are found 
almost exclusively in agencies em- 
ploying a total of 25 people or few- 
er. And most of the account men 
paid in this way work in agencies 
employing ten or fewer people. 


e The method is unsuccessful and 
antiquated. It dates to the era of 
the one-man-band in the adver- 
tising agency business, when an 
account man wrote copy on “his” 
accounts and bought space. It was 
fairly common 40 years ago. It 


Gamble Hits Commission Splits With 
Account Execs as ‘Weak, Antiquated’ 


was the precursor of the “team 
method” of agency operation, in- 
volving the use of specialists. 


e For an agency to use this meth- 
od now is a sign of weakness, in 
Mr. Gamble’s opinion, since it 
substitutes the account man for 
the agency’s management in con- 
fronting the client. In other words, 
to the client the account man is 
the agency. Agencies that go into 
this kind of operation run the risk, 
he feels, of becoming housing 
projects for account men with 
business. 


In Mr. Gamble’s opinion, media 
and advertisers—as well as ac- 
count men in agencies not de- 
voted to the percentage system— 
ought to know these facts. 


® The survey on which Mr. Gam- 
ble commented was made by the 
League of Advertising Agencies 
among 1,000 agencies, mostly in 
the East. Based on 45 returns 
from agencies billing from $250,- 
000 to $4,500,000 annually, it 
showed that 38.7% of the re- 
spondent agencies pay their ac- 
count executives on the basis of a 
50-50 split of the 15% commission. 
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Hosts of Admen 
Vote for Radio 
at RAB Clinic 


Swartzberg Cites Costs 
to Explain Realemon’s 
Choice of Radio Over TV 


New York, Oct. 30—Paeans to 
the radio medium and what it has 
done for scores of advertisers were 
sung before more than 600 execu- 
tives this week as the Radio Ad- 
vertising Bureau conducted its 
second annual National Radio Ad- 
vertising Clinic. 

Successful radio campaigns, 
from the business point of view, 
occupied the major part of the 
first day’s session. On the second, 
emphasis shifted to the creative 
phase of radio commercials. 

Irvin Swartzberg, president of 
ReaLemon-Puritan Co., described 
his company’s rise from “$200 and 
an idea” in 1935 to the point where 
today ReaLemon products have 
98% distribution and a 1,000% 
growth in sales in the last ten 
years, 


® “Radio,” he said, “has received 
the major share and sometimes up 
to 80% of our advertising budget 
and, therefore, must receive the 
major share of advertising credit 
for the growth and success of the 
ReaLemon-Puritan business.” 
Commenting, “We do have a 
soft spot in our heart for radio, 
but we do not have a soft spot in 
our head,” Mr. Swartzberg checked 
off some of the areas in which he 
thought radio could improve. 
“People are always listening at 
some time of the day or night to 
radio and they need not be shouted 
at, sung to or bulldozed, but are 
intelligent, reasonable and not 
easily fooled. A sincere straight- 
forward sales story on radio can 
sell a product. I am unwilling to 
believe that a $5,000 or a $50,000 
(Continued on Page 125) 


U.S. Hits Merger of 
Gair, Continental Can 


WasHIncTon, Oct. 30—The De- 
partment of Justice charged today 
that the merger of Continental Can 
Co. and Robert Gair Co. would 
eliminate competition in the pro- 
duction of shipping containers and 
folding cartons. 

The complaint is the second di- 
rected by the department against 
Continental. Earlier, the govern- 
ment initiated action to block Con- 
tinental’s acquisition of Hazel-At- 
las in the glass container field. 

Continental’s volume was $666,- 
000,000 in 1955, while Robert Gair 
Co.’s sales were $381,000,000. 


RADIO CLINICIANS—Pausing for the cameraman at the second annual 
National Radio Advertising Clinic, sponsored by the Radio Adver- 
tising Bureau in New York last week, are Fred Jordan (center), ad- 


vertising manager, Richfield Oil 


Co., and one of the case-history 


speakers; flanked by John F. Hardesty (left), vp and general man- 
ager of the RAB, and Joseph E. Baudino, vp, Westinghouse Broad- 
casting Co., and RAB board chairman. 


Great Northern Railway Wins Top Honors 
in ‘Financial World’ Annual Report Contest 


New York, Oct. 30—John M. 
Budd, president of Great Northern 
Railway, last night accepted the 
gold award for the 1955 annual re- 
port judged the best of 5,000 re- 
ports originally entered in Finan- 
cial World’s 16th annual survey. 
Great Northern also received the 
silver trophy for the best report of 
all transportation companies. 

Other silver awards were pre- 
sented to Paul Kayser, president of 
El Paso Natural Gas Co., for the 
best utility report; to Wheelock H. 
Bingham, president of R. H. Macy 
& Co., for the best report among 
merchandising companies, and to 
Dr. Ernest M. Hopkins, chairman 
of National Life Insurance Co., for 
the best report of all financial in- 
stitutions. 

Silver oscars for the internation- 
al classifications were awarded to 
American & Foreign Power Co. for 
the best report of all Latin Amer- 
ica; and Southam Co. for the best 
of all Canada. 

General Motors Corp. received a 
silver trophy for the best annual 
report among manufacturing com- 
panies, and American Viscose 
Corp. for the best report among 
consumer goods manufacturers. 


s For the best annual report ad- 
vertisements published in 1956, 
awards were made to companies in 
six categories: Financial, New 
England Mutual Life; public util- 
ity, Northern States Power Co.; 
manufacturing, General Dynamics 
Corp.; transportation, Northern 
Pacific Railway; chemical prod- 
ucts, Minnesota-Ontario Paper Co.; 
petroleum products, Nortex Oil & 
Gas Corp. 

The silver trophy for the best 
annual report cover was won by 
Jones & Laughlin Steel Co. 


NO MORE SCOOP—Here is ice cream packed in serving portions (doing 

away with serving mess) by Fairmont Foods Co., Omaha. Introduc- 

tory advertising in the Midwest for Slice-Pak will stress the con- 

venience of the individually-wrapped slices. Media include news- 

papers in the distribution area plus radio and tv spots. Allen & 
Reynolds, Omaha, is the agency. 


Dr. Pierre R. Bretey, editor of 
the Analysts Journal and chairman 
of the board of judges, presented 
the silver awards. Weston Smith, 
originator of the annual report 
surveys, formerly a vp of Finan- 
cial World and now a financial 
public relations consultant, was 
/master of ceremonies at the dinner 
and awarded bronze trophies to 
}companies in 100 industrial classi- 
| fications. 


Carousel, Belvedere 
Will Be Brands of 
Canadian Tobacofina 


MontTreat, Nov. 1—Canada’s 
newest cigaret manufacturer, Ca- 
nadian Tobacofina Lid., has an- 
nounced the names of its first two 
brands, scheduled to attain nation- 
al distribution in May or June, 
1957. 

The company, whose account is 
handled by Walsh Advertising Co. 
Ltd., has selected the name Car- 
ousel for its plain cigaret and Bel- 
vedere for its filter. 

Tobacofina’s plant is geared to 
produce 250,000,000 cigarets a 
month. 

Paul Pare, exec vp and general 
manager, expects the company to 
add other lines as sales become es- 
tablished. Distribution will be 
through regular wholesale chan- 
nels. The company is being staffed 
entirely by Canadians, and the 
products manufactured from 
home-grown tobacco. 


8 Walsh Advertising is planning 
an extensive national campaign to 
create a demand for the new prod- 
ucts. Radio, newspapers, consumer 
magazines and tobacco trade pub- 
lications will be used. 

Mr. Pare feels there is room for 
another major tobacco company in 
Canada. He predicts Canadian to- 
bacco consumption will double in 
the next 20 years as a result of 
immigration, plus an expected in- 
crease in the per capita smoking. 

Canadian Tobacofina is an off- 
shoot of Union Financiere Belge 
des Tabacs, Tobacofina S. A., a 
Belgian tobacco company which 
has extensive holdings throughout 
the world. The Canadian company 
will make stock available to Ca- 
nadians. 


Brooks to Potts-Woodbury 
William K. Brooks, formerly 


Kansas City, Mo., has joined Potts- 


Woodbury, Kansas City, as an ac- 
count executive. 


Ralph Mulligan Adds One 


its national representative. 


copy manager of Rogers & Smith, | 


The Record, Middletown, N. Y., 
has appointed Ralph R. Mulligan | tional advertising, promotional al- 


Summerfield Plans 
Modernization of 


N.Y. Post Office 


New York, Oct. 31—Postmaster 
General Arthur Summerfield to- 
day outlined a six-point program 
of construction, modernization and 
mechanization in an effort to 
break the bottlenecks which delay 
mail deliveries in the New York 
metropolitan area. 

He said $8,000,000 will be spent 
to modernize the New York City 
main post office, and the Grand 
Central postal stations, which 
service mid-town postal zones 17 
and 22. Two new substations are 
to be opened in downtown Man- 
hattan, and new bulk mail ter- 
minals are to be built in nearby 
New Jersey and Long Island to di- 
vert roughly 35% of the mail 
which currently jams the main 
post office. 

Mr. Summerfield said the work 
to relieve congestion at Grand 
Central and the main post office 
will get under way immediately. 
The sites must still be selected for 
the new bulk centers to catch mail 
which formerly passed through 
New York enroute to northern 
New Jersey or Long Island. 


® In addition, the Postmaster Gen- 
eral said long-range engineering 
studies are now being made to de- 
termine the advantages of a new 
centralized post office for New 
York City. 

Postal officials say the mail de- 
livery program in the New York 
area is a complex one inherited 
from the past, which has been 
growing constantly worse since the 
war. 

Increase in surface traffic, which 
slows down collections and relays 
of mail between postal stations, is 
a major cause of trouble. 

The New York post office han- 
dles more mail volume than the 
entire Dominion of Canada, Mr. 
Summerfield reported, and does 
approximately a tenth of the total 
U.S. postal business. Last year, re- 
ceipts were $216,000,000. 


= The volume has doubled in the 
past 20 years, and is now increas- 
ing at an annual rate of 5% to 6%, 
but there has been no correspond- 
ing growth of modernization of 
(Continued on Page 125) 


Otarion Telis FTC 
Exclusive Contracts 
Help It Compete 


WasuHincTon, Oct. 31—Otarion 
Inc., Dobbs Ferry, N.Y., which 
rates itself among the smaller 
hearing aid manufacturers, told the 
Federal Trade Commission today 
that it has to use exclusive dealing 
contracts in order to compete ef- 
fectively against larger and better 
established competitors. 

Having issued orders against ex- 
clusive dealing contracts used by 
leading hearing aid manufacturers, 
the commission last month directed 
a complaint charging similar prac- 
tices by Otarion. 

In its reply today Otarion 
pointed out it accounts for less 
than 5% of total sales of hearing 
aids. It said larger manufacturers 
are able to sell through outlets 
carrying only their products by op- 
erating on a consignment basis— 
possible because of their superior 
financial resources. 

“The newer and smaller hearing 
aid manufacturers must necessar- 
ily enter into exclusive contracts 
with dependent contractor distr'»- 
utors in order to compete success- 
fully,” Otarion said. 

The company said its distribu- 
tors get many valuable services, 
such as exclusivity in a geograph- 
| ical area, leads developed from na- 


‘lowances and training. 


Advertising Age, November 5, 1956 


| At National Shoe Fair... 


Higher Mark-ups 
No Help, Grey VP 
Tells Shoe Men 


But Price Hikes Are 
Overdue and Are Coming, 
Retailers Also Are Told 


Curicaco, Oct. 30—Higher mark- 
ups alone will not solve the prob- 
lems of shoe retailers, E. R. Richer, 
vp of Grey Advertising Agency, 
New York, said today in a work- 
shop session at the 23rd National 
Shoe Fair. 

Supporting his position by fre- 
quently quoting various executives 
from numerous retail business 
fields, Mr. Richer outlined several 
ways, other than using higher 
mark-ups, for shoe retailers to 
survive in the highly competitive 
field. Alert merchandising and 
pricing can help solve the retail 
profit pinch, he said. 

“Everyone in this room knows 
that simply marking a piece of 
merchandise at a higher price isn’t 
a solution to the average retailer’s 
profit picture today,” he said. 
“Merchandise does not produce a 
profit until it is sold. 

“Regardless of what price we 
mark it at originally, when it goes 
on our shelves, there are no dol- 
lars in the till until that merchan- 
dise moves off our shelves.” 


= Mr. Richer made a strong case 
for branded lines of merchandise as 
opposed to private labels. Concen- 
tration on manufacturers’ brands 
is good business practice for stores, 
he said, since customers want 
brands, and since it is easier and 
less expensive for stores to mer- 
chandise what customers want. 
Some merchants want “pre- 
ticketed” merchandise in their 
stores because they can make more 
profit in the long run, Mr. Richer 
said. Many of the costs of marking 
room handling are eliminated, he 
(Continued on Page 128) 


Edward G. Ball 
Miller Brewing Names 
E.G. Ball Ad Manager 


MILWAUKEE, Oct. 30—Edward G. 
Ball, vp of Mathisson & Associates, 
Milwaukee, has been named ad- 
vertising manager of Miller Brew- 
ing Co. Mr. Ball succeeds Vernon 
S. Mullen Jr., who resigned in 
July, then joined Leo Burnett Co., 
Chicago, as an account executive 
on the Pabst Brewing Co. account 
in September (AA, July 16, Sept. 
17). 

Mathisson is Miller’s agency, 
and since Mr. Mullen’s resignation, 
Edgar Hinkle, manager of Mathis- 
son’s eastern office, has been serv- 
ing as interim ad manager. Mr. 
Hinkle now will return to his New 
York post. 

Mr. Ball, who joined Mathisson 
in 1940, has been a vp for the past 
two years and an account execu- 
tive on the Miller account for a 
number of years. 
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Advertising Age, November 5, 1956 


Gotham-Vladimir © 


Gets Royal McBee 
Overseas Account 


New York, Oct. 30—In a a1 
prise move, the international divi- 
sion of Royal McBee Corp., maker 
of Royal typewriters and McBee 
business machines, has switched 
its advertising out of Young & 
Rubicam and over to Gotham- 
Viadimir Advertising. The ap- 
pointment is effective immediately. 

Royal is one of Y&R’s oldest ac- | 
counts, and the agency will con- 
tinue to service its domestic 
account. : 

The company would not com-, 
ment this week on the reasons for | 
the shift. Royal, however, evident- 
ly feels it will secure better serv- 
ice internationally from an agency | 
such as Gotham-Vladimir, a vet- 


MORE FIRM, TASTIER, TOO! 


Jenny Lees 


VACUUM PROCESSING 
MAKES IT MORE FUN TO EAT— 
EXTRA FIRM, TENDER, TASTY! 


Senny ees =, 


FUN TO 


SCHLLLPP! 


MAKES IT MORE FIRM, Exiea 
TENDER AND TASTY! 


VACUUM PROCESSING 
MAKES IT EXTRA FIRM, 
EXTRA TENDER 'N’ TASTY! 


Sony fees 


MACARONI AND SPAGHETT: 


eran of the export advertising CHRRMF, MMMMMRR—On the theory that everybody has “schlilppd” 
doe A | spaghetti at least once, Minnesota Macaroni Co., St. Paul, is using a 
Gotham-Vladimir, unlike Y&R,| fyn-with-spaghetti ad theme. Schlllpp. Schillpp. Large and small- 


business. 
has no foreign offices. It works in- | 
stead through a network of af- 
filiated agencies overseas. 
Both Royal and Y&R are rela-| 
tively new to the international | 
field. The agency got! its start as) 
World War II was drawing to a 
close. There are now Y&R offices 
in Britain, Mexico, Germany and 
Puerto Rico; the agency uses as- 
sociates in other countries. Its big- 
gest gains have been made in 
Britain. Y&R’s London shop is one 
of the largest in the country. 


| space ads are running weekly in daily newspapers in the Twin 


Cities and Duluth. Olmsted & Foley, Minneapolis, is the agency. 


Suburb Shopping Centers Approach Point of 


New York, Oct. 30—A cautious 
note on the flood of expansions in- 
to the suburbs by retailers is 
sounded by Henry Bach Associates, 
advertising and marketing agency, 
in a discussion of “The Shrinking 


|Frontier of Suburbia” in the cur- 


® Royal began manufacturing 
typewriters in the Netherlands in 
1953. It now has two plants in. 
that country and another in Ger- 
many. The Dutch plants export 
most of their production to coun- 
tries all over the world. 

For many years Royal has 
claimed the title of “world’s larg- 
est manufacturer of typewriters.” 
It still makes this boast today, 
although Remington Rand, for one, 
believes it is no longer true, de- 
spite Royal’s continued leadership 
in the U.S. market. 

Remington bases its claim to the 
title on its expanding operations 
overseas. In contrast to Royal, 
Remington was quick to move into 
foreign markets. Remington today | 
makes or assembles typewriters in| 
Canada, Britain, Mexico, Argen-| 
tina, Brazil, Colombia, Norway, 
the Netherlands, France, Germany, | 
Japan, South Africa, Italy, Austra- 
lia, and India. All Remington 
noiseless typewriters are made in 
the company’s Scottish plant. 

It is not yet clear whether the 
Young & Rubicam offices in Mex- 
ico and Puerto Rico will continue 
to service Royal. It is unusual for 
a U.S. export advertising agency 
to route advertising through a 
branch office of an American 
agency. 


Anti-Trust Action 
on Scotchlite Hits 


Minnesota Mining 


WasuHincTon, Oct. 30—The De- 
partment of Justice charged today 
that Minnesota Mining & Mfg. 
Co., St. Paul, has tried to control 
the operations of dealers and dis- 
tributors who use Scotchlite re- 
flective sheeting to make outdoor 
signs. 

The complaint charged violation 
of Section 1 of the Sherman Act 
through the allocation of customers 
and territories. It also charged that 
dealers and converters were pre- 
cluded from selling to the govern- 
ment signs made from materials 
other than Scotchlite. 

Attorney General Herbert 
Brownell said the government will 
seek a decision lifting all restric- 
tions from the use and resale of 
signs made frorn Scotchlite. 


rent issue of the Bach Letter, just 
released. 

In the developing competitive 
struggle between the shopping cen- 
ters, which are springing up 
throughout the nation at an annual 
rate of 600 to 700, the agency says, 
“Suburban gold has lost some of 
its luster.” The letter concedes 
“incomes are high and appetities 
for merchandise voracious.” But it 
warns that though the “pie is big- 
ger, individual slices seem likely 


‘Newsweek’ Election 
Issue to Be 250-Ton 
Air Express Cargo 


New York, Nov. 1—Newsweek 
plans the largest air express ship- 
ment ever next week, when it 
sends 250 tons of its Nov. 15 issue 
from its Dayton and Los Angeles 
printing plants to news dealers and 
post offices throughout the U. S. 

The air express division of Rail- 
way Express Agency has sched- 
uled 21 flights of five airlines to 
handle the job. The lines are 
American, United, Riddle, Slick 
and Flying Tiger. Some 525 cities 
will get Newsweek copies via air. 

Newsweek’s Nov. 15 issue will 
carry a 16-page election insert 
printed on blue paper. 


Diminishing Returns, Bach Letter Indicates 


to get smaller.” 

The agency points out that “in 
modern warfare, the battlefield is 
| fluid and the forces mobile. But in 
| suburbia, the fortresses stand still 
| while the customers are on wheels. 
|No one can predict,” it says, “in 
|which direction the customer will 
|be attracted. The fortresses are 
‘like powerful magnets, luring 
| business from competing centers.” 
| 

|@ First to be hurt by the suburban 
lretail upsurge, the agency says, 
were the downtown retail areas. 
“But they haven’t been seriously 
| injured,” it says. “They haven’t 
| been able to expand as they nor- 
|mally would have, and many ma- 
| jor stores have participated in sub- 
‘urban growth. Besides, the rapid 
_ transit systems still continue to 
‘pour thousands of people who 
work in the cities past their doors. 
| “The next to be hurt will be the 
| stores in the smaller towns, which 
formerly served the suburban 
|areas. And it will be the smaller 
| stores, particularly the independ- 
|ent merchants, who will suffer as 
|lack of parking facilities and the 
|high pressure competition of the 
| Shopping centers reduce their traf- 
fic. Soft goods retailing, partic- 
ularly in apparel, will be affected, 
for the denartment stores and the 
big chains are aggressive merchan- 
disers. ‘ 
® “Finally, it will be the smaller 
shopping centers—even some of 
the original pioneers—that will be 
affected,” the agency says. “The 
power of the giants will undermine 

(Continued on Page 55) 


‘Business Builders, But’... 


Store Using Stamps Must Do 25% More 
Business—or Hike Prices, U.S. Warns 


| Canadian Jeweler 
Offers to Accept 


Grocers’ Stamps 


Ottawa, OnrT., Oct. 30—An in- 

dication that the trading stamp 
splurge may be getting out of hand 
in Ottawa is the announcement by 
a local jeweler that he will accept 
any and all grocery store trading 
stamps in exchange for his own 
merchandise. 
_ Credit jeweler Jack Snow said 
|he did not plan on issuing stamps 
|himself but, “with the grocery 
|stores handing out premiums for 
|merchandise that is usually part 
and parcel of the present day jew- 
'eler’s stock, I feel we might as well 
‘toss our hat in the ring.” 


® This is how Mr. Srow will op- 
erate. “If anyone comes into our 
store with, say, two, books of 
|stamps with a total face value of 
|$6, the customer can either apply 
that $6 against the purchase of a 
more expensive item, or he can 
walk out with something we are 
selling for $6.” 

It is too early yet to indicate 
just what effect Mr. Snow’s move 
will have on the ‘trading stamp 
situation in general. Grocery chain 
heads here would not comment at 
this time. 


® As far as Mr. Snow is con- 
cerned: “If the grocers want to 
adopt the jewelry business as a 
sort of sideline, I’m willing to ac- 
|commbddate the public by handing 
out the merchandise direct. Why 
fight it? If you can’t lick ’em, join 
‘em.” 

Bert Loeb, whose 95 IGA stores 
introduced premium stamps in the 
Ottawa valley last May, laughed 
off Snow’s scheme as “a publicity 
stunt that is perfectly illegal.” 

“Snow consulted us about his 
plan a couple of weeks ago and, of 
| course, we acquainted him with 
Bess criminal code which makes it 
|clear that trading stamps cannot 
, be redeemed anywhere else but at 
the store where they were ob- 
tained,” he said. 


s “This is a publicity stunt to at- 
tract customers to his jewelry 
store. But it’s against the law. 
There is nothing we can or intend 
to do about it. It’s up to the crown 
attorney to take action.” 

Crown Attorney Raoul Mercier, 
who has been plagued with claims 
and counter-claims on trading 
stamp issues since the spring, 
quietly sighed and said he would 
“look into” the Jack Snow plan. 


three largest jewelry businesses in 
Ottawa. 


Features in This Week's Issue 


David Hills, after 50 years in the 
art side of advertising on Madi- 
son Ave., is ready for anything 
in Mexico where he will live now 
that he has retired ....Page 30 


Charles A. Shaw, Tekni-Craft ad 
manager, pooh-poohs formal 
grammar as a dead dodo that 
never even lived, says we need 
a grammar that describes the 
English we speak 


E. B. Weiss finds that many busi- 
nesses carry “parasite” lines 
which feed on profits from other 
lines, and suggests a VP in 
Charge of the Death-Knell of 
Decrepit Items 


Creative Man ponders on new 


“wholesomeness” in advertising 
represented by married couple in 
the new Lucky Strike ad se- 


ERPS ERA nina ean Page 108 
Eye & Ear Man doesn’t think an 
agency can “sell” a President 


any more than it can sell a bad 
product, points out that the tv 
camera brings out a_ person’s 
faults no matter what . .Page 108 


Jim Woolf says there is no real 
debate over whether pictures or 
words are most important in ads; 
in some ads, a picture alone will 
sell, in others, words are vi- 
WE 856 Seba dcr cuneane Page 110 


Walter O’Meara thinks not enough 


attention is being paid to finding 


Obituaries .. 
On the Merchandising Front 
Photographic Review 
Reugh Proofs 
Salesense in Ads 
This Week in Washington .. 
Volce of the Advertiser .... 
What They're Saying 


Mr. Snow operates one of the}! 


“the best words,” which can 

make one piece of copy superior 

RP Sr PE a Page 110 

REGULAR FEATURES 

Advertising Market Place .0.0.00......c000 14 
Coming Conventions 114 
Creative Man's Comme? 2.0.0... DOB || 
Drawthinks 1122/7 
Editerials 12} / 
Empleye Communications ................000 112/| 5 
Getting Personal ¥ 16 
Just Looking 110 
Looking mt Radic BT once.cccccccccesscsereeesees 168 
Looking at Retail MGs 2........ccccc.-cecceccce Ald 


Commerce Department 
Analysis Describes 
Stamp Benefits, Ills 


WASHINGTON, Oct. 31—The De- 
partment of Commerce told retail- 
ers today that trading stamps can 
be an effective sales promotion 
tool, but they must be strongly 
promoted and carefully controlled. 

In a report on the use of trading 
stamps, the department’s office of 
distribution, of the business and 
defense services administration, 
said stamp plans can be particular- 
ly profitable to stores which can 
handle increased volume with lit- 
tle or no increase in operating ex- 
pense. 

It warned, however, that a typ- 
ical stamp plan costs between 2% 
and 3% of gross sales, and that 
an increase in sales volume of 
about 25% is required to make the 
use of a plan profitable. 


® The information is summarized 
in a four-page leaflet, “Summary 
of Information on Trading 
Stamps,” which is No. 182 in the 
business service bulletin series. It 
sells for 10¢ from the Department 
of Commerce, Washington 25, D.C., 
or from any Commerce Depart- 
ment field office. 

Based on information from trade 
sources, the leaflet estimated 40,- 
000,000 families are accumulating 
stamps and that 400 stamp com- 
panies will do a $600,000,000 vol- 
ume in 1956. 

It says between 150,000 and 200,- 
000 retailers currently participate 
in stamp plans, with $500,000,000 
to $750,000,000 worth of premiums 
redeemed annually. The average 
premium is valued at $3.40, rep- 
resenting $130 in purchases, and 
thus is the equivalent of a 2.7% 
premium. 

The leaflet lists both the advan- 
tages and disadvantages of using 
stamp plans. It says they can build 
customer loyalty, and they can be 
used to achieve more even spread 
of volume throughout the week 
and to build total volume. 

On the other hand, it says a 
store has to increase its prices un- 
less it can achieve a substantial in- 
crease in business without extra 
cost, and it warns that it is dif- 
ficult to drop stamp plans once 
they are started. 


= Before selecting a stamp plan, 

retailers should be sure they will 

get a good promotional support and 
(Continued on Page 54) 
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CHRISTMAS PREMIUM—Land O’Lakes 
Creameries is running this color 
page offer of a scale model truck- 
transport in the Chicago Tribune 
Nov. 1 and 15, plus a follow-up 
Dec. 6. Campbell-Mithun, Minnea- 
polis, is the agency. 
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Kintner Will Push | 
Color in New Post | 
as Exec VP at NBC 


New York, Nov. 2—Robert E. 
Kintner, who as president of 
American Broadcasting Co. was 
strictly a no-color-television-yet 
man, will join NBC Jan. 1 as exec 
vp, with responsibility for coor- 
dinating color tv activities. 

Mr. Kintner left ABC a couple 
of weeks ago after a policy dispute 
with the United Paramount faction 
of American Broadcasting-Para- 
mount Theaters, the parent com- 
pany of the network. AB-PT 
President Leonard H. Goldenson 
took over as head of ABC, follow- 
ing Mr. Kintner’s resignation. 

In announcing Mr. Kintner’s ap- 
pointment, NBC President Robert 
W. Sarnoff said he will serve on 
the newly formed NBC executive 
council and that he will have 
other important staff duties in ad- 
dition to his color responsibilities. 


| ing field at NBC. The network this 


The former ABC president is the 


fifth exec vp named by NBC in the 
last couple of months. 


® Color tv is a constantly grow- | 


week announced plans for $3,500,- 


000 worth of color expansion in| > 


New York and Hollywood. This 
money will be used to convert and 
modify present studios and to add 
new ones for colorcasting. If the 
present pace is maintained, most 
live NBC shows will be in color by 
the 1957-58 season. 

Mr. Kintner said he chose the 
NBC post over other offers—one 
of which was said to be a CBS 
vice-presidency—because (1) he is 
“interested in color, and color is 
the future of tv” and because (2) 
“this is a business for young men, 
and NBC’s new young management 
team will lead the network to new 
heights of achievement.” 


George Burtt Adds Three 
George Burtt Advertising, Hol- 

lywood, has added three new ac- 

counts. They are Ingram Paper 


Co., wholesaler of printing and in- 


MRS. MARION HILKER has been named 
advertising manager of H. W. Gos- 
sard Co., Chicago, manufacturer of 
women’s foundation garments. She 
most recently has been advertising 
manager of Wieboldt Stores. 


dustrial papers; Technical Publi-/| of illness in his family. Mr. Jones 


cations Institute, home study cor- 
respondence school, and McMaha 
Bros. Desk Co., office furniture re- 
tailer. All are in Los Angeles. 


o 
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in In Honolulu 9 out of 10 
read the Star-Bulletin 


Everyone in Hawaii enjoys outdoor living because of early 
working hours and ideal, year-round, sub-tropical weather. With 
an effective buying income of $6,745, Honolulu families read 
and shop their evening Star-Bulletin when and where they will. 
This outdoor living is another reason why other media cannot 
begin to match the Star-Bulletin’s saturation coverage of the 


Hawaii market. 


Hawaii’s families welcome your 
advertising in the... 


Honolulu Star-Bulletin 


Represented nationally by O'MARA & ORMSBEE 


New 


York * Chicago * Detroit * 


A member of the Metro Comics Network 


San Francisco 


los Angeles 


Jones Replaces 
Van Volkenburg — 
as CBS-TV Head 


Unlike Executive Shifts 
| at NBC, ABC, This One‘s 
Result of Family Iliness 


New York, Nov. 2—The past! 


two months have seen a turnover 


in top management at all the tele-| 


vision networks. 


The cycle was completed this 


|week with the appointment of 
Merle S. Jones to succeed J. L. 
| Van Volkenburg as president of 
| CBS Television, as of Dec. 31. Mr. 
| Van Volkenburg resigned because 


| currently is exec vp of the CBS- 
| TV division. 

| In earlier management shifts, 
|Leonard H. Goldenson took over 
|at ABC from Robert E. Kintner, 
and Sylvester L. Weaver Jr. 
moved out at NBC, leaving the 
| field to Robert W. Sarnoff. Both 
of these came about dramatically, 


| following struggles for the driv-| 


Merle Jones 


manager of the CBS-owned Min- 
|neapolis-St. Paul station, WCCO. 
| From there he shifted to Los An- 
| geles as general manager of KNX, 
| another CBS property, and also of 
'the Columbia Pacific network. 
| Before he came east, he also was 
|placed in charge of the CBS- 
owned Los Angeles tv station. 

In July, ’51, Mr. Jones was 
called to New York to join the 
network’s management team as vp 
|in charge of CBS-owned tv sta- 
tions and general services. He 
kept this post until his appoint- 
/ment as exec vp last March. 


er’s seats at those networks. Noth- | 


| ing of the sort is involved in the 
|CBS change. It is strictly a mat- 
‘ter of Mr. Van Volkenburg re- 
signing for personal reasons, a 
move which has been anticipated 
for some time. 


|® Based on the types of men in- 
volved, the transition at CBS 
should be a very smooth one. Mr. 
Jones, like Mr. Van Volkenburg, 
came up through the ranks at 
Columbia, and by more or less the 
same path. Both men have had 
extensive experience in sales and 
station management; both are 
midwesterners. 

The new president of CBS-TV 
joined Columbia in 1936 as as- 
sistant to the general manager 
of KMOX, the network-owned ra- 
dio station in St. Louis. A year 
later he was transferred to Chi- 
cago as manager of the western 
division office of CBS Radio Sales. 
Before 1937 had rolled by, he was 
back in St. Louis as general mana- 
ger of KMOX. 

Mr. Jones left CBS for three 
years in the mid-’40s, to go with 
the Cowles Broadcasting Co., but 
he returned in July, ’47, as general 


|@ Mr. Van Volkenburg will leave 
/|CBS with one year less than a 
quarter century of. service with 
;the company, which first hired 
‘him as sales manager of KMOX, 
| St. Louis. Within a short time, he 
| was president and general mana- 
|ger of the station. In 1936, Mr. 
|/Van Volkenburg moved to Chi- 
|cago as assistant to the head of 
| the network’s western division. In 
| 1945, he joined the New York 
| headquarters staff as general sales 
manager of CBS Radio Sales; a 
few years later he was named di- 
rector of station administration 
for network-owned stations. 

Three more steps brought him 
to the presidency of the country’s 
top-grossing network. First, he 
was named vp and director of 
CBS-TV operations in May, 1948. 
Two years later, he became vp in 
charge of network tv sales. When 
expanding Columbia set up its 
current divisional structure in 
August, 1952, Mr. Van Volkenburg 
became the first president of CBS 
Television. After his retirement, 
Mr. Van Volkenburg will continue 
as a member of the CBS board of 
directors. 
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It's Like 
With Blank 


MERIDEN-WALLINGFORD 


CONNECTICUT'S 
BULL’S-EYE MARKET 


Shooting 
Cartridges 


@ Trying to hit Meriden-Wallingford with Hartford 
or New Haven newspapers. Only THE RECORD & 
JOURNAL sell the 100,000 market. 


Average retail sales per family are a fat $4,758 
(SM '56 Survey) in Meriden and Wallingford, and 


the coverage is a full 97%. 


The Meriden 


| 
-— RECURD & JOURNAL 


MERIDEN, CONNECTIC 


Gilman, Nicoll & Ruthmen 
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Your advertising will be read by more people 
in THIS WEEK Magazine 


than in any other publication 


CIRCULATION 11,783,542 
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Ad Receipts Were eee of the total advertising re- 


ceipts. Outdoor’s receipts were 


$3.5 Billion in 1954: 
Commerce Dept. | 


| $172,327,000 


vertising services réceipts for 1954, syndicates; 
were $3.5 billion, according to the agencies; duplicating, addressing, | 


Department of Commerce. 


| $134,696,000. j 
Total receipts for business serv-| 
|ices were $6,289,324,000. This in-| § 
WASHINGTON, Oct. 30—Advertis- | cluded receipts from credit, adjust-| § 
ing agencies, outdoor and other ad-' ment and collection agencies; news 
private employment| 


and  miscellaneous| @ 


mailing and stenographic services; | 


The figures were revealed today , photo finishing laboratories; detec-| 
in an advance release from the de- tive agencies; telephone answering | 


partment on the 1954 census of 
business report to be published 
later this year. 


| businesses 


services, and sign painting shops. | 
Total receipts for all service} 
were $23.5 billion.| 


The advertising receipts repre- There were 785,589 establishments | 
sented more than half of the re-|in more than 100 kinds of selected | 
ceipts of business services covered service business covered in the] 
in the 1954 census, the department | 1954 census of business. 


said. 


Total number of business serv- Jarrett to Wherry, Baker 


ices covered was 88,661. Of these, 
8,239 were advertising establish-| duction manager of Chicago Film 
5,063 being advertising Laboratory, has joined Wherry, 
agencies, 1,307 outdoor advertising| Baker & Tilden, Chicago, as man- 
services and 1,869 miscellaneous| ager of the television and radio 
department. At the same time, Bet- 


ments, 


advertising services. 


® Agencies accounted for $3,190,-' manager of television and radio. 


George J. Jarrett, formerly pro- 


Christian 


| PARTY—Frank Christian, vp and regional manager, 
|Kenyon & Eckhardt, Boston, looks on while Paul 
| Eaton, advertising manager of H. P. Hood & Sons, 
'ty Hess was appointed assistant! Boston dairy, gets an autograph from Rosemary 
| Clooney, star of the “Rosemary Clooney Show” to 


Eaton 


Advertising Age, November 5, 1956 


wt 


oo Mies 


la Borie 
be sponsored by Hood on Mondays. Waiting in the 
autograph line are G. Walter La Borie, Hood’s di- 
rector of marketing, and Phyllis Doherty, ad-pub- 
licity director of WNAC-TV, Boston station which 
gave a press preview luncheon for the event. 


Do YOU sell... 


what he’s 


looking for? 


He’s on the hunt for new and better products... 


There's nothing else on his mind! 


Every month 66,000 product 
selectors search for improved 
equipment, parts and materials 
in Industrial Equipment News. 

Could there be a better place, 
time or frame of mind in which 
to tell your product story? 

The 40,000 establishments in 
all 452 industries for which they 


buy and specify make 80% of the 
national product. 

Every NEW market is satu- 
rated; every present market is 
covered. 

Details? Send for COMPLETE 
DATA FILE, and new, YOUR 
MARKETS ARE CHANGING 
booklet. 


pry 46) Eighth Avenve, New York I, 


Western Union 
Clarifies Ad Rules 


New York, Nov. 1—Questions 
most frequently asked about the 
use of telegrams in advertising are 
| answered in a brochure now being 
distributed to advertising agencies 
|and advertisers by Western Union 
| Telegraph Co. 

Rarely a day goes by, the com- 
pany says, that it does not receive 
calls from advertising agencies 
and advertisers for information 
about the use of telegrams in ad- 
vertising. WU has issued its new 
brochure to help answer some of 
the most frequently asked ques- 
tions. 

Explaining why the company’s 
permission is necessary for repro- 
duction of a telegram, it points out 
that it has a common law property 
right in the name and the words 
“Western Union,” which are regis- 
tered as a service mark with the 
U.S. Patent Office. 

“The use of Western Union's 
name, or the reproduction of West- 
ern Union blanks, forms, enve- 
lopes, ete., without Western 
Union’s consent,” it notes, “is im- 
proper, just as the unauthorized 
use of your own trademark or 
brand name by others would be 
improper.” 


& To get permission to reproduce 
a telegram, the company says, “get 
in touch with your nearest West- 
ern Union office, which will gladly 
| cooperate.” 

WU will provide advertisers and 
| printers with proofs, mats, cuts, 
j;ete., of WU material for approved 
| use. 
| It is not necessary to submit 
|finished layouts to WU for ap- 
|proval. All the company requests 
| is the content of the telegram to be 
| reproduced and an indication of 
|} how it will be used. 


| Religion in Life Drive Breaks 

| A “Religion in American Life” ad 
| campaign, conducted by the Adver- 
| tising Council, breaks this month. 
|The eighth consecutive campaign, 
lto which some $4,000,000 worth 
of advertising time and space have 
'been contributed by American 
_ business, is built around the theme 
'“Build a Stronger, Richer Life... 
Worship Together Every Week.” 
|Handling is J. Walter Thompson 
Co., New York, which has donated 
its services to the project for the 
past seven years. 


| 
_Theodore Herbert Named 
Theodore W. Herbert, a _ for- 

mer account executive with the 
Mutual Broadcasting System, has 
been appointed eastern sales man- 
ager of the General Teleradio 

/owned stations division in New 

' York, 
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Curtain raising on a *1,000,000,000 production 


What's behind it—this annual undercurrent of 
excitement that sweeps the automotive industry 
around new car announcement time? What's be- 
hind it? More than two years on the drawing 
board, many years before that, a dream in the 
minds of designers and engineers. Months of re- 
tooling and decisions . . . and now, “1957 on 
wheels” is ready for sale in the world’s largest 
marketplace. 


The press has previewed them, and applauded: 
the dealers have seen them and approved: finally, 
the curtain is going up for the public. 


The tremendous job of reporting these exciting, 
behind - the - scenes activities to the automotive 
world before, during and after new model intro- 
duction, falls to the fast moving, highly efficient 
editorial team of AUTOMOTIVE NEWS. 


Production goals, shipping schedules, special 
dealer promotions, swelling sales trends—all and 
more must be reported by the 14 experienced 
AUTOMOTIVE NEWS editors and 106 on-the- 
spot correspondents—instantly. For it is this im- 
mediate, vivid, concise interpreting of industry- 
wide news that has made AUTOMOTIVE NEWS 


“must’” weekly reading for manufacturers and 
dealers alike. 


From automobile presidents to newest of new 
car salesmen, AUTOMOTIVE NEWS keeps its 
44,000 subscribers right up to the minute on the 
happenings in this most spectacular of industries. 
It brings them the fresh fact-data they must have 
to compete aggressively in this fast-changing mar- 
ket. 


Subscribers to this specialized newspaper are a 
unique group. Each year, some 86% of them send 
$8 promptly to renew their subscriptions. They are 
offered no premiums, no cut rates, no special in- 
ducements of any kind. Discover for yourself, 
how—through these thousands of news-hungry 


Keeps you in front of the fast-moving automotive market 


* 


readers—AUTOMOTIVE NEWS can generate 
tremendous interest in your automotive product. It 
can carry your selling story — along with the 
weekly news—directly to the desks of the manu- 
facturers and the dealers. 

Cie  @ 

To discuss the placement of your 1957 adver- 
tisements on pages that print the news, contact 
one of our representatives. 

NEW YORK: Edward Kruspak, Ray Billingham, Howard 
E. Bradley, Murray Hill 7-6871. 

CHICAGO: J. Goldstein, William H. Gallagher, Stace 
2-6273. 

DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495. 

LOS ANGELES: R. H. Deibler, Dunkirk 3-0303. 
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BofA Study Hits 
Sets-in-Use as 
TV Viewing Clue 


Survey Finds ‘Little ‘ 
Woman’ Absent; Daytime 
Viewers 4% of Potential 


New York, Nov. 2—The Bureau 
of Advertising, ANPA, has a new 
name for the tv-smitten American | | 
housewife: “The little woman who! @ 
wasn’t there.” “Z 

It’s all part of a hard-hitting 
attack which, BofA explains, is 
aimed at deflating tv’s contention 
that daytime tv is delivering lower 
costs per thousand than newspa- 
pers. 

Armed with data secured in a 
six-city telephone survey by C. E. 
Hooper Inc., the BofA asserts that 
75% of the housewives in homes 
with tv sets in use during the day- 
time are not watching their sets. 
Almost half of the women who had 
their sets tuned on were not even 
in the same room, and one-sixth 
of those who were in the same 
room with the set were engaged in 
other activities, ranging from feed- 
ing the baby to figuring out a 
crossword puzzle, the bureau glee- 
fully noted. 


“SOUNDS BETTER’—Webcor, Chicago 

is kicking off its 1957-line ad pro- 

gram with this two-color page in 

Life, Nov. 12, and The Saturday 

Evening Post, Nov. 17. John W. 

Shaw Advertising, Chicago, is the 
agency. 


> 


gory, the attrition caused by other 
activities reduced the number giv- 
ing undivided attention by some 
40% or more. What remained in 
each instance amounted to less 
than 4% of the sponsor’s total mar- 
ket potential.” 


French Joins Lever 
as Director of New 
Product Development 


New York, Nov. 1—William T. 
French has been named to the 
newly-created position of director 
of corporate development by Le- 
ver Bros. 

Formerly executive assistant to 
the vp in charge of operations of 
National Dairy 
Products Corp., 
in his new posi- 
tion Mr. French 
will be concerned 
with the devel- 
opment and 
planning of new 
types of products 
and lines of busi- 
nesses in which 
Lever might en- 
gage. 

Under the 
company’s present setup, execu- 
tives of the various Lever divisions 
are responsible for the develop- 
ment and marketing of new prod- 
ucts in their areas. Mr. French, 
therefore, will be active in fields 
in which the company is not cur- 
rently engaged. 


@ Observers feel that if Lever 
does go into a new business area, 
it will be one which already fits 
the company’s established pattern 
of marketing and distribution. The 
prepared mix business (Procter & 
Gamble recently bought Duncan 
Hines mix business) might be one 
such field. 

Before his association with Na- 
tional Dairy, Mr. French was man- 
ager of food and drug merchandis- 
ing for Curtis Publishing Co. and 
assistant to the president of Vick 
Chemical Co. 


Continental Baking Ties In 
with Vote Campaign 
Continental Baking Co., New 
York, is tying in with the Adver- 
tising Council’s “Register & Vote” 
campaign by attaching special end 
seals to each loaf of Wonder Bread. 
From Nov. 1 until election day, 
each loaf will sport a red, white 
and blue seal bearing the message, 
“Vote as You Please But Be Sure 
to Vote.” This is the second Presi- 
dential election in which Conti- 
nental has participated. In the 
non-partisan campaign in the ’52 
election, Wonder Bread carried 
wrap-around bands asking people 
to register and vote. Ted Bates & 


= Findings in the study, which 
was made in February and March, 
have been summarized in a booklet 
just released by the newspaper 
promotion group. In New York, the 
researchers found sets going in 
10.5% of the homes in the morn- 
ing, but when they subtracted the 
percentage of homes in which the 
housewife was out of the house, in 
another room or engaged in an- 
other activity, they counted only 
2.8% of the housewives as getting | 
the “full impact of tv’s sight, sound 
and motion.” 

A comparison of tv homes with 
sets in use and tv homes with 
housewives giving undivided at- 
tention to tv for the other five 
cities showed: Atlanta, 13.2% and| 
3.2%; Dalias-Fort Worth, 15.5% 
and 4.7%; Syracuse, 18.1% and 
8.1%; Milwaukee, 17.4% and 5.9%, 
and San Francisco, 8.3% and 3.2%. 
These percentages are based on 
the total number of homes. 

In New York, Atlanta and Dal- 
las-Fort Worth, interviewing cov- 
ered only the morning hours; in 
the other three cities the afternoon 
hours were covered. 


William T. French 


= “Spokesmen for daytime tv have 
long maintained that in cost-per- 
thousand their medium is far 
cheaper than newspapers,” the bu- 
reau’s booklet notes. “They base 
this on the assumption that the 
number of sets in use is equal to 
the number of housewives who see 
and hear the commercial message. 

“To quote ‘Porgy and Bess’— 
‘It ain’t necessarily so.’ Often as 
not, ‘the little woman isn’t there’ 
to watch ‘an agglomerate of many 
things, from silent movies to not- 
so-silent kiddie shows.’ ” 


@ The bureau asserts that “in 
every city surveyed, more than 
25% of the housewives tuned in to 
programs of their own choice were 
not even in the same room with 
the set. An additional 14% to 25%, 
although in the same room, were 
engaged in other activities.” 

The newspaper bureau believes 
that “possibly a housewife has only 
an hour or two between 8 a.m. and 
4 p.m. (the hours covered) in 
which to watch tv without inter- 
ruptions. It’s logical to assume that 
she will save these precious hours 
for the higher-budgeted, heavily 
promoted shows, like ‘Home,’ Ar- 
thur Godfrey and ‘Daytime Ma- 
tinee.’ 


All Three Cleveland 


| Papers Close After 


. . 

‘Press’-Guild Strike 

CLEVELAND, Nov. 1—The first 
newspaper strike since 1946—and 
only the second in this city’s his- 
tory—called by American Newspa- 
per Guild employes against the 
Cleveland Press, has resulted in 
closing all three major dailies here. 

The guild took its strike vote af- 
ter the Press turned down its re- 
quest for a $9 per week raise for 
all people making $120 or more per 
week, with an additional $3 per 


per had countered with an initial 


tional proposal on the eve of the 
strike calling for $6 now and $4.50 
after a year. 


® The other two newspapers were 
closed when truckmen refused to 
deliver them because they carried 
the nameplate of the Press. 

The News, an evening paper, 
first carried the Press nameplate 
in its edition early Thursday. 
When truck drivers refused to de- 
liver it, the Plain Dealer, Cleve- 


nameplate of both the News and 
Press on its edition published 
Thursday night. Truckers refused 
to deliver these also, leaving this 
city without any major daily 
newspaper at this time. 

Both the Plain Dealer and the 
News are published by Forest City 
Publishing Co. They carried the 
Press nameplate after the struck 
newspaper asked the company for 
publishing assistance while its 
plant was shut down. 


® At least one radio station has 
taken steps to fill in the news 
vacuum left by the closing down of 
the newspapers at a time when 
news interest is highest over Mid- 
die East fighting and a national 
election. 

WERE, independent radio out- 
let, reports it has put its fm oper- 
ation on a 24-hour news broadcast 
schedule. It has also scheduled ad- 
ditional 15-minute newscasts on 
am to supplement its regular hour- 
ly reports. 

According to Sam Elber, press 
director for the station, additional 
United Press and Associated Press 
services have been purchased, and 
special Western Union messengers 
are on call to pick up news releases 
from the Greater Cleveland area. 
Suburban news is being handled 
by direct broadcasts from the 
weekly papers’ news desks. 

News broadcasts include obitu- 
aries, reports on the stock market 
and business world and women’s- 
Page type material. The entertain- 
ment schedule for movies and the- 
aters and the programming on all 
radio and tv networks are also be- 
ing broadcast. 

Cleveland's only other newspa- 
per strike, in '46, was called by 
pressmen and lasted for 32 days. 


"NEW YORK TIMES’ 
STRIKE THREAT ENDS 

New York, Nov. 1—A threatened 
strike against the Néw York Times 
evaporated today when the paper 
and the American Newspaper 
Guild settled on a 9% wage boost. 
The agreement, said the Times, is 
expected to set a pattern for the 
peaceful adjustment of disputes 
between six other major New York 
newspapers and the guild. 
Prior to the settlement all the 
publishers here had offered a 
54% increase; the guild originally 
asked 20%. Present guild top min- 
imums range from $50.50 for office 
boys to $141.50 for reporters, copy 
editors and photographers. 

Following the lead of the Times, 
all other major New York dailies 
have reached agreements with the 
guild. Each of the seven papers 


“Even in this ultra-select cate-'!Co., New York, is the agency. 


accepted a 9% wage increase. 


week raise after one year. The pa- | 


proposal for a $5.50 raise now and | 
| $3 more after a year, and an addi- | 


land’s only morning paper, put the 


Advertising Age, November 5, 1956 


REVOLT IN MIDDLE EUROPE 


The work!’ power and man's hope are im the hulance 
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TIME The Weekly Magazine of the World | 


‘NEWS IS RUSHING—Time crashed 
through this quick page ad herald- 
ing its coverage of the “Revolt in 
| Middle Europe.” The ad was de- 
|cided upon Monday, planned for 
| Wednesday, then moved up to 
| Tuesday insertions in the New 
| York Times and Chicago Daily 
News. 


! 


| ‘Time’ Follows 
News—in Ads, Too 


New YorK, Nov. 1—The adver- 
tising business sometimes takes on 
horse race characteristics. As wit- 
ness Time Inc., which Tuesday 
ran a page ad in the New York 
Times and the Chicago Daily 
News. 

With “a hell of a good story” set 
to run on “Revolt in Middle Eu- 
rope,” in this week’s issue of Time, 
the magazine first decided on 
Monday afternoon to run an ad 
about its “outstanding” yarn in 
Wednesday newspapers in a num- 
ber of cities. 

Then, with a foreboding that 
something big might pop in the 
Near East, James Linen, publisher, 
moved the ad up to Tuesday. 

Nicholas Samstag, promotion di- 
rector, and Frank Shea, assistant to 
the publisher, wrote the ad quickly 
and hustled it off to Eric Schlu- 
bach at Young & Rubicam. The 
agency man took it to the Times. 

Then, following Mr. Linen’s sug- 
gestion, Mr. Schlubach took the 
first proof and wirephotoed it to 
the Chicago Daily News, which 
also ran it Tuesday. 


= Mr. Samstag said the magazine 
“gets an emergency like this about 
once a year.” Next week, he con- 
tinued, the election issue of the 
magazine will be advertised in 
newspapers in about 11 cities. 
“We may have to telephone the 
copy to the newspapers to make 
it,” he said. “And all the papers 
have instructions to keep open a 
box on the ad page. That’s for up- 
to-the-minute developments in 
Middle Europe and the Near East.” 


PAUL ELLIOTT-SMITH, formerly man- 
ager of operations, new products 
department, General Foods Corp., 
White Plains, N.Y., has been elect- 
ed vp and a director of Chatham 
Pharmaceuticals, Newark. He will 
be in charge of marketing and new 
products development. 


Calkins & Holden Gets 
Mueller Macaroni, 


Drops Stouffer Chain 


New York, Nov. 1—C. F. Muel- 
ler Co., Newark, sole remaining 
account at Scheideler & Beck, 
whose demise was reported last 
week (AA, Oct. 29), has moved to 
Calkins & Holden, effective today. 
The company markets macaroni, 
spaghetti and noodles. 

Eugene Hulshizer, vp and sec- 
retary of Scheideler & Beck and 
long-time account exec on the 
Mueller account, moves to Calkins 
& Holden at the end of November. 

Meanwhile, Joseph F. Beck, 
exec vp and treasurer of the clos- 
ing shop, is joining Kelly-Smith 
Co., mewspaper' representative 
company here, on Nov. 12. Joseph 
Scheideler, president, William J. 
McKenna, vp and creative direc- 
tor, and three others are joining 
Bryan Houston Inc., as reported 
last week. Newsweek and Hueb- 
lein’s Relska vodka are also mak- 
ing the transfer to Houston. 


8 Also this week, although not 
related to the gain in New York, 
Calkins & Holden in Chicago re- 
signed the advertising account of 
Stouffer Corp., national restau- 
rant chain. The agency has han- 
dled the account since October of 
last year (AA, Oct. 17, '55). Stouf- 
fer has not yet appointed a new 
agency. 

Two other Calkins & Holden 
staff additions are Ed Forrest to 
the Chicago copy-contact staff and 
Ardelle Coleman to the New York 
public relations department, to 
handle product publicity for the 
Karastan rug division of Fieldcrest 
Mills and for Doulton & Co. Mr. 
Forrest formerly was a copywriter 
with Griswold-Eshleman Co; Miss 
Coleman previously was publicity 
manager of Fieldcrest Mills. 


Steel Institute Ad 
Hails Steelmen of 
100 Years from Now 


New York, Nov. 1—The Amer- 
ican Iron & Steel Institute ran bew 
page ads in about 400 newspapers 
this week as part of a campaign 
pointing up the “dramatic future” 
of steel. 

The ad—headlined “To You 
Whose Grandchildren Will Be Liv- 
ing in 2056 A.D.”—reprinted a 
message from the institute to 
“steelmen of 2056” which was 
sealed in a time capsule and placed 
in the cornerstone of the new 
stainless steel skyscraper at 150 E. 
42nd St. The ad said “cornerstone,” 
but at the agency, Hill & Knowl- 
ton, they refer to it as “corner- 
steel.” 


s According to the agency, the in- 
sertion was one of 11 advertise- 
ments which the institute has 
placed so far this year to create 
“an awareness of the greatest 
peacetime expansion in the steel 
industry’s history.” The industry, 
which has a present capacity of 
128,400,000 tons annually, is ex- 
pected to expand 15,000,000 tons by 
1958. 

This week’s ad, which AA esti- 
mates cost about $200,000 to place 
in 400 newspapers, was signed by 
B. F. Fairless, president. It cov- 
ered such topics as “greater 
achievement” in steel, “new steels” 
coming up and how developments 
will change living by 2056. 


NBC Radio Appoints Two 

Norman Livingston, formerly 
with Telenews Film Corp., has 
been named director of programs 
for NBC Radio, New York. Coin- 
cidentally, Albert L. Capstaff, ex- 
ecutive producer of “Monitor,” has 
been appointed director of “Moni- 
tor” and special programs for the 
network, 
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Ye Weshiinglen Sur 


WASHINGTON, D. C. 


REPRESENTED NATIONALLY BY: O'MARA & ORMSBEE, INC. 
NEW YORK—CHICAGO—DETROIT—LOS ANGELES—SAN FRANCISCO 


The Washington Star will publish alcoholic beverage advertising for the first time starting January 1. This 
creates a special opportunity for alcoholic beverage advertisers in the richest mass market in the nation. 
Advertisers know it is an established habit in Washington to shop the ads at home in the evening in The Star. 
And they schedule their linage accordingly. For instance: 53% of the total space used by Washington’s 25 leading 
advertisers during the first 9 months of the year was placed in The Star against 35.6% for the second newspaper 
and 11.4% for the third. It will pay you to keep these figures in mind every time you think of newspaper schedules 
for Washington, D. C. 


THE WASHINGTON STAR’ «x WASHINGTON, D.C. 
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WITH THE NEW CHICAGO 
The Sun-Times still is UP in NO. 1 SPOT 


in retail advertising gains : 


| —and is one of the two newspapers most used by Chicago retailers. The Sun-Times, 
which printed over 9,745,000 lines of total retail advertising in the first nine months 
of this year, established this record of total retail advertising gains against the field: ©. 


a em 


Oe a ln ge gags ino 


| (Changes In Total Retail Advertising, Ist 9 Months 1956 vs. Ist 9 Months 1955. Source, Media Records.) a 


558, 582 lines 
(UP 2.9%) 


DAILY NEWS AMERICAN 
DOWN DOWN 
71,721 lines 193,058 lines 


(DOWN 0.8%) (DOWN 2.9%) 


Month after month for a straight year and three-quarters, The Sun-Times has pre- 
sented MORE retail advertising than during the same month the year before—a 


| : j ' record equaled by no other paper in town. Look at the cumulative gains: 

Bru, 

| He T SUN-TIMES UP 1,673,415 lines 

Bin! Tribune UP 1,287,419 lines 

aur! Daily News UP 347,889 lines 

B + i American UP 247,316 lines 

i eur (Cumulative Retail Gains January 1955 through September 1956. Source, Media Records.) 
HH 
TUT) The phenomenal retail advertising growth of The Sun-Times stems from this: 
+H 4h The Sun-Times produces RESULTS consistently for retailers at a low ratio 
Sauay of space cost to sales. Retailers also are discovering that, to reach a ma- 
i HH jority of the growing market... 
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ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
Assistant Manager Sales and Service, 
Willlam Honus 
New York: Harry Hoole, Eastern 
Advertising Manager, James C. 
Greenwood, John P. Candia, David J. 
Cleary Jr., Louis DeMarco 
Daniel J. Long 
hme may E. S. Mansfield, Arthur E. 

Rod H. Minchin, David J. Bailey 
oy Angeles Mn bi. Simpson- Reilly Ltd., 
“1709 W Walter S. Reilly, 
James ry Loren E. Hays 
San Francisco (3): Simpson- TReilly Ltd. 
703 Market St.. A aay McCarty, Mgr. 
Portland +: > = Be McHugh, Jr., 

520 S. W. ixth A 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Jarioth J. Graham 
Assistant Managing Editor, Don Morris 
Washington Editor, Stanley E. Cohen 
international Editor, Milton Moskowitz 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, Jomes Y. 
O'Gara, Lawrence Bernard 
Chicago: Murray E. Crain, Albert 
Stephanides, Lambert S. Botts, 
Shirley Uliman 
Staff Writers: Emmett Curme, John S. Lynch 
Editorial Production, F. J. ce 
Librarian, Elizabeth G. 
Correspondents in All vlacipat Cities. 
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Changes on the Agency Front 


Last week these pages carried the full text of a statement by the 
Assn. of National Advertisers’ committee on agency compensation 
methods, with the notation that so much space was being devoted to 
the report “because of the importance of the subject.” 

Certainly the method and manner of agency compensation is of 
tremendous importance. And yet, as we were leafing through last 
week’s issue, we began to wonder whether another story wasn’t much 
more significant of the future of the agency business. 

It was a simple news story. “As part of a new program to attract 
more people to the advertising business,” it said, “the American 
Assn. of Advertising Agencies is discontinuing its annual aptitude 
examinations for advertising.” 

Then it went on to explain that the examinations were developed 
ten years ago, when there were many more seekers after agency 
jobs than there were jobs. Now the reverse is true; and the problem 
is not to find some reasonably polite way of winnowing out those 
with no special aptitudes, but rather of attracting more worth while 
candidates. 

The shortage of personnel is bound to plague almost all businesses 
during the next decade, because America’s demands for workers 
cannot be met by the “hollow generation” of children born during 
the depression who are now coming into the labor force. And in the 
end, this purely economic demand for manpower is likely to induce 
more sociological changes than any other factor. 

For example, personnel shortages in the advertising business are 
almost certain to induce greater changes, of more lasting importance, 
in the advertising agency business than in most businesses, because 
the agency business largely fell heir to the old-school-tie tradition 
of the stock brokerage house in the debacle of the late ’20s. 

As long as the advertising agency business was one of the most 
socially acceptable businesses, and as long as the visible supply of 
applicants for agency jobs was clearly in excess of any possible mar- 
ket, the favorite sons of favored people tended to absorb all the good 
spots, along with a fairly liberal sprinkling of not-so-favorite sons 
who seemed less likely to gum up the wheels of progress in an ad- 
vertising agency than they might if put to work in the family busi- 
ness. 

Recent years already have shown the pattern of the change. And 
the coming decade will help to complete it. More and more people 
whose fathers’ names are not ordinarily found on large checks or the 
rosters of exclusive social organizations are likely to rise to the top 
of the agency business. 

And in the long run this may well change the complexion of the 
business far more than any discussion of compensation methods. 


The Passing of Scheideler & Beck 


It happens that the writer of this column knows none of the 
principals involved in the recently demised Scheideler & Beck agen- 
cy, and therefore cannot be accused of sentimentality on the score of 
personal feeling. Yet we somehow feel that Scheideler and Beck and 
the men with them have taken a bad beating for reasons which were 
not completely of their own making. 

Their original troubles at the Duane Jones Co. were certainly, in 
part at least, induced by the actions of Duane Jones, and while they 
might have been peculiarly unrealistic in the methods they followed 
to solve their problems, cne might also conclude that their position 
at the old Duane Jones Co. was untenable, and had to be altered in 
some way or other. 

But we don’t want to re-try the Duane Jones case. We merely did 
not want the demise of Scheideler & Beck to occur without some ex- 
pression of our feelings that these people have paid whatever debt 
they may have owed to the advertising business more than fully, and 
to wish them all better luck in the future. 


| 
| 


—W. L. Bartlett, Brooklyn, N. Y. 
“He says we've got to hire him. We lost his sample book.” 


What They’re Saying 


Look Who's Getting Hurt! strong, selling advertising wherev- 


When the federal government, ‘er we find admen and women. 
announced its 20% tax on adver- True, the volume of business dif- 


tising for U. S. magazines with | fers with the mass of buyers, but | 
Canadian editions, to go into effect | you can find sparkling advertising | 
Jan. 1, The Times joined some _being created in Madison, Wis., as | 


seventy other Canadian newspa-| Well as on Madison Ave... And, 


pers in protesting the tax as dis- 
criminatory, unfair and decidedly 
illiberal. We also argued that the 
new tax wouldn’t work. 

Already, reports are seeping in 
from agency people across the 
country indicating that the tax is 
going to have exactly the opposite 
effect from what was intended. Far 
from helping Canadian magazines 
—which pressured the government 
into imposing the tax—it is going 
to hurt them. 

The explanation is simple. To 
meet the new impost, the U. S. 
magazines involved (like Time and 
Reader’s Digest) have announced 
that they intend to raise their ad- 
vertising rates. And Canadian 
space buyers have announced that 
they intend to pay the new rates, 
because these magazines are in 
public demand and do the job in- 
tended for advertisers. 

Result? Less money to spend in 
other publications. At least one 
leading Canadian magazine has 
already been advised that it will 
lose four full pages of advertising, 
at $4,000 a page, in the 1957 
schedules. Other publications of 
lesser circulation and influence 
will be proportionately harder hit. 

The Canadian periodical press 
doubtless has some sober second 
thoughts on governmental inter- 
ference with advertising. The gov- 
ernment, for its part, might save 
face for the publishers by calling 
off the whole idea before it is im- 


plemented. 
—Editorial in the Daily Times, Vic- 
toria, B. C. 


125.000 Craftsmen 

The advertising clubs of the 
country are living proof that good 
advertising is not a special, God- 
given talent owned and perpetu- 
ated only on the main stems of 
America’s great population centers 


..As a matter of fact, no one) 


part of this country has a monop- 


oly...We find good ideas and 


the proportion of poor advertising 
created in Wisconsin is probably 
not much greater than that written 
on Madison Ave.. 

Advertising men and women 
should never forget their tremen- | 


tools of trade for the salesmen. . 
At best, there are probably only 
about 125,000 jobs in the U. S. 
which require special advertising 
training to hold them... Quite a 
few admen gravitate to the big 
cities, but at least half of them are 
still in the medium-sized and 
smaller cities of the country, work- 
ing long hours at a task they enjoy 
and turning out quality work for 
not one but several accounts... 
They are usually not specialists in 
any one phase of advertising, but 
have had to master all types of 
creative work, production and 


even accounting .. 


—News Letter, published by the Ad- 
vertising Federation of America. 


Industrial Papers Use Leads 
In 1925, in the U. S., cultural pa- 
pers accounted for 45% of the na- 
tion’s total paper and paperboard 
supply. Prior to World War II, cul- 
tural papers accounted for only 
40%. In the postwar period, the 
proportion again declined. Last 
year, cultural papers took only 
34%. The demand for industrial 
papers and paperboard continues 
to increase more rapidly than the 
demand for printing papers. 
Angio-Canadian 


annual meeting 
Controllers & Finance Off 
cago. 


Know Your Field Staff 

You must KNOW—have the 
FEEL—of your field personnel. 
Placid, complacent Throckmorton 
may think he can plan point of 
sale advertising at his desk. He’s 
| wrong! Good advertising isn’t done 
BY or ON the seat of your pants. 

—Bob Leander, Chicago Show Print- 


ing Co., in a speech before the Ad- 
ub of ti. 


‘icers in Chi- 


dous responsibility for creating the | 


Advertising Age, November 5, 1956 


| Rough Proofs 


“Dwight doubts reports of ample 
newsprint ahead.” 

Maybe he has been reading the 
sales forecasts of his advertising 
department. 


Drew Pearson is writing “Con- 
fessions of ‘an S.O.B.’” for the 
Post. 

Some people will be unkind 
enough to drop the quotes. 


Leo Burnett says that last year 
65,927 apples disappeared from the 
bowls in the agency’s reception 
rooms. 

They’re popular, all right, but 
few reps are willing to settle for 
an apple instead of an order. 

e 


Whisky production since World 
War II has exceeded consumption, 
the distillers say. 

This news has been hailed with 
enthusiasm in Evanston, IIl., home 
of the W.C.T.U. 


Norman Strouse says it’s going 
to be hard to find the manpower to 
handle increases in business and 
advertising. 

Some of the young old-timers 
retired at 65 may have to get back 
jin harness. 


Jack Randolph, outdoors writer 
for the New York Times, “has so 
much fun on his job he worries 
| what to do on his vacation.” 
| He just has to take a busman’s 
‘holiday. 


“Fluency in foreign languages,” 


*|says P&G in outlining opportuni- 


ties in its overseas operations, “is 
helpful but not required.” 

Of course applicants should un- 
derstand the difference between 
American English and English 
English. 


Lee Bowman’s portrayal on 
“Robert Montgomery Presents” of 
the retired adman who found out 
how to sell hail-scarred apples re- 
minded many viewers of that ex- 
pert apple-knocker from Lexing- 
ton Ave., Jim Young. 


“Not all Time readers judge 
beauty contests,” the ad concedes. 
Not officially, that is. 


These are the days that try men’s 
souls, and they will enable Notre 
Dame to separate its synthetic 
rooters from the real supporters of 
the Fighting Irish. 


“ANA says agency pay is indi- 
vidual problem,” headlines the 
world’s greatest advertising jour- 
nal, 

Isn’t that just about the way it 
has always been? 


The people who don’t take the 
trouble to go to the polls and vote 
will be the loudest in telling what 
they don’t like about the national 
administration during the next 
four years. 

Copy Cus. 
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more advertisers 


place more linage 
in THE INQUIRER 


than in any other 


Philadelphia newspaper 


Advertising linage is the final measure 
of a newspaper's sales power 
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The Philadelphia Mnguirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: West Coast Representatives: ; 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 

ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES — FITZPATRICK ASSOCIATES 

342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Gorfield 1-7946 | Dunkirk 5-3557 
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Chrysler Sets Up 
Marketing Unit 


Detrorr, Oct. 30—A new mar- 
keting organization has been set 
up by Chrysler Corp. in a bid to 
regain its traditional 20% of the 
new car market. The group will 
go into action Nov. 1. 

Emphasis in the new setup will 
be on volume sales of the Ply- 
mouth. 

The marketing group will be 
headed by Byron J. Nichols, for- 
merly vp in charge of Dodge divi- 
sion sales, who will hold the posi- 
tion of general manager. 

He will be assisted by Arthur B. 


Nielsen, previously general sales 
manager of DeSoto, who will be 
director of field operations. 


® According to William C. New- 
berg, vp-automotive group, the 
new marketing group “places 
Chrysler Corp. and its dealers in a 
better position than ever before to 
increase our share of the automo- 
bile market.” 

In the field, the work of the new 
organization will be the responsi- 
bility of directors for the eastern, 
central, midwestern and western 
areas. They will be assisted by 18 
zone managers. 

The four area directors are 
Charles P. Noonan, sales manager 
of the Chrysier line, eastern area; 
E. M. (Bill) Braden, sales man- 
ager of the Chrysler line, central 
area; A. J. Shuster, Philadelphia 
zone sales manager for DeSoto, 
midwestern area, and E. P. Let- 
scher, Dodge sales manager, west- 
ern area. 

Each area director will be re- 
sponsible for the sales position of 
all Chrysler Corp. cars and trucks 
in his region. 

Present regional managers of 
the individual car divisions will 
continue to be in charge of their 
particular products. 


plus new exclusive 
Mirro-Screen plates 
can give you the 

hard-hitting appeal 


of full color 

advertising and sales 

materiai at the price 

you're now paying = tm now! 

for 2 colors. Write for this free booklet. | 
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Ford Tells How to Make Film 

Ford Motor Co., Detroit, has 
produced a 28-minute color movie 
titled “How to Make a TV Film 
Commercial.” The movie, made 
with the help of Kenyon & Eck- 
hardt and Van Praag Productions, 
traces production steps of a com- 
mercial through approval of the 
final print. Prints are available on 
a loan basis. 


‘Sl’ Advances Marr 


William A. Marr, formerly New 


York advertising manager of | 
Sports Illustrated, has been named | 
associate advertising manager. | 
Alex Colt, previously Cleveland 
manager, succeeds Mr. Marr, and | 
William Clark, last in Chicago, be- | 
comes Cleveland manager. 


‘Redbook’ Names Gatterdam 

Eugene A. Gatterdam has been | 
promoted from advertising repre- | 
sentative to manager of Redbook’s 
“Tops in the Shops” mail order | 
section. He succeeds Ted Standish, 


who has been named to the display 
sales staff. 


Ormsby Rejoins Shaw Co. 
Lionel Ormsby, account execu- 
tive of Charles Bowes Advertising, 
has resigned to return as an agen- 
cy principal with the Shaw Co., 


|Los Angeles, after an absence of 


ten years. 


Carpenter Joins Stevens 
Mel C. Carpenter, formerly 
sales promotion manager of M & M 


Advertising Age, November 5, 1956 


Wood Working Co., Portland, has 
been appointed general manager 
of C. E. Stevens Co., Portland out- 
door company. He succeeds Wil- 
liam P. Lund, who has resigned. 


Swink Adds Sandusky Foundry 

Howard Swink Advertising 
Agency, Marion, O., has been ap- 
pointed to handle advertising and 
sales promotion for Sandusky 
Foundry & Machine Co., producer 
of centrifugal castings, effective 


Jan. 1. 


There's good reason 


The monthly magazine which carries 


| 


s: a 
| 
a. 
Ss 
2.4 : 
Z 
% 
. 


nin 


the most pages of insurance advertising is 


why Nation’s Business publishes 


more pages of insurance advertising than any other 
monthly magazine, business or general. Insurance adver- 
tisers continue to report that their Nation’s Business 
campaigns are highly successful. 

Quotation: “Our advertising in Nation’s Business has 
opened the door for our salesmen, made people inter- 
ested in doing business with us . . . reduced sales effort 


. » » Made sales easier to close.” Another: 


“... We adver- 


tise in Nation’s Business because we can’t afford not to.” 
Still another: “We feel that in Nation's Business we are 


reaching the exact market to which our message is 


addressed.” 


Virtually every reader of Nation’s Business is a prime 


prospect for all kinds of insurance 


. « » covering his busi- 


ness, himself and his family, often the community organi- 
zations in which he is active. And he is an equally prime 
prospect for almost any kind of business product or 


service. 


There are 775,000 Nation’s Business subscribers, of 
whom 550,000 are the men who actually own American 
business — the owners, partners and presidents of manu- 
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Advertising Age, November 5, 1956 


Adkins Joins CBS-Hytron 

David C. Adkins has joined 
CBS-Hytron, Danvers, Mass., as 
public relations manager, succeed- 
ing William J. Bakrow. Mr. Adkins 
was formerly managing director of 
the Greater Lynn Chamber of 
Commerce. 


Permaglas Names Martikonis 
Leonard Martikonis, formerly in 
a similar position with Thomas In- 
dustries, Louisville, has been ap- 
pointed advertising and sales pro- 


motion manager of the Permaglas 
division of A. O. Smith Corp., 
Milwaukee. 


McCarthy Forms Company 

Songwriter Dela McCarthy has 
entered the radio-tv jingle produc- 
tion field by setting up her own 
company with offices at 515 Mad- 
ison Ave., New York. 


Lionel Brings Out Lion-L Lion 
Lionel Corp., New York, manu- 
facturer of toy electric trains, is 


introducing a new iden'i!' tion! 
symbol—“the Lion-L Lion.” which | 
shows the face of a frolics:me lion | 
with a railroader’s cap perched on) 
his head. It will be used a! ng vith | 
the present trademark i» Lionel | 
advertising. The train a unt is 
handled by Grey Ac  rtising 
Agency, New York. 


Hult Joins Screen Gems 
Adolph N. Hult, former Mutual 
Broadcasting System vp, has been 


named director of sales develop- 


ment for Screen Gems, New York, 
tv film producer-distributor. 


Doner Adds Motor Sales 

W. B. Doner & Co. has been ap- 
pointed to handle advertising for 
Motor Sales Co., Baltimore, Buick 
outlet. 


WNDB Becomes ABC Aftiliate 
WNDB will replace WMFJ as| 

the Daytona Beach radio affiliate | 

of the American Broadcasting Co. 


effective Nov. 5. 


facturing firms, banks, retail and wholesale establish- 
ments — every type of business, nationwide. These are 
something more than “management men,” for they actu- 


ally control the purse strings. 


Linage in Nation’s Business is up 22.6% for the first 


10 months of 1956. In increasing 
are becoming aware that it takes a 


zine to cover the big and expanding business market. In 
increasing numbers, they are also recognizing that action 
in business results when you advertise to the men who 
own American business in Nation’s Business. 


The Tra 


numbers, advertisers 
big-circulation maga- 


American Credit Indemnity Company 
Blue Cross Commission 
Blue Shield Commission 
Commercial Credit Company 
Ce Mutuals 

e Home Insurance Company 
Insurance Company of North America 


The Mutual Life Insurance Company 
of New York 


Phoenix Insurance Company 


INSURANCE 


ADVERTISERS...1956 


N. W. Ayer & 


velers Insurance Co. 


VanSant, Dugdale & Co., Inc. , 
J. Walter Thompson Co. 

J. Walter Thompson Co. 
VanSant, Dugdale & Co., Inc. 
Roche, Williams & Cleary, Inc. 
Albert Frank-Guenther Low, in 


Son, Inc. 


Benton & Bowles, Inc. 


New York Life Insurance Company Compton Advertising, Inc. 
Pennsylvania Lumbermens 
M Gray & Rogers 


Fairbairn & Co., Inc. 
Young & Rubicam, Inc. 


NESS 


ADVERTISING | 
HEADQUARTERS. 

775,000 PAID CIRCULATION 711 THIRD AVENUE 

Including 75,000 executives of busi- NEW YORK 17, WY. 

ness members of the National Chamber 

of Commerce and 700,000 other leaders Washington, Chicago, 

of the American business community Philadelphia, Cleveland, Detrob 

who have personal subscriptions. Los Angeles, San Franciser 
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tell whieh dog food 


PACTS YOU SHOULD KNOW AROUT PURI. 


Shite 


poGGY—Ralston Purina Co., St. 

Louis, is expanding its market-by- 

market dog chc-v campaign with 

this page in the Indianapolis Star 

& News. Gardner Advertising Co. 
is the agency. 
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STEAMING 
AHEAD! 


Since the sternwheelers first 
opened our Ohio River Valley to 
large-scale trade, this region has 
constantly steamed ahead to 
greater industrial records. 


Today, its array of manufactur- 
ing is the most vast in America 
..-a solid head-of-steam typified 
by our own doorstep counties of 
Cabell and Kanawha (the Hunt- 
ington-Charleston area) where — 
say preliminary reports of the 
new U.S. Census of Manufac- 
tures — the value of industry 
alone is up 55% since 1947, 
currently over one billion dollars! 


This is only part of what you can 
command with WSAZ.-TV. Sur- 
rounding our near-quarter-mile- 
high tower lies America’s 23rd 
television market — four states 
wide, four billion dollars deep in 
buying potential. You leave a 
smart wake when you sail aboard 
WSAZ.TV. Any Katz office can 
make out a profitable bill of lad- 


ing for you. 


HUNTINGTON-CHARLESTON, W. VA. 
V.3.C. NETWoRE 
Affiliated with Radio Stations 
WSAZ, Huntington & WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Represented hy The Katz Agenty 
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iS Vee BE: remembers the man 


He caught a radio signal from over 
the horizon and launched an industry! 


IRE recognizes Kenneth Bullington’s 
contributions to the knowledge of tropo- 
spheric transmission beyond the horizon 
and his work of applying these principles 
to practical communications systems. He 
has made possible the radio-electronic con- 
nection of distant military outposts as 
well as the radio telephone service that 
now spans the 180 miles separating 
Florida and Cuba. Dedicated professional 
men, such as Mr. Bullington, have devel- 
oped radio-electronics into a vast market 
for many products, and these are the men 
IRE always remembers. 


The Institute of Radio Engineers is a professional Society of 
50,000 radio-electronic engineers devoted to the advancement of 
their field of specialization. Their official publication, Proceedings 
of the IRE, is concerned solely with these men and their accom- 
plishments. All that is history making in radio-electronics is first 
presented, then followed step-by-step in its development, on the 
pages of Proceedings of the IRE in authoritative articles by the 
men behind these advances. 


IRE remembers the man! Is it any wonder that the men remember 
IRE? Best way to get products remembered, if they are sold in the 
radio-electronics field, is through the pages of Proceedings of the 
IRE for ...if you want to sell the radio industry, you’ve got to 
tell the radio engineer! 


The 
Institute of 
atDe Radio 
* Engineers 
Proceedings of the 
Advertising Dept., 1475 Broadway, New York 36, N. Y. 


KENNETH BULLINGTON, 
recipient of the 
IRE Liebman Prize, 1956. 


@ 
Skee 


Sell-It-Kit Introduced | 

The Sell-It-Kit, manufactured | 
by Joshua Meier Co., New York, | 
has been introduced in stationery | 
stores for $8.95 retail. The manu-| 
facturer says it has been designed 
for small organizations unable to} 
spend large sums of money for) 
elaborate visual sales stories and | 
for those who want to add the per- 
sonal touch to over-all visuals pro- 
vided by large corporations. The, 
kit contains a looseleaf book with | 
10 plastic sheet protectors, layout | 
guides, ready-to-paste-in artwork, | 
visual gimmicks and an instruction | 

ik. 


NBC Appoints Three 

NBC’s radio network sales de- 
partment has made three promo- 
tions. They are David A. Engles, 
named manager of radio network 
sales, San Francisco; William F. 
Fairbanks, manager, eastern radio 
network sales, and William A. 
Louden, manager, radio network 
sales, Los Angeles. 


Bissell Buys ‘Matinee’ 

Bissell Carpet Sweeper Co., 
Grand Rapids, has purchased a 
year’s schedule on “NBC Mat- 
inee Theater,” heard weekdays. 
Planned for the company’s 1957 
campaign, the first announcements 
will run next spring. N. W. Ayer 
& Son, New York, is the agency. 


Joins Holland & McKenzie 
Nathan Tufts Jr., formerly with 
the pr department of the Dewey & 
Almy Chemical Co. division of 
W. R. Grace & Co., New York, has 
joined Holland & McKenzie Inc., 
Boston, as an account executive. 


YOU MIGHT RIDE 4,871 WINNERS *— 


BUT e « « YOU NEED WKZO RADIO 
TO COME IN FIRST 
IN KALAMAZOO-BATTLE CREEK 


AND GREATER WESTERN MICHIGAN! 


You don’t need a form sheet to discover that WKZO 
is your best radio buy in Kalamazoo-Battle Creek 
and Greater Western Michigan. 

Pulse figures, left, tell the story. WKZO gets be- 
tween 68% and 94% more listeners than the next 
station—morning, afternoon and night! 


Your Avery-Knodel man has all the facts. 


WAZO 


CBS RADIO FOR KALAMAZOO-BATITLE CREEK 
AND GREATER WESTERN MICHIGAN 
Avery-Knodel, Inc., Exclusive National Representatives 


6-COUNTY PULSE REPORT 
KALAMAZOO-BATTLE CREEK AREA—MARCH, 1956 
SHARE OF AUDIENCE-—-MONDAY-FRIDAY 


Hi 
Sets-in-Use| 23.0% | 23.0% 


NOTE: Battle Creek's home county (Calhoun) was included 
in this Pulse sampling and 30% of all interviews. 
The other five counties: Allegan, Barry, Kalamazoo, St 
Joseph and Van Buren. 


( She Fobyer Hations 


WKZO 

WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND R 

KOLN. TV — LINCOLN, (NEBRASKA 


Assocvated ath 


* Jockey Johnny Longden set this new world’s record at Del Mar, California on September 4, 1956. 


Advertising Age, November 5, 1956 


Getting Personal 


Best crystal-gazers in terms of baseball predictions turned out to 
be Rosemarie Vitanza, Carl S. Brown Co.; Gil Erickson, J. Walter 
Thompson Co.; John Ginway, NBC, and Curt Peterson, McCann- 
Erickson. They won the tv sets offered in the World Series contest 
staged by WLOL, Minneapolis, and KELO-DKLO, Souix Falls, S.D. . 

W. D. (Don) Oliver, assistant sales promotion manager of Cellu- 
cotton sales division, Kimberly-Clark Corp., Neenah, Wis., recently 
returned from a two-week tour in the Air Force Reserve at Bakalar 
Air Force Base, Columbus, Ind. He is a reserve captain with a nav- 
igator-bombardier’s rating... 

Jay Lavenson, chairman of the board, Lavenson Bureau of Adver- 
tising, Philadelphia, and Mrs. Lavenson sailed recently for a six- 
week tour of England, Belgium, Sweden, West Germany, Italy and 
France. They plan to visit trade fairs, exhibits, and study ad tech- 
niques and merchandising ideas on behalf of clients. . . 

Norman Best, a vp in the Los Angeles office of Erwin-Wasey & 
Co., celebrated his 10th anniversary with the agency on Oct. 17. He’s 
the third member of the L.A. staff to reach the 10-year mark... 


IN TOKYO—On Sterling Peacock’s recent trip to the Orient, he visited 

with executives of Dentsu Advertising Ltd. in Tokyo. Mr. Peacock 

headed N. W. Ayer’s Chicago office for many years, and now is 
consultant on client service. 


Stephan W. Meader, associate copy director in N. W. Ayer & 
Son’s copy department, has had his 30th novel for teen-agers pub- 
lished by Harcourt, Brace. Titled “Sabre Pilot,” it’s about a young 
hot-rodder who enlists in the Air Force, and the book is intended 
to help enlistment. The Air Force will place it at many of its 
fields and posts. All other Meader books are still in print. . . 

Tom Sarnoff, director of tv production and business affairs for 
the western division of NBC, recently became the father of a 
new son, Daniel Jay. Vie Rowland, manager of press relations at 
Capitol Records, who formerly worked with Sarnoff at ABC-TV 
in Hollywood, sent some records to the new father with the note, 
“Here are some platters for your new D. Jay—from Victor (Row- 
land, not RCA!)”. . . 

A silver tray, bearing facsimile signatures of the members of 
the board of directors, was presented to William H. Vallar, Chi- 
ton Co. treasurer, to mark his 50th year of service with the 
company in Philadelphia. 


ANNIVERSARY—John Foley, partner in Olmsted & Foley, Minneapolis, 

donned a beard for this picture, taken at a surprise party to mark 

his 20 years with the agency. The girls, left to right, are Eleanor 

Hansen, Ferne Long, Bernice Larson, Diane Syme and Joan Mc- 
Donnell. 


The 9th annual Minnesota award for distinguished service to 
journalism was awarded to John Cowles, president and editor of 
the Minneapolis Star and Tribune and chairman of the Des Moines 
Register and Tribune. The award is made annually by the Uni- 


versity of Minnesota School of Journalism from nominations of- 


fered by members of the Inland Daily Press Assn. . . 
Graham Patterson, publisher of Farm Journal, Philadelphia, was 
awarded a degree of Honorary American Farmer by the Future 


Farmers of America at the organization’s 29th national convention 


in Kansas City, Mo. Farm Journal helped set up the national or- 
ganization of boys studying vocational agriculture and is an active 
supporter... 
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WHO 


\ 
‘ 


READS BOYS LIFE IN ARGOS 
INDIANA (pop. i245) 7? 


Circuit Judge Alvin Marsh, CPA Herschel Umbaugh 
American Legion Commander James Monahan 


Factory Superintendent Coleman Howton 
Grocer Ed Drapalik, Rural Mail Carrier Ed Lloyd 
Chevrolet Dealer#Otto Gates and 104 boys. 


In towns and cities all over Amer- 
ica, BOYS’ LIFE is used by civic- 
minded men and women, leaders 
in their communities, and the 
3,000,000 boys they lead in Scout 
activities. 

That’s why companies like Weyer- 
haeuser Timber, Convair, General 
Motors, Electrical Companies of 
America and Fisher Body find 
BOYS’ LIFE the medium to mold 
youth opinion and encourage youth 
activity in the fields of conservation, 
engineering personnel recruitment, 
safety, free enterprise and automo- 
tive design. 


Youth is the fastest-growing, nu- 
merically largest segment of our \ 
population. And BOYS’ LIFE as | 
the official magazine of the Boy 

Scouts of America delivers the 

cream of the youth crop in the high- 

est ABC net paid subscriber circu- 

lation of any advertising medium. 
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WasuHIncTon, Oct. 30—At the 
BR ae |midpoint between the 1950 and 

. as 1960 population censuses, Cali- 

PORT BUYS oe fornia—with a net gain of 2,374,000 
, for the five-year period—was con- 


EW $3,000,000 : ‘ Z tinying to outpace all other states 


in popuiation growth, according to 
SHOPPING CENTER new estimates just released by the 
Bureau of the Census. 

Other states with large increases 

Fated included New York, with 1,191,000; 

*DYNAMIC DAVENPORT Reads Texas, with 1,037,000; Ohio, with 

998,000; Mic , with 954,000; 

FOR THE TENTH CONSECUTIVE DAV ENP 0 RT Florida Porgy ean tary 
YEAR *** FIRST IN LINEAGE IN NEWSP APERS with 569,000. 

The report gives population esti- 

ALL 1OWA AND THE QUAD-CITIES! mates for each state and each re- 

er gion, starting with the population 

census of 1950 and projected an- 


@ suNDAY 


nually through mid-1951, 1952, 

1953, 1954 and 1955. Birth, death 

2 NPORT, ‘tow A, acee ISLAND, and net migration estimates cover- 

CIRCULATING DAVENRK €, iL. ‘ ing the five-year period also are 
given for each state. 

In the U. S. as a whole, popula- 
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MUSHROOMING CE. ‘ 


are yours for the asking in the ENTIRE Prosperous 
Piedmont section of North Carolina and Virginia with wrmy-TVv. 
True, because no station or group of stations delivers complete 
coverage of this mighty industrial area as does WFMY-TV. 


50 Prosperous counties — 2 Million Population 
$2.5 Billion Market — $1.9 Billion Retail Sales. 
Call your H-R-P man today for full information. 


GREENSBORO, N.C. 
Represented by 
Harrington, Righter & Parsons, Inc. 
“First with LIVE TV in the Corolinas” New York — Chicago — Sen Francisco — Ationta 


Advertising Age, November 5, 1956 


California’s 5-Year Gain of 2,374,000 Sets 
Pace as Nation’s Population Growth Hits 9% 


tion increased by 13,606,000 be- 
tween April 1, 1950, when the 
census was taken, and July 1, 1955. 


® The South, with 6,965,000 births 
and 2,212,000 deaths, led the nation 
in “natural increase.” Its net out- 
migration of 1,142,000, however, 
reduced its net population gain to 
3,612,000, a 7.7% rate, 1.3% below 
the national average. 

The West had substantial gains 
both by natural increase and by 
in-migration. A natural increase 
of 1,858,000 (excess of 2,862,000 
births over 1,004,000 deaths) and 
net in-migration of 1,765,000 gave 
the West a net population gain of 
3,623,000 and a rate of increase of 
18.5%. 

The largest absolute net popula- 
tion gain, however, was attained 
by the north central region—an es- 
timated 3,986,000 and a rate of 9%. 
The components of change were 
6,013,000 births, 2,385,000 deaths 
and net in-migration of 385,000. 

Smallest net gain was in the 
northeastern region, where the 
rate of increase was only 6%. The 
net gain of 2,384,000 resulted from 
4,656,000 births and 2,220,000 
deaths, minus an estimated 40,000 
out-migration. 


® All but 10 states had population 
gains in excess of 3% over the 
five years. Of the 10 states with 
changes of less than 3%, only Ar- 
kansas, with a loss of 5.6%, showed 
a percentage loss of any signifi- 
cance. 

Increases of more than 15% 
were experienced by a block of 
states in the West, including Ari- 
zona, California, Colorado, Ne- 
vada, New Mexico and Utah. Gains 
of this size also were noted for 
Delaware, Florida, Maryland and 
Michigan. Several other states had 
increases equal to or exceeding the 
national average—Connecticut, In- 
diana, Louisiana, New Jersey, 
Ohio, Oregon, South Carolina, 
Texas and Washington. 

In terms of births, New York 
led, with 1,708,000. It was followed 
by California (1,495,000), Pennsyl- 
vania (1,249,000), Texas (1,225,- 
000), Ohio (1,096,000), [Illinois 
(1,088,000) and Michigan (953,- 
000 


> 
California, with 1,443,000, led in 
terms of net in-migration. Florida 
was second, with 558,000; Ohio 
third with 340,000. Other leaders 
were New York (323,000) and 
Michigan (318,000). 


® Arkansas had net out-migration 
of 283,000. Others with large popu- 
lation losses through migration 
were Mississippi (282,000), Penn- 
sylvania (266,000) and Alabama 
(252,000). In addition, West Vir- 
ginia, Kentucky, Iowa, North Caro- 
lina, Georgia, Tennessee and Okla- 
homa all appeared in the list of 
states with substantial out-migra- 
tion. 


Halloran to Ad Bureau 

Mrs. Vera A. Halloran, formerly 
head librarian at J. M. Mathes 
Inc., New York, has been appoint- 
ed research librarian of the Bu- 
reau of Advertising, American 
Newspaper Publishers Assn., New 
York. 


McVarish to Pathecolor 

F. Carleton McVarish, formerly 
with the National Assn. of Man- 
ufacturers and the Mutual Broad- 
casting System, has been appoint- 
ed manager of advertising and 
public relations for Pathecolor, 
New York. 


Schechter Opens 3 Offices 

A. A. Schechter Associates, New 
York public relations company, 
opened three new offices on Nov. 1 
—in Chicago, Los Angeles and 
London. 
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WE'VE GOT WHAT IT TAKES 
TO GET YOU | 
OFF THE HOOK : 


If you are hung-up over Merchandising 
at the Point-of-Sale — we would like to 


get you back on firm footing with solid, x 
£ down-to-earth help. 
First of all, we are specialists. For more zn 


than half a century, Chicago Show has 
devoted its talents to one phase of 
advertising: Producing merchandising 
programs that sell hard at the 
point-of-sale. We like to think of 
ourselves as a “House of ideas,” + 
converting sound sales ideas into "i 
dynamic merchandising programs 

designed to increase traffic at the retail 

level —yet tied in closely with your 

overall promotion scheme. 


Our nation-wide staff of experts want 
to sink their hooks into your point-of-sale 
problems. We can follow through on 
every detail—from idea conception to ? te 
job completion—for a single display, or a - 
year-round display program. How about 
talking your problems over with us today. 
We'll show you how to get action 
where it counts—at the cash register. 


Send for your Free IDEA FILE and Illustrated 
brochure... full of point-of-sale ideas that click. 
Address Chicago Show Printing Company, 
2640 N. Kiidare, Chicago 39 


Merchandising at the POINT-OF-SALE 


@ Lithographed displays for indoor and outdoor use ® Animated Displays 
© Cloth and Kanvet Fiber Banners and Pennants ® Mystik® Seif-Stik Displays 


© Mystik® Can and Bottle Holders © Mystik® Seif-Stik Labels 


@ Econo Truck Signs ® Booklets and Folders ¢ Moided Plastic 
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MICHIGAN 


urniture Capital 
of the World’ 


newspaper ad was in THE MORNING HERALD!” 


... says Jerry LeFave, owner, Electrical City, Inc., 
Grand Rapids’ largest exclusive GE appliance dealer. 


“A few months ago | placed a '/2 page ad on The Herald's Saturday Morn- 
ing Comic Page .. . and | was amazed at the results—i3 TV Sets plus several 
major white General Electric appliances were sold to new customers from 
Grand Rapids, as well as several surrounding towns. 


“Ever since, needless to say, | have been in The Morning Herald 
on @ consistent weekly basis . . . and with similar No other media has 
produced as well. I've discovered that a fair sized ad in The Morning Herald 
receives better than average visibility and readership. The Herald's daily cir- 
culation reaches a responsive, able to buy audience. 


— The Grand Rapids Gerald — 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW VYER-FERGUSON-WALKER COMPANY 


| 


Launch Group to Study UBF 

The new Television ocations 
Study Organization, set up to de- 
termine the future of uhf televi- 
sion channels, has been launched 
in Washington with the appoint- 
ment of committees to secure office 
space, retain an executive director 
and prepare a budget. The group, 
based on a proposal from FCC 
Chairman George C. McConnaugh- 
ey that the industry cooperate 
in an effort to “solve” the’ uhf 
problem, is composed of represen- 
tatives of the National Assn. of 
Radio & Television Broadcasters, 
Assn. of Maximum Service Broad- 
casters, Committee for Competi- 
tive TV, Joint Committee on 
Educational TV and Radio-Elec- 
tr onic-Television Manufacturers 
Assn. 


A. M. Fiala Joins WROW 


Albert M. Fiala Jr., formerly 
with Avery-Knodel, has joined 
WROW, Albany, as commercial 
manager. 
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Bought any hay balers lately ? 


Well, somebody certainly did! ...Or 
else a Washington, D. C. type made a 
king size blooper, like the million dollar 
government check occasionally sent to 
the citizen who expected $8.62. 

Because in a document issued by the 
US Dep't of Commerce, it says that 
between 1950 and 1954, the number of 
hay balers in this country went up from 
196,048 to 447,941. 

Who, for heaven’s sake, buys hay 
balers? Except farmers, maybe? A net 
increase of 251,893 hay balers, average 
cost around $2500 ~ain’t hay. 

This same document, which happens 
to be the report of the 1954 Census of 
Agriculture, disclases that in the same 
period corn pickers increased 231,917; 


grain combines 265,376; trucks on 
farms 491,861; and farm tractors by 
almost a million. 

These figures will not fascinate a 
mixed Martini group, but they are 
not without significance (economic). 
Which is: How the heck did farmers 
buy so much machinery at a time when 
they are supposed to be going broke? 

The going broke notion was sired 
by falling farm prices and perpetuated 
by politicians’ press releases. The sober 
fact is that US farm liquid assets in 
1955 were $1g billion, equal to the 
all time high. In the same four years 
of the farm machinery increases, the 
average size of farms increased almost 
27 acres; and farms earning more than 
$10,000 were up almost 91,000! And 
farm prices have been going up since 
last December! 

If you could use some prosperous 
prospects, we have plenty! Selectively 
concentrated in SuccessFuL FARMING’S 
1,300,000 plus circulation. 


Merepiru Pustisninc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, ‘ 
Cleveland, Atlanta, San Francisco and Los Angeles. 


Three out of four are in the 39% 
minority that gets 88% of US farm 
income. Their average cash income last 
year was $10,260! They represent an 
$11 billion market—the equivalent of 
another national suburbia! 

They have more spendable moncy 
than city folk in the same income 
bracket. And they are spending! — on 
repairing and remodeling homes, new 
homes, heating plants, new bathrooms 
and kitchens, furniture and furnishings, 
appliances, air conditioners, insurance, 
securities, private schools, recreation. 


For prime prospects, and to balance 
national advertising where all general 
media lack coverage and impact, you 
need Successrut Farminc — first in 
influence with the country’s best farm 
families because for fifty years it has 
helped them carn more, live better. 
And never offered the advertiser a 
better market than it does today! 

Any SF office will give you the facts. 


Advertising Age, November 5, 1956 


Schenley Boosts 
Ad Budget for 
Imported Spirits 


New York, Oct. 30—Schenley 
Import Co. will use the most in- 
tensive advertising campaign in 
its history during the coming year 
to capitalize on the current trend 
toward imported alcoholic bever- 
ages. 

Bernard Goldberg, advertising 
manager, says that $2,000,000 will 
be spent in 200 newspapers and 19 
magazines to promote the com- 
pany’s products. 

“Demand for imported spirits, 
cordials and wines has been in- 
creasing steadily in this country 
since the end of World War II,” 
he says. “Americans spent approx- 
imately $95,000,000 in 1946 for 
imported beverages, while today 
the figure is $170,000,000.” 

The great expansion in foreign 
travel is largely responsible, Mr. 
Goldberg believes, for this increas- 
ing trend in imported beverages. 

Schenley will capitalize on this 
interest in its advertising, especial- 
ly during the coming holiday sea- 
son. 


# Commenting on details of the 
company’s advertising program, 
Mr. Goldberg says that Dewar’s 
White Label and Dewar’s Ancestor 
scotch whiskies will be the most 
heavily advertised scotch whiskies 
in magazines. Canadian Mac- 
Naughton whisky will use full- 
color pages in Cue, Newsweek, The 
New Yorker and U.S. News & 
World Report. 

Advertising expenditures for 
Cheery Heering liqueur have been 
upped 15%. Two-color insertions 
will be used in nine magazines and 
b&w ads in major daily newspa- 
pers throughout the country. Color 
ads in so-called class magazines 
will be used for Marie Brizard 
cordials, and a heavier magazine 
campaign is scheduled for each of 
the following products: Cook’s Im- 
perial American champagne, Ber- 
tolli Chianti and Vinrose wines, 
and Dubonnet,: both red and 
blonde. 

David Davidson, vp and general 
sales manager of the import com- 
pany, predicts sales of imported 
beverages will increase about 8% 
during 1957 to hit a record total of 
$200,000,000. 


Chun King Sales Names 
Tom Scanlon Ad Director 

In an expansion of the advertis- 
ing department for Chun King 
Sales, Duluth, Minn., Thomas J. 
Scanlon has been named director 


Thomas J. Scanlon Joseph Page 


of advertising, a new post. He was 
formerly executive assistant for 
sales and advertising, a position 
now filled by Joseph Page, who 
was previously a general executive 
in the sales department. 


Plans Olympic Broadcasts 

North American Philips Co., 
New York, will sponsor a series of 
five-minute broadcasts covering 
the Olympic Games in Melbourne, 
Australia. The shows will start 
Nov. 22 on NBC Radio and will 
run through Dec. 8. Norelco sha- 
vers will be among the featured 
products. C. J. LaRoche & Co. is 
the agency. The company also has 
signed to present the next “project 
20” production on NBC-TV. This 
show, “The Jazz Age,” will be 
seen Dec. 6. 
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ADVERTISEMENT 


‘57 Builder Market—Harder 


Selling To Reap Big Dividends 


Chicago — Manufacturers who 
cut back on their advertising to 
builders—because of a “‘compara- 
tively small drop in home build- 
ing”’—are “going to get hurt,” 
warns the latest issue of the Red 
Letter, a periodic newsletter to 
building industry executives, pre- 
pared by the editors of Practical 
Builder. 

“We saw it happen before—in 
late 1947 and 1948,” say PB editors 
in the Red Letter. “Home building, 
then as now, was only taking a 
‘breather’. 

“Those manufacturers who cut 
back on their advertising and sell- 
ing plans then fell far behind in 
the race for business when—less 
than two years later—we hit the 
highest housing production in his- 
tory, a pell mell pace that has been 
maintained for six years.” 


More Sales To Builders In ‘57 


Total Light Construction dollar 
volume next year may top '56 by 
nearly $24 billion, the Red Letter 
estimates. This will result from 1) 
“good times,” with steadily in- 
creasing industrial productivity and 
steadily rising incomes; 2) con- 
tinued strong consumer demand for 
new homes and home moderniz- 
ing; and 3) probable additional 
government action aimed at easing 
the critical mortgage money situa- 
tion, which has been the sharpest 
thorn in the side of builders this 
year. 

Here’s how the total Light Con- 
struction Dollar Volume should 
shape up next year: 

Residential Building. .17.8 billion 

(Non-Farm & Farm) 

(42% of the total) 
Non-Residential Building 
7.6 billion (18% of the total) 
Modernization ....... 17.0 billion 
(Residential & Non-Residential) 
(40% of the total) 

Totals $42.4 billion (100%) 


seeeee 


Residential Outlook Good 


Starts are presently running 
around the 1,100,000 mark. In the 
first six months of ’57 they will 
probably hover around the 1,000,- 
000 mark, The slowdown in starts 
is not because of slackening con- 
sumer demand, but because of pro- 
ducers’ decisions. In the last year 
the “tight” money situation has be- 
come more apparent—borrowing 
now costs more than at any time 
since the early °'30’s. Just how 
much the tight money situation 
will affect the plans of millions of 
people can’t be measured, but it’s 
bound to squeeze someone. And 
this someone is the builder . . 
many have had to curtail produc- 
tion because they haven’t been able 
to get adequate mortgage money. 
So in reality, producers’ decisions, 
not consumers’ decisions, have 
brought about a smaller number of 
housing starts. 

The consumer demand for homes 
is not waning. The continued de- 
sire for home ownership on the 
part of the American public has 
been tested in 3 separate national 
surveys: the 1956 Federal Reserve 
Board’s Annual Survey of Buying 
Intentions, the Wage Earner Fo- 
rum Survey, and a Look Magazine 
Survey. It is also borne out by the 
personal reports of PB-BSN field 
editors, who are constantly in 
touch with builders. 

Data from these surveys shows 
that there are several million po- 
tential home owners who are seri- 
ously considering buying homes in 
the months ahead, and they ap- 
parently haven’t been deterred by 
rising building costs and higher | 
down payments. | 


More Sales Per New Home 


Next year’s $17.8 billion market 
will be the result of bigger and 
better homes. For example, the 
1956 house is, on the average, 
39.6% larger than was its 1950 
counterpart. This means _ that 
1,150,000 homes built in 1956 
would equal 1,605,000 homes of the 
1950 vintage. 

An increase in the number of 
farm home starts is probable .. . 
to a total of about 200,000. Experi- 
ence shows that it is more econom- 
ical to build a new unit rather than 
modernize many an old farm struc- 
ture. It’s a case where Moderniza- 
tion desires eventually spawn new 
construction. 


One thing should be kept in mind 


—there hasn’t been any real drop | 


ADVERTISEMENT 


change. How soon, or when, can’t 


in the basic demand for new and| be pegged at this moment. But 


existing housing . . . 
basic demand is up. Toc \y’s fami- 
lies are bigger, better fe and bet- 
ter clothed. Workers a: making 
more money, and savings are up; 
add to this more marriages and 
babies (and demoltions at a high 
rate), and you have a vastly in- 
creased basic demand. 


Tight Money vs. Basic Demand 


If basic demand is up, then why 
not effective demand? Tight credit 
is the cause. Ample funds are 
available, but they are not being 
channeled into home mortgages 
because other types of investments 
are more attractive in today’s 
money market. But, it has become 
apparent in important circles that 
the “tight money” policy has af- 
fected the home building industry 
perhaps more than any other in- 
dustry. 


That’s why the pattern must | 


i‘ anything with the growing basic demand for 


housing, with a housing inventory 
which is certainly far from ex- 
cessive (and aging fast), and with 
the overall vacancy rate low... 
the current rate of a million-plus 
new homes each year is obviously 
inadequate. These basic demand 
pressures will continue to build up 
‘til the industry discovers ways 
and means to fill the need. 


Non-Residential Up 6% 


In 1957 non-residential building 
is expected to reach $7.6 billion in 
volume, up 6% from 1956. In- 
creased spending for plants and 
equipment will account for a Jarge 
portion of the increased activity in 
non-residential building. But, don’t 
overlook all the additional schools, 
churches, stores and other com- 
munity facilities needed by our 
expanding population. 

Today’s non-residential activity, 


in some measure, is based on get- 
ting the plant facilities ready to 
turn out products for this expand- 
ing population and to overcome 
shortages that are at hand. In 1956, 
business invested about $35 billion 
for new plants and equipment. 
This may go as high as $37 billion 
in 1957. All in all, it’s a bright out- 
look. 


Modernization -— 
Bigger Than Ever 

This segment of the market is 
probably the most under-rated and 
least known of any in the Light 
Construction Field, but the bene- 
fits of “O.H.I.” and other promo- 
tions will continue well into 1957 
and 1958. In 1956, Modernization 
was estimated to be a $15 billion 
market. The expectation for 1957 
is $17 billion. 

For your copy of the latest issue 
of the Red Letter, write today to: 
Research Department, Industrial 
Publications, Inc., 5 South Wabash, 
Chicago 3, Illinois. 


The problem is to influence builders... not to influence 


‘“influences.’’ Anyone who knows the ABC of light construction 


knows it’s the builders who are buyers. You, as the seller, want 


... the book that’s 


use practical 


builder interests | 
down to this: To 7 


And the place to 7 


real-live buyers... not vague, misty ‘‘influences.’’ When you 
builder your audience is made up 
primarily of builders. It is the one builder-book that serves 
paclusively and completely. So it simmers 
nfluence builders, you must reach builders. 
reach them is in the book they reach for 


edited by builders for builders: PB! 


...0f the light 
construction industry 


©|NDUSTRIAL PUBLICATIONS, INC., CHICAGO 3: 

Publishers of Practical Builder, Building Supply News, —- 
Building Material Merchant and Wholesaler, Ceramic industry, 
Brick and Clay Record and Masonry Building. 
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' | Oldsmobile Sponsors Awards 
| The Oldsmobile division of Gen- 
In presenting your product, illustration and eral Motors Corp. will sponsor the 
If you think P png ~~ . March 27 telecast and broadcast of 
sales message to customers rarin’ to buy, the power the 29th annual Ass@uag Awards 
you have | and purchase appeal of fine photoengraving of the motion picture industry on 
reproduction and relief printing has yet to be matched. NBC. This will be the fourth con- 
the best, But even the best of printers, publication or otherwise, secutive year of sponsorship by 
can do little to improve on poor engraving material. It Oldsmobile and the fifth year NBC 
h it b is expensive folly to print on invaluable white poaghny oe: 3 oe it, rs = = wanes 
poavvatrsd y space with anything but completely trouble free plates agency. ss 
bes whether they be color or black and white. 

the t Hutchings & Melville instill a feeling of security Thompson Joins Basford 

in their customers by making engravings that Ken Wear’ &'Ge tae’ lou 
, a Erwin, Wasey o., has join 
SELL AT THE POINT OF IMPRESSION. G. M. Basford Co., New York, as 
account executive on industrial 
advertising for the Texas Co. 
oi 3 Action Associates Formed 

photoengravers Hutchings & Melville, Inc. A new Philadelphia pr agency, 
4043 N. Ravenswood Ave., Chicago 13, Illinois Action Associates, has been formed 
" ou 7.9220 by Herbert W. Packer Jr., former 
Phone: EAstgate 7- vp of the John LaCerda Agency. 


| The agency has offices in the Wid- 


Skilled operators of the imported Klimsch Camera 4 Color Proofing Presses }ener Bldg. 
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Artist’s sketch of the supersonic wind tunnel to be built 
in San Diego by Convair Division of General Dynamics 
Corporation. 


SAN DIEGO :: BIGGER 


Convair’s $3,500,000 supersonic wind tunnel—soon tobe 
built in San Diego—is one of the many projects that make 
this area a vital center for advanced engineering and 
research. : 

These projects have attracted thousands of highly skilled, 
highly paid men and women—and buying power in the 
San Diego market is soaring. 

To reach and sell this quality market—the most rapidly 
expanding in the West—place your advertising in San 
Diego’s two great newspapers . . . the San Diego Union 
and Evening Tribune. 


NOW—A MAJOR ENGINEERING 


AND SCIENTIFIC RESEARCH CENTER 
FOR THE NATION 


NE 


COPLEY newspapers fee 
15 “Hometown” Newspapers covering — 
San Diego, California — Northern Illinois — Springfield, Illinois Ia42,// CMA o/10/N/ 
and Greater Los Angeles . . . ae 
Served by the COPLEY Washington Bureav and the COPLEY News Service ine pein ee 
REPRESENTED NATIONALLY BY WEST: DAY CO., INC. 
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Advertising Age, November 5, 195¢ 
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Moyke D'R be #9 


ice cream maker € 


FOR MOPPETS—The National Dairy 
Council offered three free booklets 
about ice cream to teachers in this 
ad in the September Grade Teach- 
er and Instructor. More than 5,000 
teachers requested 25,000 booklets. 
McCann-Erickson, Chicago, is the 
agency. 


Things Look Bad 
for TV Networks, 
‘Harper's’ Decides 


New Yorx, Oct. 30—Balance 
sheets to the contrary, the televi- 
sion networks face grim futures, 
according to Harper’s Magazine— 
and the grimmest of these is NBC’s. 
An article by Martin Mayer in 

that magazine’s November issue 

sees first-run Hollywood movies 
| as an “immediate threat” to the 
| whole structure of tv network pro- 
| gramming, and especially that of 
| NBC. Further, it finds a special 
| threat to NBC’s solvency in its 
| 
| 
| 
| 
| 


“unproved premise” that the pub- 
lic wants color video. 

“Between unearned depreciation 
on the new color installations and 
the extra expenses of color pro- 
gramming... ,” Mr. Mayer writes 

composedly, “NBC stands to lose 
$100,000,000 or more during the 
| next five years. Meanwhile, RCA 
is selling color sets at or below 
cost of production (and practically 
| giving them away to bars and res- 
| taurants), investing tens of mil- 
lions in saturation advertising.” 


® RCA in the next five years will 
be risking close to $500,000,000 on 
color, he calculates. 

On the film side, says Mr. May- 
er, the chief threat is posed by 
independent stations in the top 
11 metropolitan areas where are 
found “more than half the total 
television audience and more than 
three-quarters of all television 
profits.” The “whole panoply” of 
| Hollywood production has now 
been opened to these stations, he 
declares, “with every indication 
that major national advertisers are 
willing to pay the Hollywood bills. 
If these independent stations can 
steal any sizable proportion of the 
network audience, the entire struc- 
ture of network programming will 
be undermined.” 

Here again, NBC is deepest in 
Mr. Mayer’s soup. Its $250,000 
spectaculars are “no better than an 
even bet against a movie made with 
four, ten, even 20 times as much 
money,” he judges. 

In his book it added up, among 
other things, to a belt-tightening 
| at NBC and the dismissal of its 
board chairman, the “prodigal” 
Pat Weaver. 


Dutffin Joins Arndt, Preston 

Daniel J. Duffin, who formerly 
handled public relations and pub- 
licity at Sam J. Gallay Advertis- 
ing, New York, has joined the 
Philadelphia publicity department 
of Arndt, Preston, Chapin, Lamb 
& Keen. 
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The “blue chips” are buying FRONTIER 


Sunshine Biscuits, Lever Brothers, Carter Products and other major national 
spot advertisers now sponsor FRONTIER in more than 90 markets. Produced 


by TV’s incomparable Worthington Miner, FRONTIER (against Jack Benny) aver- 


aged a 22.9* on network television with a neatly balanced audience of 1.01 men, 


.98 women, and 1.04 children —36% higher than 
the day-night average for all programs!** Take 
your cue from the nation’s leading advertisers— 
inquire now about FRONTIER’s 30 award-winning 
half-hour film programs for your market. 

*Nielsen Television Index, Oct.’55—Apr.’56 **ARB Viewers per set 


663 Fifth Ave. in New York; Merchandise Mart in Chicago; Taft Bldg. in Hollywood. In Canada: RCA Victor, 225 Mutual St., Toronto. 


NBC Television 


Films 
Programs for 
All Stations - 
All Sponsors 


DIVISION OF CALIFORNIA NATIONAL PRODUCTIONS, INC. 
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Advertising Age, November 5, 1956 
Knight Hits ‘Trib’s’ 
‘Chicago American’ 
Buy as ‘Monopolistic’ 


Cuicaco, Oct. 30—The first pub- 
lic reaction to the sale of Hearst’s 
Chicago American to the Chicago 
Tribune came from the Daily News 
last weekend—and it was bitter. 

In a signed editorial, John S. 
Knight, publisher of the News and 
head of the Knight chain of news- 
papers, said the sale shows a trend 
toward monopoly. He also said 
Hearst sold the paper as the result 
Focus on drug sales, for instance, and you'll quickly no- EDWARD H. JEWETT It! has been ad-/|f “rising — one years  m- 
tice Atlantic City romps home with a winning $7,208,000 | vanced to marketing director of G.|™&4nagement. . 
sales placing. There’s further proof for you of Atlantic Krueger Brewing Co., Newark. He He accused the Tribune of buy- 
City’s importance as New Jersey’s second metropolitan has been ed mene in f th ; ing the American “as an insurance 

ger oJ Me com-| policy against the future.” 


area. So put your money on the paper that really covers : 
this 140,000 year round market—the “Atlantie City pany since September, 1954. Mr. Knight also had a word of 
Press”. It is first favorite in the home! Whatever you're “warning” for the Hearst organiza- 


selling, make sure the “Atlantic Ci Pe ; 
Nothing succeeds like the a dic list! e n ty Press” is on your Lauerman Joins Walker tion. : . ; 
“Competing publishers in other 


Atlantir City ir PRE . . » New Jersey’s best Harold W. Lauerman, formerly | cities may rightly conclude that 


‘with H. J. Heinz Co., has joined | - - 
|what happened in Chica can 
BIG CITY market! 4 my 


The right way 
to look at 


the pr department of W. S. Walker happen at home,” he wrote. “The 


Rolland L. Adams, Pres.; Gallegher-DelLisser, Inc. Nati 


“THE OHIO FARMER Is a Reliable Guide,” 


Right! THE OHIO FARMER is a dependable guide for 
Ohio farmers. It’s matched to their particular methods 
of farming, designed to help them get the most from 
their crop varieties, livestock and soil. 


So, it’s easy to see why THE OHIO FARMER is the 
favorite of almost everyone in rural Ohio. It reaches 
4 out of 5 families twice every month. 


And, here’s why Ohio is the right place to sell your 
products. Statewide diversification provides an amaz- 
ingly steady farm income the year around . . . makes 


says Rex Long, Ashland County, Ohio 


Ohio a top-third state in volume. 


Here’s the right way to sell—with THE OHIO FARM- 
ER. It’s read by families (4 out of 5, remember) with 
exceptional buying power. It’s rotogravure printed (in 
full color, too) to save you the cost of plates. 


While you’re about it, add MICHIGAN FAR MER and 
PENNSYLVANIA FARMER. They cover equally pros- 
perous, steady-income states. It will pay you to get 
the facts on all three. Write 1010 Rockwell Avenue, 
Cleveland 14, Ohio. 


Te Ouro FARMER 


Cleveland, Ohio 


MICHIGAN FARMER, East Lansing 


PENNSYLVANIA FARMER, Harrisburg 


Advertising, Pi a An | 
ertising, Pittsburgh jcompetitive pressure will be on 


| wherever Hearst publishes.” 

| He said Hearst’s “tossing in the 
| towel” in America’s second largest 
city “will add a note of skepticism 
whenever and wherever the Hearst 
newspapers talk glibly about ‘their 
development program.’ ” 

| 

. Noting that Newsweek had com- 
| mented that “the ‘new’ American’s 
immediate target is to be ‘Jack 
| Knight’s Daily News,’ ” Mr. Knight 
} “™“'Well, we accept that chal- 
| lenge from ‘the vastly rich Trib- 
une’ and will try to win with ideas 
instead of matching dollars.” 

“Without questioning the Trib- 
|une’s expressed intention to pre- 
|serve the American’s identity, we 
| shall see whether the people of the 
'Chicago area will prefer reading 
‘the Tribune’s satellite to a news- 
‘paper of established reputation, 
'character and independence,” he 
| continued. 
| A few paragraphs later, Mr. 
'Knight took a swipe at Chicago's 
‘other major daily, the Sun-Times. 

Noting that the trend in other 
|cities is to reduce the number of 
|papers, with special reference to 

the Boston Post’s recent shutdown, 
|Mr. Knight wrote: 

“But in Chicago, where the old 
| Sun and the Sun-Times have been, 
‘and the American is about to be 
| subsidized by great individual and 
‘corporate wealth, the situation is 
| hardly comparable.” 

| 

's The Monday following Mr. 
|'Knight’s editorial, the American 
‘replied in a lead editorial titled, 
| “We're Happy About It.” 

| The editorial said: 

| “We read that our competitor 
across the river is pretty mad be- 
cause he was unable to acquire the 
|Chicago American and merge it 
‘with his own newspaper. 

| “The 1,800 employes of the 
American aren't mad at all. We are 
| very glad about it. 

“We're happy that we'll be able 

/to provide our neighbor afternoon 
| paper with ‘even tougher competi- 
tion than before,’ as he put it. 
| “Nobody’s mad over on our side 
| of the river. 
' “We might add that as the 
|Christmas season draws near, the 
/1,800 of us on the American are 
thankful that our jobs are secure. 
We have confidence that our op- 
portunity for effective competition 
‘is greater than before. 

“We know this is good for us. 
| “We are sure it will be good for 
| Chicago.” 


Wilson Names Overtield, Smith 


Wilson & Co., Chicago, has ap- 
pointed John B. Overfield sales 
promotion manager and James S. 
Smith premium manager. Mr. 
| Overfield previously was with In- 
|land Lithograph Co. and Forbes 
| Lithograph Mfg. Co. Mr. Smith 
formerly held sales promotion 
posts with U.S. Gypsum Co. 


+? A ag: ern a ia 


Sn 


Sr Ee 


So 


eer eh a Pet Me ee A a a a ee me 2 ay oe Fe ke i Ss, Sed ea Mee ek eae ue 5). i cece. ao wer leer clks _ aa . ar Foe. 
ee te At i ke) Si ee : ee alg - i he ee, ka ee: a ie 2c: . anes Ae ee a 
a ae ; : i te sili oe tein a 
+ gk ye hs i he " ye 4 s ce ee 
ts ; 3 
wel , ; M ‘ 
Seale 
Peck. ‘ 
Ne te 
Seda hg 
Beets i," 26 
oars y 
wae ; { © 
< we / | 
oe ai z ee e i} 
ee 2. yeaa a ye, ee SS } 
‘oe 4 Re ee { 
ene, Z@, eee ye oa , 
: ae Be op * 4 ee i ee } 
ae fe, 24 Ta co MEET —— “ed 
were ‘ - Se atts Mee? oe. © SO? * ge ny RR As ee ip’ 
7 ee + - a > - ° se ee wees ie } 
eee ~<_ see" we See: 1 cs 
f- a iu oo " a 3 i LF . rig oe <7 
a peor — es Dee ae 
et le = Yes ° a : 
edt rae Pee ) 
a» | en ~ ZS. Se de ty, cl Py 
e Ss) i 
Pou OP -, 
Ae * ( 
ate Pe \ 
TS ee ; } 
Loe . © > ’ 
Bi if ih 
cme ‘ : 
Ne cee og 
rs, te 
er. 1; N\A > 
or oF 
> : 
Bo. | 
oe } 
aS Mere NO 
ee oO { 
ae ° 
2) So 
Ae { 
me 
aie 
mel” 
i H 
ee 
an } 
AG 
me). ona! Representatives. I 
eis i 
Palo Be H 
Aes" > bay EL —— 4 
he bee { 
oP : | 
Pi i i ae 16... le i & ee de : eee ‘ 
Bs) SS Re : a os hall j 
oe et 23 ee (Pige Mys, O <6 a B? a ee eis 2 ee dire een othe ooey & : ‘ ee F; Re il. yee is iS i } 
= ee 4 ie WE ah id ‘ ¥ a e : é 0 - . mong Bee chs ee a” : 
aid i | ane eee re E < ee, Cimine 
iat ie 1 iat MeL = nd Es oy a 5 
2S mah 9 ot eaters , Bees: th ee er H 
ee | 5 LEM wy. Mined eed <t + “ae ial FA pies an be 
ae ae Te Rt ta . 1 “- or ihm : ay weg cd. j 
tbat RE ttre hs ne ; . Fo} pS ae es a ee ee : 
naa. mee 27 oe . : A ae i} 
Saas os > ee 0 ie Po 4 4 sie ¢ A ar} F Oe ee i cae a 
a ae te rN Biles | — : ig : re 
eve eer nian . = pat ti — 
Lae GR aR Ey sakataer es + a : cae | = Bh asic) 
de ‘ ap Se ees ; Ne a ~ {- sts yy. 28 pc Rese 
ae a7 ‘Brate mae a — > a8 ; Si Se, ee a 
bi ; eon: Oh nies wun a a MCE Ti rae 14 
ad . " a Se Sg . .< le sai . . Bee een rs 
Pea : ey ie 4 i oan - ——— oe “ ce Soy 
me eee: em ae" a ae | 
ae cx ee < ot ae byt: eal = ee a } ' | erie fy 
=. o. ere 3 8 bie 4 5 Ee : 4 eye ye | 
ge ‘ * Foseaa We tel aye “a; pe “el Bs a ek yn 3 ge ae Recetas F | 
ei Peas ee - a ae es | 
et. Big Vir eo aS Ss mele Set ae ae eae Pr ees eS 
Be is Fe ia eK ' ee 4 a “pil Be, hag 
) aie a : : = “ ‘ae , =. : oie S 
re : Be metho, iv! Geli a Dee ae | on . ke 
he Fe, eae mae a eta = a a oa . : 7 ene 4 
we i ee ee a eS i. yy ec 
ee me as W ARs Ae eh iy a =, & & : : yt ) 
i Gl aa Se RS ae - a ae ae a a a. 
By Ms in nian ¢ + ee a Oa RR em meee a> oe ce ian 
os Herd = age tape Mts fre Sa iY aw. A Se rier . 
pees Es eee Thyert Pao Sa - So to? 24 : j i ‘ohne ’ < “4% 
ee 2 OSs So © ae ie _ ‘S28 ages ‘Pa! oe ie Sod) .? 
Ba —s oy RRO SOI sa ee oak : 4 
_ ei 8 ede Sa koe, ‘ E es ‘ aa bt . ‘ 4 
4 . ers’ See eee bn be >. ae Sy: Ey : : i &. 
ie , ; Bed es : re eis aii ee ood fi 
eet ee . ee oe z ie ea Sap One toe ee . ea Fi . 
eo) Pe MP ibe pac” oe zh ines od oe ee ae ‘ afer = Es ; 
axie ae Beer + Sot : x i ee oc la “AVS ee 8 7 oe | rY 
ie SS fer re oe ei f ; — bal ce ie ave : ia ’ ee ‘ ar : r 
etal me. wt EE oh SAS ae adem z Sa a: eek Se “ a are fo ; 
a TAs ee eM ae oo ee vs 4 oe eae cs + ie OS ee Se a Shr ce eee. Va 
Berl... Pe ee Ne ce ee : pt eae se ae ie eee ae hm A ate ca ae 
oe eae Re ghee ; is oo. ee ee ae hk rae = a ee 
Bet: ; oe ee bret hrs est Bae te i ee oe: or EN ee Oey Sal sae ae : ie 
Sens =) me Fs ee ApS ¥¥. Sah a — ety Bea : a! : i act 
. he re Pte SS biccoe ’ a... akg i 
oe Pee anes fi eee P ih to ' SOS. hale Ong ee ee, ae 
Said Om RM at eh ee pe ht ; : j -; : Cae ae a7 coh aS , 
* bc ee ey wae ie ae fe RES a 5 ae i ella aT 
apa Plt eee rea 2a ice ; a ah ee co: | ; a 
Boe. <i res: + ae oe 4 > fC Pe : Rage . | 
Aas uh DLS et SES Ae a i i, Mele Lain ae ee 5 . 
ce es. ace AS “aa we Range Os LN ct ' 3 we eS | oo ae 
REO G Sings ag er La ebe ee ES ae are > = BO eae } 1 ee mak “es 
ad. i PER ey Pate uit ie 2 Se es f es 4 
ee yk, tae oN tae he eae. as. © ee be 
a Ft Abe eae pte J i . aw 
a _ * ‘aps 3 . ee ‘he a = . ee 
SE a Z ae Bs 8 Fe NL: ge Bee s 2 q eee 
\) : a gh ae oes — 4 % { 
pe. ae ae = Tes pate as 2 ll 3 eee a 4 a lg ie. a 
on hoa F eat t 1 ence) Sat iS ig eee oh: i . a sti mine | 
Aa eceg, Pe a DRL ey tS =a ° fee Fs, — Cl ra ea 
a 10 oe it Tet Sh iene Poe en em ~~ ~ a hee ty ——- z Miran 
ae OOP SCTE a a nee ae | cas Sar eo a  — ——— ‘ Bip 
ee Py) ea i} NO es SF ea eee Bes a” eS ’ — a ' 
erie feta . 2 ee a ee } Be w — eee A oe ‘ 
a os ue _ ‘ : a i . aa sae a ae re ee 2 : 
an . Si id = ay ae ee 2 
eS ‘ ; , ae ; i Wes, an a ke 
gent se hd ut a : eee A 
hi aa — Bes 
ee Oa Ja a : ae 
Ba ‘ge Fig a — ; eee 
ee "og ha ee ee. 
yee, ae . p ae . 3 * f 
ies ae _— a)” 
Fee , — a . 
al 
get: ! 
a 
tris 
re) 
acne 
Seah 2 + 
ha if 
i ee 
4 
vA: 
bak 
Ac | 
ah 
ef 
2g ee 
a 
ate j 
otk 
ie La 
a \ 
i . 
a | 
aa. 
pay, ‘ 
ory } 
mL | 
oes 
ome ‘ 
a5, 
ee 
Ee 
(irda 
rac FS 
.. 7 
th “ 
oa ee ee 
i " 
a ei i 
hs, - iene ay 
= hpaeit iM = 
Se ee et Sr ft BE saw BC A egamea hs De ea Sa. Pere: aad Bett ra ee IRs ec ee eee ee —- RRR ister 
TA Pee ee : be cee en ay eee Me SG : ry se - ae ce eee oe i: Ee ae A ee Ue Re ce as 4 ee nae 
be ap Oe a eee Set eS cae CO is sca AS = peat mt te i a se ee Se a ene: SUM TD! . Aer = ager a Re ee ee 


ee 


ep 


—~imenge—an 


& me 
Pe BS ion cn dae . Pap MOORHEAD: ‘Comsrendllt Delight we sy! 


* TV'S LOVABLE LUNATIC—THAT'S } BUDDY (STANLEY? ACKETT — % 
&% rig 
: - Rei Aceh aes ae 


eg MSF ae rae 4 om 


Ceven-day 

sales power with 
the Chicago Tribune's 
bright, new) 


WEE ie. 


Ze Tf Sart iam . 


THAT?’S right! Advertising sells all week when it 
appears in TV Week, the Chicago Tribune’s bright new 
Saturday package. , 
TV Week has the features that bring readers back again 
and again throughout the week. Its editorial program 
is designed to appeal to the whole family. Whether your 
market is men, women or teenagers, TV Week 
covers them all. 
In addition to the smash impact of the newspaper, 
TV Week offers you top quality reproduction. Paper stock 
and printing set new standards of excellence. i 
Expensive? Not at all! Through TV Week you reach gh 
Metropolitan Chicago’s biggest daily newspaper audience at 
an extremely low cost-per-thousand. Continuity 
discounts for regular use. 
If you’re looking for a fresh approach in Chicago, find out 
how TV Week can add new sparkle to your promotion. 


Ask a Tribune representative to give you the fuil story. 


hicago Tribune 


The World’s Greatest Newspaper 
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ANOTHER CASE HISTORY... 


How to sell 


a new idea to 
management 


7, 


USEFUL NEWS — 
FOR IMPORTANT 
PEOPLE 


An essential magazine 


Essential to more and more readers 


Essential to more and more advertisers ; | pe ANE’ ULL Sf ( 


For complete booklet on the experience of 

Muzak CORPORATION in selling its services to business 
and industry, ask our advertising offices at 

45 Rockefeller Plaza, New York 20, N. Y. Other 
offices in Boston, Philadelphia, Cleveland, 

Detroit, Chicago, St. Louis, San Francisco, 

Los Angeles and Washington. 


Now more THAN 850,000 net Pai circ ik 
...@ market not duplicated by any other magazine in the field | 
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August 29, 1956 


With 20 years of experience, MuzaK* continues S 
to pioneer in putting music to work for business. : 
Muzak is now a nationwide business—planning, 
Advertising Director . ° ° . . : 
pe ig abn A Ae producing and delivering music with a business 
New York 30, New York a7" 
NB. eto purpose to over 41 million people every 
working day of the year. 


We are pleased and excited with the results from our ~Shg ret 
advertisement in "U.S. News & World Report” on March 5. thought 
yuu should share these feelings with us. Gere io bee *.8. . News & : 

World Report" produced for us. * MUZAK — Reg. U. S. Pat. Off. * 


1. Of the three sagazines and one daily newspaper which car- 
ried this message, "U.S. News & World Report” is first in oumber of 
Aaquiries. 


2. “U.S. News & World Report” is is lity of i iries. 
We judge Sorgen on two counts: The tiers SY the Sareea aigateg the 


inquiry, the sumber of p the company e=ploys. 


3. “U.S. News & World Report” was first in conversion. Sev- 
eral contracts have already been signed a& & Fesult OF these inquiries, 
the first with a sajor division of a large insurance company two weeks 
after the ad appeared. Other inquiries are sow in the contract sign- 


ing stage 
4. “U.S. News & World a ate life. From this one 
Serer venene®. we received returns in . ,» May, June and 
7 


Sir acti 


Of course, we would be remiss if we did not fully credit our 
advertising agency, Schwab & Beatty, for the fine job they did on the 
advertisement itself and in their choice of media. The results sake 
clear that "U.S. News & Sorld Report” has the attention of the isapor- 
tant management men we wast, sen who read the advertising, and sost 
important, take action. 


si ly, 


Director of Merchandising 


Copies to: Mr. Victor 0. Schwab 
Mr. Herman Daych 


— te te 


Bicccnist  atiniidcicacliiieaill 


In his August 29 letter, Edward Hochhauser, Jr., 
Vice President and Director of Merchandising 
for Muzak, tells how Muzak’s advertising in 
“U.S.NEws & WorLD REpPorT”’ produced: 


",..the most inquiries 
",,.the top quality inquiries 
",.,..excellent sales results 
esa tome i578.” 


Other “‘results” stories duplicate the Muzak experience 
many times. All make the same point: to register with the big, 
active and responsive managerial market in the U. S. 
today, advertise in ‘“‘U.S.NEws & WorLD REpoRT.” 


Class News Magazine 
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Advertising Age, November 5, 1956 


camping south of the border near 
Guadalajara and getting on with 


Mexico Lures David Hills Away from :2¢,:¢"s,<xtexsve pans tor an 
s A native of Brooklyn, Mr. Hills 


the Friendly Haunts of Madison Ave. ‘eis tis vasic art training a 


: Students League, in a day when 
By Bill Kerr That his talent will be missed by all the commercial art training you 
New York, Oct. 30—David Hills, |‘h€ agency was brought home by | could get, he said, “was what you 
50 years in the art end of the ad- Mr. Wittner’s offer to send his| were able to pick up while draw- 
vertising business, turned in his|former art director a round-trip|ing a nude in life class.” 
easel earlier this month and said | ticket to New York, any time he! “some of the boys with whom 
he had no fears about the hazards felt the urge to put his hand to 1 was friends back in days when 
of retiring to Mexico. |an institutional ad. self expression was getting under- 


“Life in Mexico may have its | But for the meantime, Mr. Hills' way at the Art Students League 


pitfalls. .. You have to watch out 
for the dysentery, impure water, 
Indians drunk on pulque or armed | 
with a knife out looking for their) © 
wives’ lovers, hairpin turns, scor-| 

pions, snakes and hot water in cold 


| After 50 Years on Madison Ave.—Anything ws |is looking forward with relish to 


TELEVISION 
COMMERCIALS?? 


Oo, 


es 


faucets,” he philosophized, “but i. 
after half a century on Madison aa 
Ave. I’m prepared to take on any- 
thing.” i 
Mr. Hills, who turned in only 
his commercial easel, was honored * 


a 
a 
“ae 


recently at a testimonial dinner 
by 25 friends and members of Fred 
Wittner Advertising, where he had 
been art director for the last 12 
years. 


s In words sincerely expressed by 
a gamut of friends ranging from 
|Fred Wittner to oldtime associates 


UPA PICTURES INC. like Franz Hess, president of Hux- 
’ ley House, and William Vandivert, 


BURBANK = NEW YORK LONDON cag gg ap ame Iagpione 


. Hills’ tri- 

4440 Lakeside Dr. 60 E. 56th St. 21 Upper Grosvenor St. woe as phe a omeee Keadindes ARTISTIC VERVE—Dave Hills shows some of the youthful zest he has 

Thornwall 2-7171 Plaza 3-1672 Mayfair 0171 during the course of a busy career Carried with him since his student days at New York’s Art Students 
‘was made apparent. League. 


seem to have made,the grade de- 
| spite the lack of commercial train- 
|ing. But I don’t imagine there are 
| too many people around who 


would remember them,” Mr. Hills 


& 
| said nostalgically. 
a € gd e i | For the record he did list C. C. 
| Beall, illustrator, at one time with 
Collier’s, and Man Ray and Ruzzie 
Greene, photographers. 


Out-of-state dailies which claim “idaho 
coverage” have an “in Idaho” circula- 8 Mr. Hills started his professional 


tion of 44,441 *, compared to Idaho Allied career with the old McGraw Pub- 


e 
of idaho 4 Dailies’ combined circulation of 136,035°. lishing Co., when service depart- 
ments of the publications largely 


handled layouts for prospective in- 
“si dustrial advertisers. It was the era 
om? 68 . before the growth of ad agencies 
rs ue ae be eliminated the practice, he said, 
we ve Gi y ewspape ba ‘a 1006 Eder ana and well before Madison Ave. had 
» Editor a become the center of the agency 

ye". Publisher Year- business. 
book. “Most of the agencies were be- 
low 23rd St. J. W. Thompson was 
pretty far north on Manhattan Is- 


... with that of the Daily Newspaper circulation of almost 
any other state in the Nation! You'll find a complete absence 
of the usual, impersonal, mass coverage of any one or two large 
metropolitan dailies. Instead, you'll find not only a wide 


land in those days, and how well 
I can remember the big sign they 
painted around their building on 
23rd St.” 

Mr. Hills later went to work for 


the David Williams Co., then pub- 
lisher of Iron Age and Hardware 
Age, finally wading into the “deep 
waters” as he put it, of the agency 
business in 1914 as a visualizer 


dispersion of major market centers . . . but also a complemen- 

tary dispersion of outstanding “local” Dailies to completely fit 

this pattern. —Here’s real effectiveness at the local level, with 

the local punch . . . plus flexibility of Daily Newspaper cover- * 7 with the H. K. McCann Co., pre- 
: x | eo decessor of McCann-Erickson at 61 

age that’s unsurpassed anywhere! shee = on 

= Art had not developed as a key 


te 
rw me v i 
part of advertising in those days, 
Here’s “the Dozen that Does it” in Idaho Mr. Hills said. 

“Calkins & Holden were pioneer- 
ing leaders in pictorial advertising. 
They had the finest art work of 
any agency in New York at the 
time. We all looked up to the pic- 
torial leadership of the agency un- 
der its art director Rene Clark.” 

Before World War I, Mr. Hills 


Idaho’s Twelve Outstanding Daily Newspapers 


NAMPA—fFree Press CALDWELL—News-Tribune anand cea 4 

POCATELLO—idaho State Journal COEUR d’ALENE—Press ry ey tay a ae 
TWIN FALLS—Times-News IDAHO FALLS—Post-Register $a Some Sulieied Seeos taees ete 
WALLACE—North Idaho Press | KELLOGG—News including that of the poster com- 


‘ petition of the first aeroplane show 
BLACKFOOT—Bulletin LEWISTON—Tribune of the Aero Club of America at the 


BOISE—Statesman Newspapers MOSCOW—idahonian om Grand Central Palace in 
12. 

His design submitted to the 
Merchants Assn. of New York in 
1913 was chosen as the best seal 
which could be used as an identifi- 
cation mark of all merchandise 
|shipped from New York. The 
| Trade Press Assn. honored him the 
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To sell more where more is sold 


eooit’s FIRST 3 FIRST! 


There’s no traveling a lonely road when you advertise in 
FIRST 3 Markets, because here you have over 6 MILLION 
families for companions — all with more money to spend and in 
a buying mood. At the same time, competition for the consum- 
er’s attention to an advertising message is understandably 
keenest in the top markets of New York, Chicago and Phila- 
delphia, where the family coverage of General Magazines, 
Syndicated Sunday Supplements, Radio and TV thins out. In 
these 3 far-above-average markets — which account for 18% 


The group with the Sunday Punch 


i S . ; Py 4 


Rotogravure * Colorgravure 


@ “a 4 


. > Surrounded by Sales here : 


of U. S. Retail Sales —there is no substitute for FIRST 3 
Markets’ solid 62% COVERAGE of all families. 


In addition, busy cash registers in the 6 states adjacent to the 
3 markets ring up 30¢ out of every U.S. Retail Sales $1. FIRST 
3 Markets Group concentrates 84% of its circulation within 
these 6 states to deliver 47% coverage of all families. 


To make your advertising sell more where more is sold... it’s 
FIRST 3 FIRST. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


New York 17, N. Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 * Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-8557 
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same year for the high caliber of 
his ads. 


® In the 1920s, Mr. Hills together 
with F. W. Van Name and C. W. 
North opened a general advertising 
art agency. For 15 years, under 
various changes of name and busi- 
ness associates, he operated the 
agency, now known as Charles 
North Studios. Before joining Witt- 


ner in 1944, Mr. Hills was art di-| 


rector for Northam Warren Corp., 
Stamford, Conn., cosmetic maker, 
handling all its printed and litho- 
graphed material. 

Mr. Hills contemplatively re- 
viewed the transition within the 
advertising business. 

“In the early days all they did 
was hand out a card saying we sell 
stoves. Finally the adjectives came 
into the picture. The next step ad- 
vertising men got around to was 
showing how stoves differ. Finally 
the boys got away from the tech- 
nical aspects, and pushed the emo- 
tional appeal,” he said. 

“The ad boys were now at the 
stage where they said you couldn’t 


have a happy marriage without our | 
stove. Copy in ads centered on/| 
what the product looked like rath- 
|er than what it did. This started 
|the growth of industria] design,” 
he said. 


® Industrial design always inter- 
ested Mr. Hills, and during the} 
| late 1920s and early 1930s he was} 
| one of the leaders in the movement | 
to impress manufacturers with the| 
idea that sheer variety of design is 
not the answer to sales. He was 
one of the founders of and the first 
president of the Industrial Art 
Counsel, one of the early counsel- 
|ing groups to apply art to manu- 
| factured products. 

| Mr. Hills has always been one of 
| those men who believed that the 
basis of selling is design and style 
rather than exclusively need or 
price appeal. 

But it’s off to Mexico. Mr. Hills 
has enjoyed painting, not only for 
its commercial appeal. He has his 
work cut out for him—to capture 
the essence of life in Mexico on 
canvas. He’s also toying with some 


Ray 


FAREWELL PARTY—Tom Curran, assistant production 
manager, dropped over for some shop talk with his 
boss, Harold Bisson, during the farewell dinner 


given by Fred Wittner Advertising 


Bill Ray, production assistant, lends an ear to the 


ideas on experimental | 
Mexico will give him the leisure, 
following a long career on the New 
York scene. 


The budget may not permit multi-color or even two- 
color printed pieces, so here’s something to remember: 


One-color printing does not necessarily mean black 


Choose your 


COLOR, 


You can have it 
in your printing for 
little more than the 

cost of black-and-white 


ink on white paper. No indeed! 


Colored ink on colored paper can produce a striking 
effect with one impression. In this ad we show the effect 
of dark green ink on light green paper, but your imagina- 
tion will supply the effect of many other colorful combi- 


nations. 


Colored inks cost only a little more than black ink. 
Colored papers cost only a little more than white papers 


of the same 


A wide range of beautiful clear colors is available in 
Buckeye Cover, Beckett Cover, Beckett Text, Tweed 
Text, Beckett Offset and Beckett Vellum. We shall be 
pleased to submit color swatches of any or all of these 


THE BECKETT PAPER COMPANY 


HAMILTON, OHIO 


Makers also of the world’s whitest white papers — 
Beckett Hi-White and Beckett Brilliant Opaque. 


grade. 


folks 


Waivada 


for David Hills. 
tleman. 


But he won’t be cut off from 
Madison Ave. At the dinner every 
few minutes, another friend would 
drop over at the table with the 
same question. 

“Dave, what’s your address in 
Mexico. I’ll be down there some- 
time, and I’ll want to look you up.” 

Mr. Hills is getting prepared. His 
house will have several guest 
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Murphy 


conversation. Geraldine Murphy, public relations 
assistant for the agency, chats with Mr. Hills’ suc- 
cessor, Ernest Waivada, at the dinner. Melvin Ja- 
cobson, media director, is the rather mirthful gen- 


|rooms. Fred Wittner may be down 
| with some copy ideas, he says. 

“Dave Hills has always been a 
man to comprehend copy pictorial- 
ly. And for some reason, 1 don’t 
believe Dave wants to exclude 
himself entirely from what is going 
on in the agency business,” he said. 

Mr. Hills was non-committal— 
but smiling. 


THE WORK OF DAVID B. HILLS 


COVER MAN—The 
youthful Mr. 
Hills was _ fea- 
tured on the cov- 
er of the Septem- 
ber, 1914, Graph- 
ic Arts. The issue 
featured some of 
his art work. 


BY GEORGE W, NOTT 


REMEMBER... 
when you’re 
placing 
automotive 
adver- 


CANTON 


1S A BIGGER 


KNOXVILLE A 
PEORIA 


THE ONLY 


A Brush-Moore Newspaper 
represented nationally by 
Story, Brooks & Finley 
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New Panel to Compile 
Monthly Reportson _ 
Brand Drug Sales 


Cuicaco, Oct. 30—Starting Jan. 
1, the total national dollar sales of 
several thousand branded ethical 
and proprietary drugs and related 
products, distributed through retail 
drug stores filling prescriptions 
and through physicians’ supply 
houses, will be reported on the 
25th of each month by the new Na- 
tional Retail Pharmaceutical Panel. 

The data will be gathered from 
a selected panel of 556 retail drug 
stores selling prescriptions and 25 
physicians’ supply houses. The 
product data obtained will be pro- 
jected to the total market. 

Information will be microfilmed 
by a special field force recruited 
from retired pharmacists and med- 
ical merchandisers, according to 
Ken M. Davee, of Davee, Koehn- 
lein & Keating, local market ana- 
lyst, which is operating the panel. 
Electronic equipment will be em- 
ployed to speed compilation of the 
data. 


s “Traditional drug and food store 
auditors take a day or more to 
write down data on inventories, 
stocks, displays and invoices on 
selected items in each store,” Mr. 
Davee said. “The mass of data thus 
assembled is delivered bi-monthly 
60 to 90 days later. Busy pharma- 
cists, in particular, object to the 
time required. 

“By contrast, the experienced 
pharmacists and former medical 
detail men serving as auditors for 
the panel microfilm a store’s in- 
voices and other records for an en- 
tire month in less than half an 
hour. Specified shelf, display and 
stockroom inventory checks on the 
score of new and rapidly changing 
products can be completed in 
another 30 minutes.” 

The regular monthly reports 
will detail automatic shipments, 
trade deals and significant returns | 
for credit, as well as projected es- | 
timates for the total market for | 
each product and for leading prod-| 
ucts by form, strength and package 
size. 


® After an initial base period, the | 
panel will summarize trends for | 
the total market, for each manu-— 
facturer, for each therapeutic class 
and for products that account for | 
80% or more of the total market in’ 
each class. 

Sales of new products of desmeen | 
interest and promising volume will | 
be calculated from special inven-| 
tory checks for 30 to 90 days after | 
introduction. Semi-annual manage- | 
ment reports will analyze total 
projected purchases by region, city | 
size, type of store (chain or inde- 
pendent) and store size. 

Although, at the start, only 
pharmaceutical and related prod- 
ucts will be reported by the panel, 
the service may be extended to 
other product classes where de- 
mand and support justify expan- 
sion, Mr. Davee said. 


Kogos Forms Garb Division 

Frederick Kogos Publishing Co., 
New York, has formed a new di- 
vision, Garb Publications, which 
will publish two retail magazines, 
Apparel World and Garment 
World. Apparel World will cover 
the male field of retail apparei, 
and Garment World will cover the 
feminine fashion world of retail- 
ing. Both will be issued bi-month- 
ly in alternate months. Alfred 
Wakefield White, Kogos vp, will 
be publisher and editor of both 
publications. 


Butterfield Joins Time Inc. 
MacBride Butterfield has joined 
the Chicago sales staff of House & 
Home, a division of Time Inc. Mr. 
Butterfield was formerly with U.S. 
Gypsum Co. 


TvB Boosts Colvin 


William B. Colvin has been aad 
moted to director of station rela- | 
tions of the Television Bureau of | 
Advertising, New York. He for- 
merly was assistant to the vp in 
charge of client relations, Norman 
Cash, recently reelected president | 
of TvB. Jack Kelley, previously in 
sales promotion, has been ad-| 
vanced to the sales department. 


Plasman to Minneapolis-Moline 

Minneapolis-Moline Co., Minne- 
apolis, has appointed Stephen K. 
Plasman manager of market re- 
search, a new post. He has been 
manager of market research and 
an assistant product manager in 
the chemical division of Armour 
& Co. since 1948. 


Piette Joins Cole & Mason 
Eugene C. Piette has joined Cole 
& Mason, Chicago, publishers’ rep- 
resentative. He formerly was with 
Inland Lithograph Co. and LaFon- 


taine Industries. 


One Comp “y Geaeche the 
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“NO OTHER MARKET IN 
THE UNITED STATES 
ENJOYS THE TYPE OF TRADE 
RELATIONSHIP BETWEEN WHOLE- 
SALE BUYER and SALESMAN 
BASED ON MUTUAL INTEREST 
and INTEGRITY AS THE 
GRAND RAPIDS MARKET IN 
WESTERN MICHIGAN.” 


JOSEPH G. FOY 


General Manager, Grand a ew Grocery Company 
(Anaval sales in excess of $40,000, 


RE ET 
recently to the G.M.R.A. This expanding firm now has 
under construction a new $2,000,000 warehouse which 


NATIONAL REPRESENTATIVES: * 


mma 


will cover 310,000 sq. ft., including 20,000 sq. ft. of 
frozen foods space and 16,000 sq. ft. of perishables 
space, and will house a completely d operation. 


No other newspaper enjoys the relationship with readers and advertisers 
alike in this booming western Michigan market. Your product can be 
sold thoroughly and economically with a single newspaper . . . The Grand 
Rapids Press . 
more than 9 out of 10 homes. . . with a circulation of 114,970" .. . 
more than any other west Michigan daily. 


65,399 


*ABC Pub. State. 3-31-56 


WEST MICHIGAN’S LARGEST MARKET 
CAN BE YOURS WITH YOUR CAMPAIGN IN 


The Grand Rapids Press 


. . a newspaper that offers you metropolitan coverage in _ 
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New knowledge shared. Mr. Jan Ooste:meyer, 
Assoc. for Applied Solar Energy:‘‘LIFE’s story on our 
world Symposium on Solar energy let millions share 
the knowledge of scientific milestones achieved.” 


“ ‘ 


eer, = 


What happens when [HIGH hits 


 praaent eventful things happen—and keep on 
happening. For LIFE’s impact is a continuous 
force, felt regularly each week, wherever and when- 
ever LIFE appears. 

For instance, look what happens in Phoenix, in 
the heart of the “Valley of the Sun.” 

A glowing green oasis in a golden-brown land, 
today’s Phoenix is much more than a top tourist 
attraction. It is a bustling center of new electronic 
industry . . . of mammoth new irrigation projects, 
a mushrooming population, new schools, height- 
ened interest and opportunity in music and art. 

Today’s sunny Phoenix is an enterprising city 
that is going places fast. 


And LIFE keeps pace. For in thriving Phoenix, 
as in other cities, LIFE reaches 3 out of 5 house- 
holds in the course of 13 issues. LIFE is an im- 
portant part of the local scene, and repeatedly plays 
an influential role in the lives of Phoenicians. 

For example, here are stories of just a few Phoe- 
nix residents who have appeared in LIFE. Their 
experiences are typical of LIFE’s effect on people 
everywhere. They show the remarkable results of 
LIFE’s continuous impact. 

They show what happens—and keeps on happen- 
ing—to the individuals, businesses and products 
that are dramatically presented every week in the 
pages of LIFE. 


Regional magazine goes national. K 
Carlson, Editor, Arizona Highways, says: 
“LIFE’s 1951 article positioned us as a 
magazine of national importance. Many 
distributors sold out, sales zoomed, we 
got inquiries from all over the U. S.” 


Arizona’s fame spreads. Arizona's Sena- 
tor Goldwater says of LIFE’s 1956 story 
on his finding a hidden Grand Canyon 
bridge: “It was fabulous. Scores of friends 
wrote, hundreds asked for geological de- 
tails, many want to come see the bridge.” 


Handicapped get help. Subject of a 1952 
LIFE story, handicapped Kenneth Porter 
says: “I owe so much to LIFE I don’t know 
where to begin. One major result was my 
being given many opportunities to address 


and help groups of handicapped people.” 


Boat club boosted. Gina Mishey says, 
**LIFE’s story about our Ariz. Navy Club 
and man-made lakes brought calls from all 
over. We got a terrific boost among Phoeni- 
cians who were proud to see us get na- 
tional attention.” 


Source of Audience figures: A Study of the Household Accumulative Audience of LIFE. 


Educators assisted. F. Gilleland, teacher, 
blindfolded his class to dramatize study 


School gains renown. Pres. Sauer, 
American Institute for Foreign Trade, tells 


of light. Hesays,“LIFE’sstory(’56)brought of the reaction to a letter LIFE published 
inquiries from educators everywhere.Such from one of his graduates: ‘Mail came 
articles are invaluable in presenting new from around the world. We are indebted 


educational techniques.” to LIFE for focusing world attention on us.” 


ss 


Community of contrasts draws comment. Scottsdale is where East meets and hap- 
pily marries West. In 1956, LIFE focused national attention on this energetic, growing 
community. “Being in LIFE was a wonderful break,” say Mr. and Mrs. Dublin (left). 
“Our Lulu Belle restaurant is now nationally famous.” And Mr. H. Hoard (right) says: 
“Every animal lover in the U.S. must have written us after our small menagerie made 
LIFE. Even now, new acquaintances often say, ‘Oh, you're that LIFE family!’” 


aaa 9 Rockefeller Plaza, New York 20, N.Y. 
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Congress passes bill. Herbert Stahnke, 
Ariz. State College's Research Lab.:“LIFE’s 
story on our search for scorpions helped 
speed the ‘Scorpion Mailing Bill’ through 
Congress—enabling us to get scorpions 
from all over the world.” 
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Dream house draws thousands. B 

T. Riskas says of LIFE’s 1953 story on the 
“Trade Secrets” house: “I was astounded. 
Over 57,000 visited the house right after 
the story. Requests for plans poured in 
from all over the country.” 
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FITCHMAN—Dave Garroway pitches 

for Grove Laboratories’ Fitch dan- 

druff remover shampoo on “Today” 
(NBC-TV). 


Fitch Uses TV, 
New Tactics in 
Comeback Drive 


Sr. Louis, Nov. 1—Here’s a story 
about a heavily advertised product 
that ran out of gas, and now, with 
a refilled tank, is back on the 
highway. 

Fitch Dandruff Remover sham- 
poo, purchased in 1949 by Grove 
Laboratories, was transferred in 
November, 1952, from Gardner 
Advertising Co. here to Harry B. 
Cohen Advertising, New York. 
Cohen broke a campaign for the 
“only shampoo guaranteed to re- 
move dandruff with one lathering” 
the following February. 

Copy appeared -in the First 
Three Markets Group, the Amer- 
ican Weekly and This Week Mag- 
azine, plus some independent sup- 
plements. The campaign was not 
vastly different from earlier ones. 

Then the Cohen agency re- 
searched the situation, including 
media, copy, sales analyses and all. 
Thus emerged a new program con- 
sisting of three basic concepts: 


e Money strategy. Agency execs 
put it like this: “Because of the 
continuing decline in sales, the ad- 
vertising budget kept on shrinking. 
The advent of Drene and Halo with 
multi-million-dollar budgets com- 
pletely overshadowed Fitch. 
“Since Fitch was a special pur- 
pose shampoo, one thing was ap- 
parent. It wasn’t necessary to push 
it during warm weather months, 
because that’s when shampoos gen- 
erally hit their sales peak anyway. 
“But dandruff is a year-round 
problem. So, in order to have a 
relatively small investment make 
a bigger splash, advertising was to 


FARM EQUIPMENT. RETAILING 


PER has wide sweeping editorial cov- 
erage with 33 field editors. 
FER knows the farm equipment busi- 
ness intimotely through mony asso- 
ciation activities. 
Dealers look to FER for the manage- 
ment help stressed in every issue. 
Send for FREE 
“Soles ae Progrom"™’ giving tep sales 
months implements and percentage of 
dealer, A of pa them. 


FARM EQUIPMENT RETAILING 
. , 2340 Hampton Ave., St. Levis, 10, Mo. 
 Atwetly Owned By the Declers Whe head It” 


|off-season i rrangement presented 


be concentrated into periods when | 
competitors were relatively quies- | 
cent. This was the start of Fitch’s | 
off-season strategy.” 


e Copy strategy. “The same 
thinking that crystallized in the 


the key to a new copy idea. Since 
all research indicated that hot, 
stuffy rooms and tight hats in- 
crease dandruff, the next step was 
to be ‘Wintertime Dandruff.’ 


“The new Fitch formula not only 
guaranteed to remove dandruff | 


with the first lather, but copying activities by Fitch, added up to 
stressed that it brightened hair by | a rebirth for the product. Not that 
up to 35%.” 


e Media strategy. “With a lim- 
ited budget and a hot new crea-_ 
tive approach,” said the agency, 
“television was a ‘must.’ We bought| days. But it has been inching 
participation on NBC’s ‘Today, *| ahead in share-of-market, and the 
featuring Dave Garroway. This | outlook seems bright. 


gave the product a network show 
window.” ' | Time was when Fitch was a real 


So, concentrated spending, “win-| hotshot among shampoos. That 
tertime dandruff” copy and “To-| reputation was built largely by 
day,” plus sales and merchandis-/|“Fitch Bandwagon,” a big-audi- 


| 


Advertising Age, November 5, 1956 


ence radio program that hit the 
|airwaves on Sunday nights right 


Fitch is the real power in the after Jack Benny. Those were the 
shampoo field that it used to be. It| halcyon days of '36-'47, when Fitch 
| sells about half the number of! 
|units it did in “Fitch Bandwagon” | 


was putting $13,198,000 into ad- 
vertising to roll up sales of $52,- 
792,000. 

Then, in 1947, a postwar decline 
started flattening Fitch. Ad man- 
ager Gail Fitch said later, “We 
didn’t keep up with the trend,” 
adding that Fitch was nosed out 
of the top sales spot by two com- 


petitors who came along and in- 


WHAT TO BUILD 
HOW TO BUILD IT 


How to make one adve@g! 


Make this simple test. Pick up any issue of American 
Builder. Flip through the editorial pages. Now, watch closely 
..-note how many times these twin brothers, “WHAT” and 
“HOW” show their faces. Take a good look...they mean 


every month. 


as much to you as they do to the 108,864 men of light con- 
struction who follow American Builder’s pages so faithfully 


Builders read this book for one big selfish reason—profit. 
And, when the builder profits, never forget, you profit. The 
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Advertising Age, November 5, 1956 


troduced and advertised detergent | 
shampoos. He referred to Halo and | 
Drene. 

It was in 1947, too, that the 
“Bandwagon,” which was costing 
Fitch $13,500 a week for Phil Har- 
ris and Alice Faye, plus another 


From 1939 till 1949, when Grove 
Laboratories purchased Fitch for 


| about $2,000,000, advertising budg- 


ets got the knife. In 1948 the budg- 


/et was sliced to $536,000; in 1949 
|it went down to $410,000. 


These facts and figures, among 


$12,500 for the NBC time spot, was | others, came out in a lawsuit filed 
| sold. Fred W. Fitch, founder, was | in 1950 by Fred W. Fitch in an ef- 
said to have objected to spending | fort to oust some relatives as offi- 
“so much money when the compa-jcers of a trust he’d created for 

ny was not making the profits.” | them in 1926. 
The upshot was that the court 


Rexall Drug Co. bought the show | 
for $250,000. assumed supervisory control over 


the management of the trust while 
permitting Mr. Fitch's two sons 
and two sons-in-law to remain as 
trustees and officers. 

As AA reported at tl at time, the 
elder Mr. Fitch asserted his four | 
relatives took $663,000 in divi-| 
dends for themselves out of a total | 
of $759,920 declared between 1940) 
and 1945. The court, while retain- | 
ing the four as trustee:, ruled they | 
must transfer $100,000 back to the | 
trust fund principal. 

Today, Fitch is ricing a rising | 
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'sales curve, say Cohen agency ex-, the northern California edition of 


ecutives, and the outlook is really | TV Guide, has been promoted to 
bright: 63% of all the men and| promotion director of the publica- 
59% of all the women in the U. S.| tion, succeeding Donald P. Kahn, 
have dandruff at one time or an- | who has resigned to assume duties 
other. And, while “Bandwagon” in the office of the publisher of the 
days are a dim memory, “there’s | Philadelphia Inquirer. Succeeding 


a guy named Garroway who's 


Mr. Stapleford in San Francisco is 


merchandisable and a top sales|Herbert A. Rikles, formerly a 


personality and who's doing a 
heckuva sales job.” 


"TV Guide’ Boosts Stapleford 


Fred H. Stapleford, manager of 


e@grtising dollar do the work of two... 


truth is, from front cover to the last page in the paper, 
American Builder is a continuous “profit-parade.” Dollar 
signs flash all over the place ...“20 Ways to Cut Costs”... 
“Hardwood Plywood—a 19-Page Workbook”...“New 
Trends with Brick’...“What Sells Best Today?” 
There’s a classic selling precept that a salesman can’t 
close an order until he gets the prospect on the same wave 
length as himself. It’s every bit as true for printed salesman- 
ship, as many a long-time American Builder advertiser will 


NOBODY COVERS AMERICAN BUILDING LIKE THE 


AMERICAN BUILDER 


testify. For once the reader knows “WHAT to build” and 
“HOW «to build it,” he’s itching for you to tell him...“WHO 
sells what I need to get going?” No wonder your dollars 
go twice as far in... AMERICAN BUILDER, Simmons- 
Boardman, 30 Church Street, New York 7. 


| 


member of TV Guide’s program- 
ming department in New York. 


AMA Branch Elects Doyle 
Joseph Doyle, General Foods _ 
Corp., has been elected chairman 


‘of the new Westchester-Fairfield 


branch of the New York chapter 
of the American Marketing Assn. 
Other officers are Richard Kahn, 
Nowland & Co., assistant chairman; 
Norman Judelson, Yale & Towne, 
treasurer, and Judith Sheppard, 
General Foods, secretary. 


Blair-TV Adds Two 

KGW-TV, Portland, Ore., has 
appointed Blair-TV its national 
representative. The station expects 
to begin operating on a regular 
schedule Dec. 17. Blair-TV also has 
been named to represent WFBG- 
TV, Altoona, a Triangle station. 


When your direct- 
mail plans call 
for volume mailing, 
you'll find Lemarge has the 
specialized machines and 
methods that will mean 
prompt, accurate handling 
at lower cost to you. 
_— — 
ae ~ 


/ 
THE COMPLETE 
MAILING SERVICE 


\ 
\ 
\ 


/ 


Market Research 
Mailing Lists 
Multigraphing 


_ 


Imprinting 
Cutting & Folding 
Copy & Art 


Mechanical & Hand 
Inserting 


Addressing 
Terminal Sorting 


Scheduling & Stock 
Contro! 


For any size job, 
call us— 
we'll run right over. 


—— —— ———— 


| 
| 
| 
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417 SOUTH JEFFERSON STREET 
CHICAGO 7, ILLINOIS 
HArrison 7-1030 
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PRIMED FOR RED-HOT SALES PERFORMANCE! 


YOUR (SALES) OBJECTIVE: 


Topeka and Topeka’s 21 country 
drive-in market, representing 
$632,654,000 Effective Buying 
Income, $418,597,000 in Annual 
Retail Sales! 


If it’s “on target” sales results you're looking for, be quick 
to tell your sales-story in the Topeka Newspapers .. . 
double-barreled sales-link to the prospering Topeka and 
Topeka’s 2l-country drive-in market. The CAPITAL- 
JOURNAL’s 87,057 reader-families are waiting to buy 
your products .. . and remember, sell TOPEKA and 
you've sold Kansas! It’s easy—through the CAPITAL- 
JOURNAL, of course. 


The Topeka Newspaper Printing Co., Inc., agent for: 


TOPEKA DAILY CAPITAL 


New York ° Cleveland « 


Chicago °¢ 


4 TOPEKA STATE JOURNAL 


Kansas City, Mo. « 


San Francisco 


‘Bernhard & Co. Sees 
‘Small Increase in 
‘57 Auto Sales 


New York, Oct. 30—Despite auto 
industry optimism about 1957 mod- 
el sales prospects, auto sales in 
1957 are more likely to match this 
year’s estimated 5,900,000 units 
|sold than 1955’s booming 7,900,000 
|mark, according to “The Value 
Line Investment Survey,” pub- 
lished by Arnold Bernhard & Co., 
|New York, investment adviser. 
| Bernhard, which believes 1957 
|sales will register slight gains, if 
any, over 1956, shows less optimism 
than Fortune, which, in an article, 
|“The Biggest Car Market” (in its 
|November issue), predicts a 1957 
sales figure of 6,500,000. Some auto 
industry predictions have gone as 
high as 7,500,000. 

On the other hand, Bernhard & 
Co. expects the 1959-1961 auto 
market will average about 7,500,- 
000. 
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they Buy More because they Have More! 


@ One sure way to feather your nest is to put your eggs 
in the big, wealthy Indianapolis “basket”! Here life is one 
sweet sales song after the other . . . in a market that ranks 
7th in retail sales per capita, and 10th in average annual 
income per family among cities of 600,000 and over! What- 
ever you're selling, you'll find Indianapolis a “must,” with 
average income per family a healthy $6,669 . . . 39.3% 
above the national average.* 


> It’s Bic. 


But that’s not all . . . look at these other important 


Indianapolis advantages: 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Saies Management, Survey of Buying Power, May 10, 1956 


THE INDIANAPOLIS STAR 


YOUR FLRST TEAM FOR SALES 


THE INDIANAPOLIS NEWS a, 


IN INDIAN 


> It’s Sreapy .. . unsurpassed for diversification and bal- 
ance of industry and agriculture. 


> You get Saturation Coverace of the metropolitan area, 
plus an effective bonus coverage of the 44 surrounding 
counties in The Indianapolis Star and The Indianapolis 
News. Write for complete market and circulation data, 


Advertising Age, November 5, 1956 


Ford is likeliest to register vol- 
ume gains next year, the Bernhard 
| letter says, because of (1) the ear- 
'liest new model introduction in the 
|industry, (2) probably the most 
extensively redesigned models and 
| (3) fully competitive pricing—on 
|a par with Chevrolet for the first 
time in years. 

General Motors, the Bernhard & 
Co. letter notes, has sustained a 
sharp decline in its percentage of 
industry sales this year and may 
weil be in for more of the same in 
|1957. “This may not be an alto- 
|gether unwelcome development,” 
|the investment analysis points out. 
“Already by far the dominant unit 
in its industry, the company is a 
vulnerable target for anti-trust ac- 
tion. The encouragement of com- 
petition thus might well be GM’s 
best long-range interest.” 


® Chrysler’s prospects for 1957 are 
not too favorable, Bernhard & Co. 
says. It appears unable to recap- 
ture the 20% of the market it held 
in 1953, and indications are it may 
even fall short of its 16% 1956 goal 
by a considerable margin. 
American Motors is the best sit- 
uated of the independent automo- 
bile manufacturers and may well 
be on the verge of a tremendous 
comeback in the auto industry, the 
Bernhard letter says. Despite a 
shrinking auto market in 1956, plus 
|e company’s late introduction of 
|its 1956 models, it has nonetheless 
| maintained its share of the market 
|and forged ahead of its chief rival, 
| Studebaker-Packard, in both out- 
| put and sales. American still suf- 
|fers from huge operating losses, 
|Bernhard points out, but it says 
these appear less significant since 
the 1956 losses include the costs of 
|two model change-overs and ex- 
| perimentation with new merchan- 
| dising techniques. 
| Bernhard & Co. is cool to all au- 
| tomobile stocks at this time and is 
|advising investors to avoid them. 
| “None are bargains on the basis of 
‘current or prospective 1957 re- 
sults,” the company says. “Current 
‘yields of about 4% obtainable on 
‘each of the industry’s three divi- 
| dend-paying stocks are far out of 
| line with this group’s 10-year norm 
|of 7.5%.” 


'# Nonetheless, the soundest invest- 
|ment in the auto group, Bernhard 
| & Co. believes, may well be Amer- 
,ican Motors. Its finances seem ca- 
|'pable of sustaining the company 
until the earning potential of the 
Rambler car is fully exploited, 
“The Value Line” says. 

Ford also may be a relatively 
good choice at this time, the com- 
pany suggests, depending on the 
success the company has with its 
new Edsel model, scheduled for 
introduction in the fall of 1957. 

Looking ahead to 1959 and 1961, 
Bernhard & Co. believes that an- 
nual industry output will average 
7,500,000, with Ford likeliest to 
register big volume gains, partic- 
ularly if its Edsel model does well. 
General Motors has no great mo- 
tive to expand its share of the 
market, the Bernhard letter says, 
but it is likely to hold the upper 
hand in its contest with Chrysler 
for the medium-price field. This 
prospect, plus much stiffer compe- 
tition from Ford in the lower-price 
field, may result in relegating 
Chrysler to the status of a major 
independent, according to Bern- 
hard. 


WABD Elects Bennet Korn 

Bennet H. Korn has been elected 
vp in charge of sales of WABD, 
New York. Formerly with Televi- 
sion Programs of America, Mr. 
Korn rejoined DuMont Broadcast- 
ing Corp. this past August. 


Revlon Will List Stocks 

Revion Inc., New York, has filed 
an application to list its common 
| stock on the New York Stock Ex- 
;change. The company’s stock is 
/now sold over the counter. 
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We live in houses just like other people. 82% 
of us are home owners. 60% of these homes 
are worth $20,000 and up... average value, 
$24,425. Some of us do even better...16% 
own a second home—beach, mountains, farm. 


Big sports in other ways, too. To give you a 
quick flash... 44% of us are fishermen, 
45% are gardeners, 44% golfers, 832% of 
us have home workshops. And more than 
half of us treat ourselves royally ... we 
spend anywhere from $200 to over $2500 
on our sports and hobbies. 


Not that we hang around the house. For in- 
stance, of the companies we work for, no 
less than 15% own business airplanes... 
58% of these own 2 or more...and 7% 
intend to buy a corporate plane within the 
next two years. This is one of the fine, fat 
markets opening up for aviation people. 


Figures from Business Week Audience Study, 1956 


am the typical BW sub- 
BUSINESS Baty - general officer of a 
WEEK company with over 100 em- 
loyees.. . income $29,000 


of about $6,000). . . net worth, 
121,994... investments, 
93,687 in stocks and bonds. 
— and foremost, f am a 
ment man. But I and 

my fe ellow subscribers are an 
uent target for the luxury- 
consumer goods advertiser— 
available at pleasingly low 
cost. I’m dissected, drawn and 
artered in “The Business 
coef Audience.” Care for a 


YOU ADVERTISE IN BUSINESS WEEK WHEN You WANT TO INFLUENCE MANAGEMENT MEN 


vs. a national family average , 
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WHBF 
coverage area has 


total retail sales 
(S.M. Buying Power) 


Represented By 
AVERY-KNODEL 
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This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 
| WasHINGToN, Nov. 1—Needed: 
25,000,000 new jobs within the 


s| next 20 years. That’s what the U. S. 


economy will have to provide if 


#ithe domestic labor force is to be 


|fully employed in 1975, according 
to projections of the labor force 


|just released by the Bureau of the | 


| Census. 

In general terms, the number of 
|individuals ready to work will in- 
| crease from an actual 68,900,000 in 
‘1955 to roughly 93,500,000 by 1975, 


fi 25,000,000 More Jobs Needed by ‘75 


the report finds. There will be a 
4,300,000 increase by 1960 and an- 
other 6,000,000 by 1965. More than 
7,000,000 more jobs will be needed 
between 1965 and 1970, and an- 
other 7,100,000 between 1970 and 
1975. Biggest increases are in the 
20 to 34 age brackets. 

Many intangibles are bound to 
influence the ultimate size of the 
|labor force, such as the working 
| habits of married women. Census 
| projections assume roughly half 
|the new members of the labor 
force will be female and that 41% 


Se 


Things are busier than ever in the Capital these days. 
Home furnishings (appliances, furniture, radios and tele- 
vision sets) are selling at an extraordinary rate — a rate 
never before equalled in Washington history. 


Sales of home furnishings in the Capital last year reached 
an all-time high—just short of 100 million dollars. This 
figure represents a rise of 40%, in just five years, a rate of 
growth greater than the total annual home furnishings 
sales of Jacksonville, Richmond or Salt Lake City! 


WROaoWRC-TV .....: 5 


NBC LEADERSHIP STATIONS IN WASHINGTON, D. c. 


Advertisers are paralleling this big buying pattern with 
greater and greater investments in the Capital's most effec- 
tive media—WRC and WRC-TV, Washington's Leader- 
ship Stations. During the first half of this year, advertisers 
of home furnishings increased billings on these stations by 
83.4% over those for the first half of 1954! 


Like these advertisers, you'll move your product into more 
and more homes when you go with the biggest guns in 


Washington's selling boom. . . 


Advertising Age, November 5, 1956 


of our married women will be 
seeking pay checks, compared with 
29% now. The increases will be 
particularly sharp for married 
women in the 45 to 54 age group, 
with well over 50% looking for 
employment outside the home. 


Moderation in Painting: Don’t 
repaint too frequently. That’s the 
warning passed on to home owners 
by the Department of Agriculture 
in a new bulletin, “Wood Siding: 
How to Install It, Paint It, Care 
for It,’ Home and Garden bulle- 
tin No. 52, available free from the 
department’s office of information, 
Washington 25, D. C. Based on re- 
search at the U. S. forest products 
laboratory, Madison, Wis., the 
bulletin says paint films break up 
faster and lead to costly removal 
jobs if the coating gets too thick. 

The bulletin explains the char- 
acteristics and advantages of vari- 
ous kinds of paints. A paint job 
should last 4 to 6 years, it says. 


Truckers Seek Channel 2: Amer- 
ican Trucking Assns. has stirred 
up the tv industry by filing a peti- 
tion with FCC requesting that tv 
Channel 2 be turned over to the 
motor carrier industry for han- 
dling mobile communications. 

Truckers say frequencies just 
below Channel 2 in the radio spec- 
trum are overloaded and can no 
longer handle all the necessary 
traffic. Like tv Channel 1, which 
was taken away from tv in 1948, 
Channel 2 would be carved up and 
assigned to various industrial 
users. 

Needless to say, the tv industry 
will fight to help the 35 stations 
currently located on Channel 2. 
Broadcasters feel loss of this chan- 
nel would lead to further raids by 
industrial users who covet more 
vhf space. Broadcasters argue that 
next to “safety of life” users, such 
as airways or shipping, top priority 
on air space ought to go to broad- 
cast services like tv, which serve 
the public. Truckers, the broad- 
casters feel, should use telephones 
or other forms of communication. 


Law ‘Overemphasizes’ Individ- 
uals’ Rights: Doerfer: Too much 
due process. That’s what FCC 
Commissioner John Doerfer says 
about existing federal laws which 
require the commission to give a 
full hearing to those who oppose 
issuance of radio and tv permits to 
successful applicants. Commission- 
er Doerfer says fully one-third of 
FCC’s time is lost as a result of 
this type of litigation. Past efforts 
to brush aside such protests with- 
out full hearings simply resulted in 
court decisions returning the cases 
to FCC. 

“In most of these cases,” Com- 
missioner Doerfer says, “the pro- 
testant has no other objective than 
to delay the implementation of a 
broadcasting service. These people 
love freedom of competition much 
less than they love freedom from 
competition. As it stands today, the 
law vastly overemphasizes_ the 
rights of private applicants over 
the needs of the public.” 


FTC’s Mason Plans Book: Irre- 
pressible Federal Trade Commis- 
sioner Lowell Mason, whose term 
of office ends Nov. 2, says he ex- 
pects to spend the next few months 
writing a book. It’ll be called “A 
Business Man’s Pocket Guide to 
Liberty,” and it will stress the de- 
fenses of economic freedom which 
featured his opinions while he was 
on the commission. 

After the book is out of the way, 
he’ll return to the law practice 
which he abandoned 11 years ago, 
when he began his dramatic cru- 
sade to sweep away the legal cob- 
webs at FTC and forge new poli- 
cies looking toward more cooper- 
ative relationships between FTC 
and the business men it regulates. 
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If you have a say in the way a product is packaged... 


Look into Styron 
plastic containers . . . 


your customers will 


THE DOW CHEMICAL COMPANY 
Plastics Sales Dept. PL441T 
Midland, Michigan 


Gentiemen: Please rush your free catalog of Styron 
plastic containers. 


ee 
ee a a ee ee Se 
Business Address. 
ee 


Styron 


can win you new laurels 


Ice cream is ice cream. It doesn’t change much over the years. So, when 
something suddenly happens to make ice cream sales spurt upward, isn’t it 
worth looking into? ¥ 


That something is plastic containers made of Styron®. They've given ice 
cream—and other steady sellers like cheeses, spreads, delicatessen foods, 
tools, hardware, drugs and cosmetics—a supercharge of exciting new sales 
and merchandising life. People buy more products packaged this modern 
way because products simply look better in them! 


Styron can be molded in virtually any shape, size or color. Containers come 
crystal clear or opaque, imprinted or ready for your label. 


Do you have a say in the way a product is packaged? Then do this today: 
Write for the free 48-page Styron catalog of packages. It may give you the 
idea of the year for getting more sell out of your product. THE Dow 
CHEMICAL COMPANY, Midland, Michigan. 


you can depend on DOW PLASTICS 
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Singer Publishes Newsletter 

“What's New in Merchandising,” 
a monthly newsletter, appeared 
last month, published by Harry 
Singer & Associates, merchandis- 
ing counselor, 56 W. 11th St., New 
York. 


Greer Boosts Farley 

John Farley has been named di- 
rector of the newly formed mar- 
keting department of Greer Hy- 
draulics Inc., Jamaica, N.Y. He was 
formerly pr director for the com- 
pany. 


When you need o Sales-Producing TV Spot | 


(323 S. Wabash 
CHICAGO, ‘ILL. 


Filmack Studios 


from Filmack can 
do the job best ! 


You get eye-stopping action... 
clever narration ... strong product 
identification! 

Write for information on ANY kind 
of TV, theatre or industrial films! 


341 W. 44th 
WEW YORK, W.Y. 


Publishes ‘Drawing tor 
Advertising’ by Hobbs 

Eric Hobbs, a London art direc- 
tor, has written a book, “Drawing 
for Advertising,” primarily for the 
layman or beginning artist. The 
book is divided into three parts. 
The first tells what an advertising 
artist does and explains how he 
fits into the machinery of the ad- 
vertising agency. The second de- 
scribes advertising art and surveys 
the scope and techniques available 
with illustrations of the best work 
in various fields. A third section 
deals with the preparation of art 
work for reproduction. 

“Drawing for Advertising” in- 


|cludes a number of illustrations, 
| both black and white and in color. 
| It contains 96 pages and sells for 
| $6.95. The U.S. publisher is Studio 


Publications, 432 Fourth Ave., New 
York. It is published in London by 
Studio Ltd. 


ee 


Religious Programs Bow 

Two new network religious pro- 
grams bow this month over the 
Mutual Broadcasting System. 
“Word of Life Hour” started Nov. 
3. Previously heard over the 
Yankee Network, it is sponsored 
by the Word of Life Fellowship 
through Walter H. Bennett & Co., 
Philadelphia. The second program, 
“Daitelines and the Bible,” starts 
Nov. 11. Sponsor is the Dawn Bible 
Students Assn., through William 
Gleeson & Co., Riverside, Cal. 


Two Join Ottawa River Paper 

James F. Gardner, formerly with 
Fred Ridge Inc., consultant, has 
been named director of the new 
department of public relations of 
Ottawa River Paper Co., Toledo. 
He will be assisted by Harriot 
Brown Schell, formerly editor of 
the Toledo publication of National 
Supply Co. 


Best Seller 


Those who know say people are reading more books than ever before. But they 


are not reading so much for entertainment as to be better informed. In a recent 


12-month period, the first 10 nonfiction best sellers outsold the first 10 fiction 


best sellers by some million and one-half copies. 


This hunger to be better informed applies to the magazine field, too. It accounts 


for the keen and mounting interest in trade and industrial publications, where 


fiction is unknown... where your advertising message can be a part of the 


nonfiction so eagerly sought. 


COMPANY 


Chilton 


Chestnut and 56th Streets « Philadelphia 39, Pennsyleania 


"Jewelers? Circular—Keystone + Automotive Industries + Gas « Distribution Age « Optical Journal and Review of Optometry 


Motor Age « Boot and Shoe Recorder « Commercial Car Journal « Butane-Propane News « Electronic Industries ¢ Book Division 


¢’) CHILTON PUBLICATIONS; Department Store Economist « The Iron Age « Hardware Age + Spectator « Hardware World 
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REVOLUTIONARY 
NEW TREATMENT 


for muscutar aches and pains 


Mow tor the tret ime @ cool soothing quid that penetrates 
through the shin and into the Hseues to give direct retiet 
me 


0 


FOR PAINS—This b&w page to ap- 
pear during November in Life, 
Look, and The Saturday Evening 
Post is part of a $1,500,000 cam- 
paign to introduce Intracel, an 
analgesic produced by Vitamin 
Corp. of America. Batten, Barton, 
Durstine & Osborn, New York, is 
the agency. 


‘Some Set Makers’ 
Delay Color TV, Say 
N.Y. Retailer's Ads 


New York, Oct. 30—Taking a 
|page from the Elmer Wheeler 
| Scrapbook on selling dangerously, 
|Bruno-New York Inc., world’s 
largest tv distributor, last week 
used the shock treatment in sev- 
eral metropolitan New York dailies 
jin ads for color tv. 

In what started out as an indig- 
nant inquiry in page ads Sunday 
in the New York News, New York 
Mirror and 1,600-line ads in the 
|New York Times and New York 
|Herald Tribune, Bruno posed a 
| seemingly public interest question: 
|“Why are ‘certain people’ holding 
| back color tv from the public?” 

Little attempt was made to an- 
swer the question in the ad, but 
Bruno’s advertising manager, Car] 
Sonnett, came across with some 
of the answers in a phone conver- 
sation with AA. 

While the advertising doesn’t get 
down to cases with regard to 
answering which “manufacturers” 
are holding up on color tv, the 
copy does launch into a full scale 
‘promotion of the virtues of color 
and the RCA Victor 21” color set. 


s Mr. Sonnett, who said the same 
ads will be run extensively the 
remainder of the year in New York 
dailies, somewhat caustically re- 
marked that many of the leading 
tv manufacturers are putting 
thumbs down on color—at present 
—because “they can’t produce a 
color set at a good price—compar- 
able with RCA. 

“They're more anxious to move 
b&w inventories than in getting a 
share of the color market. That’s 
why you hear so many of the lead- 
ing manufacturers playing down 
| color.” 

The account is handled by Dan- 
ie] & Charles Inc., New York. 


FR Introduces New Meter 

FR Corp., New York, is intro- 
ducing a new exposure meter 
which is extra-sensitive to light. 
The meter’s booster cell is called 
its “light magnifier.”’ With a copy 
theme related to night vision, the 
new meter is being promoted with 
two-color ads in Modern Photog- 
raphy, Popular Photography and 
U.S. Camera. Wexton Co., New 
York, is the agency. 


Insurance Agents Name Miller 

_ Alan H. Miller, president of the 
New Jersey Assn. of Insurance 
Agents, has been named chairman 
|of the newly created advertising 
/committee of the National Assn. 
of Insurance Agents. 
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4 | ment supervision—though most 
1quor |/consumers haven’t the foggiest/| 
accepted as high status whiskies. 

Make or Break | |The consumer who buys a bottled- 


in-bond whisky is buying more 
than just a bottle of whisky, he’s| 


Brands: Ba ie |also buying status and associa- 
e qu | tion with a prestige product. 
WasHINGTON, Oct. 23—“It|# “But there is also a negative 
isn’t what any product is that’s side,” Mr. Baquie pointed out. 
of primary importance—it’s “Bonded whisky is considered 
what people think the product} stronger than other whiskies. This 
is that’s vital. In other words,}is important because there are 
today’s market is a state of| generally anxieties connected with 
mind. And our problem as ad- | drinking among all social classes 
vertisers is to get a bigger —anxieties about the fear of los- 
share of the American con-| ing control from too much drink.” 
sumer’s mind.” Straight whiskies also suffer 
This formulation of the func-| from dual connotations, Mr. Ba- 
tion of advertising was outlined| quie said. There is considerable 


| confusion about the word itself, | 

undoubtedly because the practice! §j 
_ notion how. Bonds, therefore, are|of drinking whisky neat is often| 
referred to as drinking it straight. | 
For that reason, hc said, some} 
straight whiskies have the repu- 
tation of being somewhat harsh. 
| On the other hand, a feeling exists 
that a straight whisky all comes 
from one batch, therefore is pure 
whisky, has no adulteration and 


merits trust and respect. 


for them. 


Scotch whisky, like bottled-in- 
bond bourbon, Mr. Baquie said,| 
is generally accepted as a quiet! 
whisky representing good taste! 
and refinement. However, 
aura of sophistication surrounding | 
scotch makes it undesirable to} 
many middle and lower status} 
people; it becomes too en’ 


the 


by J. Gordon Baquie, exec vp of 
Brown-Forman Distillers Corp., . 
Louisville. Mr. Baquie spoke at 
a convention of the National 
Retail Liquor Package Stores 
Assn. 

“When a customer walks into 
your store and plunks down 
his money on your counter,” 
Mr. Baquie said, “he’s not just 
buying a bottle of whisky. He’s 
buying a lot more. He’s buying 
many things that have nothing 
to do with the taste or color or 


buying something 
that’s going to say something 
about him—that’s going to 
mean something to him, in 
terms that have absolutely 
nothing to do with the taste or 


aroma or flavor of that whisky. y 
“He’s buying a whole set of 

social and psychological sym- 

bols—he’s i i 


... During Newspaper Hooker Campaign 


ee Read what Mr. J. H. Collyer, President of Collyer Advertising Limited, has to say 
® “That bottle of whisky—for about newspaper advertising on behalf of his client, The Bluestone Company: 


which he pays $3.50 or $4.95 
or $6.59—is going to say to . 
that consumer and to his 
friends that here is a real 
sophisticated character who 
knows ali about the wordly 
things in life. Or, it’s going to 
say, here is a conservative guy 
who has good taste and refine- 
ment and character. Or, it’s 
going to say, here is a cheap- 
skate, looking for a bargain, 
who got stuck with some stuff 
that isn’t worth the money be- 
cause nobody ever heard about 
it.” 

Discussing the application of 


‘During the three years of our newspaper advertising campaign, 


sales have gone up 32%. 


As a result, this com oy one See 
randed shirts.” 


“* ‘Hookers’* have given us a daily newspaper space BONUS 
of Retailers’ support approximating 40% of our daily newspaper 


in Canada of national b 


national advertising spending.” 


The help of daily newspapers in selling “hookers*’’ has: 


motivation research to liquor 
sales he described the U‘S. 
social class structure as a key 
to liquor customs and adver- 
tising appeals. 


“Enabled us to 
Pacer vile: ome A 
unless he has stock in hand.’ 


tly check PROMPT DELIVERY. 
ing to tie up to our advertisement 


“Now the upper middle class, 
the 12% of the community con- 
sisting of business and profes- 
sional men, is the heaviest 
consumer of hard liquor,” he 
said. “The people in this group 


‘Because the principals and sales force became selective 


accelerated our policy of up- 
we sold. This up-grading took into consideration both 
the retailer’s reputation and financial standing.” 


lan 
the retail outlets to whom 


value drinking for its social 
functions, and they fit liquor 
in closely with their social and 
recreational activities. 


8 “On the other hand, the peo- 


Merle sy 


pahametty yt eran clone 


2 about who should be solicited for “‘hookers*”’, 


served to establish a stronger bond of interest 
retailers.” 


ple in the middle majority,” 
Mr. Baquie said, “while as in- 
terested in liquor as those of 
the other class, limit their 
drinking to special occasions, 


“Effective advertising demands merchandising follow-through, 
and this is best done through the medium of newspapers.” 


parties and that sort of thing. 
Members of this class, particu- 
larly in the upper-lower group, 
tend to consume beer more 
than liquor because of eco- 
nomic reasons, and also—and 
perhaps of greater importance 
—because beer is considered to 
be a much more moderate 
drink. 

“The American consumer,” 
Mr. Baquie said, “thinks the 
premium bond is the best for 
several reasons. For one thing, 


CONTACT 


the advertising managers of the papers you employ. 
Let them show you how easy it is to focus your 
point-of-sale through 


advertising at the 


“hookers”. 


* A “hooker” gives a retailer’s name and address 
and ie coluntarey’: a by him to a manu- . 


facturer’s 


a gh eng aang Bw ad DAILY NEWSPAPERS BRING NATIONAL ADVERTISING TO THE LOCAL LEVEL—THE ACTION LEVEL ! 


than other domestic whiskies, 


“xe crime’ w CANADIAN DAILY NEWSPAPER PUBLISHERS ASSOCIATION 


iversally supported by pres- 
tige advertising. Also, bonds 
are accepted as something pro- 
tected, somehow, by govern- 


55 University Avenue, Toronto 1, Ontario 


Telephone: EM. 8-1813 


I. H. Macdonald, General Manager 
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Miller to CBS Spot Sales 
Robert C. Miller, formerly sales 
manager of KCRG-TV, Cedar Ra- 
pids, Ia., has joined the Chicago 
office of CBS Radio Spot Sales. 


CLIP THE.CLIPPER™ 


Like many other BIG NAME firms, you, too, 
can clip monthly Clipper ort for striking, origi- 
nal layouts that can be produced in a jiffy. 
Free sample. Yours to use. Address... 


MULTI-AD SERVICES, INC 


Box W908 Peoria, Illinois 


,tain articles detrimental to phar- 
macy. Others contain immoral, 
suggestive articles not fit to be read 
|by adults and most certainly not 


Censor Smut, Also Magazines That Promote 
Competing Distribution, Drug Stores Urged 


7 
| % = 


=r 


Seattte, Nov. 2—Drug store 
proprietors should censor the mag- 
azines they sell, culling out those 
that may “offend the decency” of 
the reader or the business of the 
store. 

That is the advice contained in 
the monthly bulletin of the Wash- 
ington State Pharmaceutical Assn., 
mailed to members last week. 


Here’s how the association put | by teen agers. . 
| “In the October issue of the TV|— 


the matter: 

“Careful scrutiny of the maga- 
zines placed on your racks for sale 
to the public should be a must. 
Too many magazines are being dis- 
tributed by the dealers which are 
not fit to be placed on our stands, 
for several reasons. Some of them 
are slanderous in nature and con- 


Guide appeared an ad for Vitasafe 


| vitamins to be purchased by mail. % 


|This publication is widely read, 
jand an ad of this nature takes 
|business away from our stores. 
Why sell magazines that in some 


cases offend the decency of your|j 


,customers and in other instances 
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Los Amgeles 


VIRGIL PINKLEY, EDITOR AND PUBLISHER 
REPRESENTED NATIONALLY BY O/MARA & ORMSBEE, INC., 
NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO 


where at 
counts the 
rrost... 
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KING DOG—Carol Lewis has beer | 

named Miss Pedigreed by Chicag: 

distributors of Leon’s Sausage Co.'s 

Pedigreed hot dogs. The Miss Ped- 

igreed contest was part of the 35tl 

anniversary promotion by the Chi- 
cago sausage company. 


have a tendency to decrease the 
volume of business so essential to 
you.” 


letin was headlined, “Vitamin 
business belongs to pharmacy.” It 


Johnson, a member of the associ- 
ation’s board of managers. The ar- 
ticle asked: “Are you getting your 
share of the vitamin market, and 
are you helping to maintain this 
business in the drug store? Did 


store today vitamin sales amount 
to 12% of the total volume of drugs 
and prescriptions sold, and at least 
4% of the stores’ total volume 
should be vitamin sales.” 

Mr. Johnson suggested: “Publi- 
cize your store as vitamin head- 
quarters. Use window displays and 
inside store displays. Train sales 
people to talk and sell vitamins. 
Make suggestions to customers, 
such as, ‘Are you taking your 
vitamins? How is your vitamin 
supply? Are you supplementing 
your diet with vitamins?’ 

“There are many opportunities 
every day to make a vitamin sale 
as a suggestion to an item pur- 
chase... Let’s keep the vitamin 
business in the drug store.” 


BBDO Names Four to Philco 
Account: Reassigns Three 
Batten, Barton, Durstine & Os- 
born, New York, has appointed 
Nathan Tufts account supervisor 
on the newly acquired Philco Corp. 
business (AA, Oct. 8). Account ex- 
ecutives will be Lee G. Offen 
(electronics division, including tv 
receivers, radio sets and phono- 
graphs), Philip C. Carling (air 
conditioning, refrigerators, freez- 
ers and kitcnen ranges) and 
Thomas P. Keating Jr. (home 
laundries). 

The agency also has reassigned 
several executives in its Buffalo 
and Cleveland offices. Carlton H. 
Davis, formerly creative head in 
Buffalo, has been named head of 
creative services in Cleveland, 
Jack M. Bristow, vp and account 
executive in Buffalo, has moved te 
Cleveland as vp in charge of the 
General Electric lamp division ac- 
count. Succeeding Mr. Davis in 


ly copy chief. 


Kildegaard Joins ARF 

Ingrid C. Kildegaard, formerly 
director of research for the Assn. 
of the Junior Leagues of Amer- 
ica, has joined the Advertising 
Research Foundation as research 
statistician. 


Peek Joins Group Attitudes 

Alan Q. Peek, formerly head of 
his own public relations company 
and before that, trade relations di- 
rector of the Wool Bureau, has 
joined Group Attitudes Corp., New 


York, as an accounts associate. © 


® Another article in the same bul- © 


carried the signature of John A. — 


you know that in the average drug | 


Buffalo is Carl D. Halbak, former- 
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GETTING MORE PEOPLE TO READ YOUR ADS 


Chicago agency tells steps that brought its clients a 25% dividend in higher readership 


You begin with a simple question: Why do more people read But it’s worth the cost in learning how to apply these findings: 
one ad than another? In learning to recognize the exceptions (inquiry ads, for one) . 

You then spend over $100,000 to find out. In learning what to say as well as how to say it. 

For ten years and more, you pore over hundreds of readership It's worth it in money. 


reports, thousands of ads—five thousand in a single publication. 
You find that your “simple question” has bred scores of others: 

Does color pay? What about special position? Headline, how 
long ? Ilustration, how big ? Photo or art? One picture or several ? 


Last year the clients wf The Buchen Company got a 25% 
“dividend” in higher féadership. Their ads drew 22% more 
readers—their competitors lost 3%—a net gain of 25%. 


When you, the advertiser, think of that bonus in terms of 


When at last you can answer them all, one question remains: husdvede ol ada diate atdaes ; .. 


Was it worth it? : 
Our answer: definitely ! When you consider that 25% more readers mean 25% more 
Oh, not just the findings themselves. (Matter of fact, quite a chances to make the sale . .. 

bit has been written about them.*) Indeed it ts worth it! 


*The full report, “How Can 


THE BUCHE NJ G7] G2 M PARIYWY You Get Higher Readership ?” 


by J. Wesley Rosberg, Director 
of Research, The Buchen Com- 


ADVERTISING pany, is now available in pam- 
P oe Soe . phlet form. We shall be glad to 
Daily News Building + Telephone: Randolph 6-9305 ¢ Chicago send you a copy. 
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To reach all branches of the U.S. Armed Forces, 
ARMY TIMES, AIR FORCE TIMES and NAVY TIMES 
offer the largest A.B.C. circulation at the 
lowest milline rate. Multiple editions permit sectional 
or universal coverage of the military market. 


t ymes 


oo= 
‘Times 
BIg: wort 


Weeklies 


THE AMERICAN Fagg 
U.S. COAST GUARD MAGAZINE 
THE MILITARY MARKET 
ARMY-WAVY-AIA FORCE REGISTER 


Let us show you how you can get the most advertis- 
ing results in the $35 Billion Military Market ($8 
Billion annual spendable income of U.S. Armed Forces 
personnel; $27 Billion spent annually for military 
procurement). Our nearest office will supply sample 
copies, rates and market data book, ‘“Timely Facts.” 


ARMY TIMES PUBLISHING CO.: 2020 M St., N.W., Washington 6, D.C. 
U. $. OFFICES: Chicago, Detroit, ‘Honolulu, Los Angeles, New 
York, Philadelphia, San Francisco 

FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Plans Chicagoland Fair 

The Chicago Assn. of Commerce 
& Industry is planning the first an- 
nual Chicagoland Fair to be held 
at the Navy Pier June 28 to July 
14, 1957. According to the associa- 
tion, the exposition “will be a 
world showcase for new products 
to give buyers and the public a 
peek into the future at things to 
come which will improve their 
standard of living, their way of 
life, and portray Chicago—the new 
world center of commerce and in- 
dustry—as the land of opportu- 
nity.” 


Shelley Joins L.A. McCann 
James P. Shelley has closed J. 
P. Shelley & Associates, Los An- 
geles, and joined McCann-Erick- 
son, Los Angeles, as senior account 
supervisor and member of the 
agency’s advisory committee. Prior 
to setting up his own agency, Mr. 
Shelley was with Erwin, Wasey 
& Co. and the Mayers Co., Los 
Angeles. Before that he had been 
with McCann-Erickson in Chicago 


for 16 years. 


-..& 1956 IOWA 


BRAND INVENTORY report 


The fable of the city dog and the 
country dog...lowa version 


Once upon a time, in Iowa, there lived 
a city dog. He was a lucky dog. No 
table scraps in his diet. His master fed 
him a delicious canned dog food full of 
lean red meat, vitamins and minerals. 
And so his coat was smooth and shiny. 
But he felt sorry for his country cousin 
who lived on an Iowa farm because he 
thought: he probably doesn’t get this 
delicious canned dog food. He probably 
lives on table scraps and picks up after 
the hogs. 

But, one day the country dog came to 
visit him and the country dog’s coat 
was smooth and shiny, too. My good- 
ness, said the city dog, things must have 
changed down on the farm. They must 
feed you delicious canned dog food full 
of lean red meat, too. Well, personally, 
said the country dog, I prefer my food 
dry, but it has ali the protein, and vita- 


mins and minerals that yours does. And 
that’s why my coat is smooth and 
shiny, too. 

If you haven't lost us by now, in this 
meandering tale, the point is: the 1956 
lowa Brand Inventory shows an increase 
in use of prepared dog foods. And, 
interestingly enough, Iowa farmers pre- 
fer to feed dry dog food, whereas more 
of their city neighbors feed it canned. 
To make a long tale short, there's a big 
market for prepared dog foods in Iowa. 
And, the Des Moines Sunday Register, 
reaching two out of three Iowa families, 
delivers this market, urban and farm. 
Covers a whole state better than most 
metropolitan newspapers cover their 
city of publication. Advertise your dog 
food, or whatever your product, in the 
Des Moines Sunday Register and sell 
happily ever after. 


Your free copy —1956 lewa Brand 
inventory —is available on request. It 
shows percent of use by product and 
brand of 171 different products from 
dog foods to detergents, from 1950 to 
1956—by city-town and rural. Write on 
your company letterhead to Research 
Department, Des Moines Register and 
Tribune, Des Moines, Iowa. 


DES MOINES 


REGISTER ann TRIBUNE 


Gardner Cowles, President 
Circulation: Daily 364,744—Sunday 525,147 
Represented by: one Ss Meeker and Scott 


Detroit, xt. Philadelphia 


Doyle and Haw! 
Los Angeles, San Francisco 


Advertising Age, November 5, 1956 


Dailies’ National Linage 
Hits Alltime Peak 

New York, Oct. 30—An 
alltime high for the first 
three quarters in national 
advertising linage in news- 
papers was reported last 
week by the Bureau of Ad- 
vertising and Media Records. 
A gain of 4.3% over the same 
period of 1955 was regis- 
tered. 

General linage (all nation- 
al other than automotive) 
was up 10.4%; automotive 

was down 1.71%, the bureau 
said. 


Hotel Men Organize 
Credit Card Setup to 
Combat ‘Outsiders’ 


New York, Oct. 30—To fight the 
influx of outside credit card 
schemes, the American Hotel Assn. 
is plotting “vast expansion” of its 
own credit card system. 

Outside promoters have been 
pressing hotels to recognize their 
new cards and pay a commission 
of 7% of the guest’s bill, the as- 
sociation reports. Hotel leaders 
have branded this as both high- 
handed and inflationary. 

As a consequence, the associa- 
tion is introducing the Universal 
Travelcard, a single credit card to 
be honored by all members. This 
card will combine all the features 
of the three hotel credit cards is- 
sued during the last two years 
under the names of Company 
Travelcards, Personal Travelcards 
and Checkards. 

The association has 
the majority stock interest in the 
American Hotel Credit Corp., 
Greenwich, Conn., thus giving the 
hotel industry itself complete con- 
trol of the new Universal Travel- 
card. There will be no charge to 
association members for participa- 
tion in this non-profit system. 


® The new credit card will cost 
the public $5 for a 12-month peri- 
od and will be issued only on the 
basis of careful investigation, 
thereby giving the holder the pres- 
tige of an excellent credit rating. 
It is honored by Hertz, Avis and 
National car rental systems and 
by theaters presenting Cinerama. 
Negotiations are now under way 
with such groups as American Au- 
tomobile Assn. and the National 
Restaurant Assn., which are ex- 
pected to join in the near future. 

“The new influx of credit cards 
propositions is just a polite way 
of saying that these outsiders are 
trying to chisel into the hotel busi- 
ness as 7% partners,” according to 
Seymour Weiss, president. 

“If hotels were pressured into 
this, it would mean that, due to 
the narrow margin of profit in the 
lodging and food business, this 7% 
would have to be passed along to 
the public in the form of higher 
prices,” he maintained. 


Gemex Promotes Cherub 

Gemex Corp., Union, N. J., 
watchband manufacturer, will run 
a color page in the Dec. 1 Satur- 
day Evening Post tying in with 
the Jewelry Industry Council’s 
“Operation Cherub” promotion 
which runs in that issue. The ad 
pictures a special gift display 
which is offered free to jewelers 
with the purchase of 17 watch- 
bands at the regular dealer’s price 
of $76.80. Also included free are 
a porcelain yuletide cherub and a 
complete system for gift certifi- 
cate sales. Fairfax Inc., New York, 
is the agency. 


Rodkin Adds Cole Products 
Sander Rodkin Advertising 
Agency, Chicago, has been ap- 
pointed to handle advertising and 
promotion for Cole Products Corp., 
Chicago, manufacturer of cup 


drink dispensers. 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper | 


You move goods in the prosperous Greater Philadelphia market when 
your sales messages are read in the home by the entire family. The 
home newspaper in this multi-billion-dollar market is The Evening 
and Sunday Bulletin. 


The Bulletin packs selling power throughout a market noted for 
its buying power. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin is 
Philadelphia’s home newspaper. 


Now—R.O.P. spot and full color seven days a week. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison Avenue 
Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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e have just released a 24-minute sound and color 
motion picture, “Countryside, U.S.A.” If you haven’t 
seen it we’d like to have you see it soon. It’s a 
story of a big idea which we think you'll enjoy. 


Personally, we like the film. And, happily, we find 
we are not alone. Here are a few comments from 
important people who have seen “Countryside, U.S.A.” 
Their kind remarks reflect the fact that the film 

is a significant story well told. 


If you would like to see it, please contact our nearest 
office. We may have a showing scheduled for your 
city. If we don’t, we’ll endeavor to arrange a special 
showing at your convenience. 


# everybody’s 
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DUNTRYSIDE- U.S.A” 
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“COUNTRYSIDE U.S.A. leaves no doubt about the breadth of the 
countryside market. It expertly portrays the market and brings to light 
through pictures a true appreciation of an important segment of our 
economy.” 

W. G. CHALKLEY, Vice President, Media Director 

Fuller & Smith & Ross, Inc., Cleveland, Ohio 


“Your color film COUNTRYSIDE U.S.A. was a very fine and thoughtful 


presentation. Countryside U.S.A. and the trading centers are important 
market places for all of us.” 


BOBB CHANEY, Vice President 
Batten, Barton, Durstine & Osborn, Inc., Minneapolis, Minn. 


“Well worth seeing. Makes you think.” 


S. H. ENSINGER, Vice President 
Remington Rand Company, New York, N. Y. 


“Your film presentation, COUNTRYSIDE U.S.A., was an excellent 
portrayal of the importance of the town and farm markets. It’s some- 
thing advertising people concerned with the countryside market should 
certainly see. I enjoyed the film very much.” 


ROBERT M. GRAY, Advertising and Sales Promotion Mgr. 
Esso Standard Oil Company, New York, N. Y. 


“A well-told story of the importance of Rural and Small Town America 
to every marketer of goods and services.” 

BRUCE HARDY, Media Director 1 

McCann-Erickson, Inc., Cleveland, Ohio 


“Enjoyed your COUNTRYSIDF’'W.S.A. film. It links the important 
farm and town markets in a very impressive and interesting way.” 

W. B. HAWKE, General Domestic Sales Manager 

The Texas Company, New York, N. Y. 


“An excellent picture presentation of the all-important farm and town 
market presented with real professional skill.” 


NEWMAN F. McEVOY, Vice President 
Cunningham & Walsh, Inc., New York, N. Y. 


“Your fim COUNTRYSIDE U.S.A. was a thoughtful presentation of 
this important market and shows its tremendous potential in present 
day marketing.” 

LESTER H. NESS, Vice President 

Cramer Krasselt Company, Milwaukee, Wis 


“An excellent portrayal of the rural characteristics of the many major 
markets not always recognized as essentially part of Countryside U.S.A.” 
H. G. SELBY, Vice President, Media 
Meldrum & Fewsmith, Inc., Cleveland, Ohio 


“A marvelous job of changing cold statistics into a living, breathing 
picture of Home-Town America.” 


G. A. SHALLBERG, Jr. Director of Advertising 
Borg-Warner Corporation, Chicago, Illinois 


“It gave me an entirely new concept of the countryside market and its 
importance in sales opportunities for most products.” 


GEORGE R. STEGE, Jr, Vice President 
Leo Burnett Company, Inc., Chicago, Illinois 


“Your movie colorfully told me that conventional magazines don’t quite 
do the job. We need your Countryside Unit.” 


SAM THOMPSON, Vice President ; 
The Borden Food Products Company, New York, N. Y. 


“COUNTRYSIDE U.S.A. surely emphasizes in a vivid, interesting way 
the importance of these great markets for our clients. We hope to arrange 
a client showing in early November.” 


J. C. TOEDTMAN, Account Executive 
D'Arcy Advertising Company, Inc., Cleveland, Ohio 


“Your film COUNTRYSIDE U.S.A. is simply splendid and I am giad I 
could break my other date to see it. I would like to borrow a print when 
available to show at one of our monthly training seminars attended by 
about 25 of our professional people.” 


ENNO D. WINIUS, President 
Wintus Brandon Company, St. Louis, Mo. 


FARM JOURNAL'S COUNTRYSIDE UNIT 


BOUGHT AND READ BY MORE THAN 5,000,000 FAMILIES 


GRAHAM PATTERSON, Publisher 7 


Published monthly by FARM JOURNAL, Inc., Washington Square, Philadelphia 5, Pa. 
RICHARD J. BABCOCK, President 
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Over 30,000 tonnage buy- | Fontana Hollywood Names 
ers read this standard- | Gore-Serwer for New Drive 
size newspaper daily! Fontana Hollywood Corp., New 
York importer of Brolio chianti 
and Bolla wines, has appointed 
Gore-Serwer Inc., New York, to 


handle its advertising. A new ad- 
vertiser, Fontana Hollywood is 
seeking to increase home and res- 
taurant consumption of these Ital- 
ian wines. 

The Brolio campaign will fea- 
ture testimonials from restaurant 
chefs. Ads will run in New York 
City newspapers. Bolla wines 
will be promoted in newspapers 
and in Cue, Gourmet, The New 
Yorker and Sports Illustrated. 


Getschal Adds World-Wide 
World-Wide Exposition Corp., 


New York, has named Getschal 
Co. to handle its advertising, in- 
cluding its first annual Christmas 
AMERICAN METAL MARKET (gift and toy sale at Madison 
18 CLIFF ST., N. Y. 38, N. Y. Square Garden Dec. 5-22. The ac- 

count was previously handled by 
Write for new market the Martin Advertising Agency, 
and media file folder New York. 
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At Christmas — 


It’s good business to give the finest 


Seagram’s 7 Crown in its new Cen- New Idea For Gift Giving — You can 

tennial Decanter and Seagram’s V.0. send Seagram’s 7 Crown and Seagram’s 

are available at your liquor dealer's in  V.O. to friends and business associates ° 
handsome holiday gift cartons. Each is _in 30 states. For information, contact: 

a superb business gift, for each is the Beverage Gift Service, Dept. S-1, City 
finest and most popular whiskey of National Bank Bldg., Beverly Hills, Cali- 

its kind. fornia. CRestview 1-6286. 


Give Seagram's and be Sure 


, SEAGRAM’S V.0. CANADIAN WHISKY—A BLEND OF RARE SELECTED WHISKIES. SIX YEARS OLD. 86.8 PROOF. 
SEAGRAM'S 7 CROWN— BLENDED WHISKEY. 86.8 PROOF. 65% GRAIN NEUTRAL SPIRITS. SEAGRAM-DISTILLERS COMPANY, CHRYSLER BUILDING, NEW YORK NY. 


Advertising Age, November 5, 1956 


Appley Lists 
‘Management's 
“10 Commandments’ 


| New Yorx, Oct. 30—Lawrence 
A. Appley, president of the Amer- 
ican Management Assn., has for- 
mulated a “Ten Commandments of 
Management.” 

Writing in the current issue of 
‘Management News,” the associa- 
tion’s newsletter, Mr. Appley notes, 
“The original Ten Commandments 
have proved over the centuries to 
be sound guidance for individual 
conduct.” 

He says people frequently ask 
what are “some of the most sig- 
nificant principles and _ truths” 
that have emerged from the AMA's 
educational and training programs. 
So he has put down what “seem to 
me” to be the most important 
commandments for business lead- 
ers. They are: 


e 1. Identify the people of an or- 
ganization as its greatest asset. 


e 2. Make profit in order to con- 
tinue rendering service. 


e 3. Approach every task in an 
organized, conscious manner so 
that the outcome will not be left 
to chance. 


e 4. Establish definite long and 
short-range objectives to insure 
greater accomplishment. 


e 5. Secure full attainment of ob- 
jectives through general under- 
standing and acceptance of them 
by others. 


e 6. Keep individual members of 
the team well adjusted by seeing 
that each one knows what he is 
supposed to do, how well he is 
supposed to do it, what his author- 
ity is, and what his work relation- 
ships with others should be. 


e 7. Concentrate on _ individual 
improvement through regular re- 
view of performance and potential. 


e 8. Provide opportunity for as- 
sistance and guidance in self-de- 
velopment as a fundamental of in- 
stitutional growth. 


e 9. Maintain adequate and timely 
incentives and rewards for in- 
creases in human effort. 


e 10. Supply work satisfactions for 
those who perform the work and 
those who are served by it. 


Mr. Appley notes that “all but 
two of these commandments di- 
rectly involve human beings. It 
never fails. Whenever people get 
together to discuss management, to 
talk about leadership, to review 
their most serious problems and 
their most successful attainments, 
they spend most of the time talk- 
ing about people and human rela- 
tionships.” 


Ads Feature Shoe Buyers 

Buyers are doing the selling in 
the current campaign for Fiancees 
shoes, manufactured by the Clark 
Shoe Co., Auburn, Me. Running 
weekly in Footwear News, each of 
13 b&w pages features a photo- 
graph of a shoe buyer, posed with 
the shoe style he considered most 
successful in his store, and quoting 
him on his success with Fiancees. 
As the campaign finale, a spread 
headlined “How many of these 
successful buyers can you recog- 
nize?” will picture the 13 buyers 
previously shown. Buyers are iden- 
tified in small type set upside 
down at the bottom of the ads. 
The campaign will be continued 
throughout 1957. Rockmore Co., 
New York, is the agency. 


Craig Joins Morris 

William F. Craig, with Procter 
& Gamble for the past ten years, 
has resigned as director of televi- 
sion for all P&G shows to join the 
William Morris Agency, New York, 
as a member of the executive staff 
of the radio-tv department, effec- 
tive Nov. 15. 
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FARMERS like Leonard L. Tupy, Winne- 
shiek County, Iowa, are yours to sell through 
Wallaces’ Farmer and Iowa Homestead. 
They are the World’s Biggest Farmers...with 
incomes more than twice U. S. farm average. 

Because their operations are on a big 
scale, their needs for modern farm-and-home 
operations are equally big—so big, it will 


SHAKE HANDS WITH 
IOWA... THROUGH 
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pay you to take a new look at your Iowa 
sales potential and at the medium that can 
do the most effective selling job for you. 
Practically all of Iowa’s best farm families 
subscribe to Wallaces’ Farmer and Iowa 
Homestead. They prefer it 6 to 1 (see chart) 
over any other farm publication. Let us give 
you complete market facts. 


FARM PUBLICATIONS IOWA 
FARMERS WOULD PREFER 
TO READ IF THEY COULD 
“READ ONLY ONE.”'* 


Farm F. 
Mag. B Mag C Mag. D 


*From “inFarmation Please No. 2"', area sampling survey 
conducted by Statistical Laboratory of iowa State College. 


6.6% 6.4% 4.7% 
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WALLACES’ FARMER aad IOWA HOMESTEAD 


RICHARD S&S. PIERCE, PUBLISHER * DES MOINES, IOWA 
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MAKE NO MISTAKE . . . Aviation's biggest news today consists of the 
latest scientific and engineering developments which make possible to- 
morrow's aircraft. The prime source for this vital information is AVIATION 


WEEK ... preferred by aviation's influential engineering-management men 


because... 


Working to fulfill their ‘‘need to know" are 23 full-time editors_ graduate 
engineers and aviation specialists. Possessing the technical knowledge and 
industry experience needed, they ferret out, analyze and report in detail 
aviation's significant technical developments when they happen. 


Competitive advantage in this fast-paced industry depends on when 
the latest is learned. AVIATION WEEK's fastest publishing schedule in the 


industry guarantees its readers this advantage. 


AVIATION WEEK's high-interest engineering-management readership (Con- 
tact your local AVIATION WEEK representative who would like very much 
to expand on this point) has led to overwhelming advertiser acceptance .. . 
AVIATION WEEK carried 4,298 pages of advertising in 1955, more than 
the combined total of the three next highest ranking aviation business pub- 


lications and another record is already in the making for 1956. 


BUY AVIATION'S LARGEST ENGINEERING-MANAGEMENT AUDIENCE. BUY 


VIATION 
WEEK 


@ ® A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, WEW YORK 36, N.Y. 
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Store Using Stamps Must Do 25% More 


ditions retailers may bear the cost 
of trading stamps themselves by 
accepting a lower gross margin. 
However, some dealers mect stamp 


- . . 
Business—or Hike Prices, U.S. Warns so, sect &" soins. prices 


(Continued from Page 3) 


;consumer would be the difference 


promotion budget and consequent- | between stamp cost and premium | 


;have an economic loss of 1%, he 
| explained. 

| At least one-fifth of all retail 
sales today are made by stores 
using stamp plans. In the food 
field, the trading stamp volume has 
probably risen 50% annually since 
1951, he said. 


Advertising Age, November 5, 1956 


search is needed in the field, he 
added. 


McKenna Joins ABC Film 

Robert B. McKenna, formerly 
with the NBC film division, has 
joined the midwestern sales staff 
of ABC Film Syndication. 


exclusive franchises. In addition, ly reduce their expenditures for | yalue,” Mr. Vredenburg said. | “To some unknown degree, this 


they are advised to compare prices, local newspaper space and hand- | For instance, if stamps brought | phenomenal expansion of trading | ‘Toronto Star’ Raises Rates 
“since this is a competitive busi-| bills and their use of such promo-/a 3% rise in prices and the pre-| stamps has been unsound and un-| The Toronto Daily Star will 
ness and prices and other features | tions as specials, ‘leaders’ and mium values to the customers economic,” Mr. Vredenburg said.| raise its rates effective Jan. 2 by 
are nat siways Uae | discount sales,” he said. amounted to two-thirds of this| “But some of this growth appears| 5.8%. According to the new rates, 
_Also “before making a final de-| “Under certain competitive con-| price rise, the consumer would|to be strong and sound.” More re-|one b&w page will be $2,494.80. 
cision you should talk with the . 

better business bureaus, chambers | 
of cornmerce, retailers and con- 
sumers in markets where the par- 
ticular stamps under consideration 
are being used. In this way you 
can check the financial responsi- 
bility of the stamp company and 
its practices.” 

The leaflet notes that stamp 
plans are legal everywhere except 
the District of Columbia. However, 
it notes that their use in the sale 
of fair traded merchandise is cur- 
rently in litigation in some states, 
and that the Federal Trade Com- 
mission is conducting an investiga- 
tion to determine whether they 
violate laws against price discrimi- 
nation or constitute unfair com- 
petition. 


PROFESSOR QUALIFIES 
CRITICISM OF STAMPS 

Iowa City, Ia., Oct. 30—There 
is no single answer to the question 
of who bears the load for trading 
stamps, the retailer or the consum- 
er, Harvey L. Vredenburg, a mem- 
ber of the State University of Iowa 
marketing department, said last 
week. 

In a talk before the Iowa chapter 
of the American Marketing Assn., 
Mr. Vredenburg said the added 
cost of trading stamps “varies 
from store to store. 

“But the price-conscious house- 
wife, with the time and energy to 
do comparative shopping and to 
keep account of results, can per- 
haps find her own. answer,” he 
said. 

Mr. Vredenburg described trad- 
ing stamps as primarily a competi- 
tive promotional tool, like adver- 
tising and other forms of sales 
promotion. As with other types of 
promotion, the advantages of using 
the stamps decrease with the in- 
creased use of other stamp plans 
by competing retailers, he said. 


Evaluation Report 


Editorial 


® “Some merchants regard stamp 
costs as part of their advertising or 


Nevada—America’s number one 
market for quality! Just look at 
the figures: Nevada tops every 
state but one in per-family ef- 
fective buying income, tops 
them all in per-family retail 
sales. And why not, with Reno 
(Washoe County) the nation’s 
number one metropolitan area 
market in Sales Management's 
buying power index and retail 
sales per-family—and Las Vegas 
(Clark County) number three 
in both categories. Mighty easy 
to sell, too, with 74 per cent of 
the state’s total sales packed 
into the Reno and Las Vegas 
metropolitan areas. For detailed 
marketing and statistical anal- 
ysis, phone your nearest West- 
ern Dailies or John E. Pearson 
Co. office, or write one of these 
basic Nevada advertising buys 


if you haven’t received the report for the Third Quarter, 
1956 — write and we'll be glad to send you a copy. ml 
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New Premium for Jergens 
Andrew Jergens Co., Cincinnati, 
is offering an exclusive 45 rpm 
record, “The Best of Steve Allen,” 
as a consumer premium for Wood- 
bury soap. Commercials on “The 
Steve Allen Show” (NBC-TV) 
every Sunday are promoting the 


Suburb Shopping Centers Approach Point of 
Diminishing Returns, Bach Letter Indicates 


(Continued from Page 3) | twod store teamwork, the proper 
the base for the smaller centers, | 


out. 


as their strength is slowly sapped| warfare. The latter term covers 
record as a collector’s item avail- | away.” facilities and projects of wide 
able only by mailing in 35¢ and ;community appeal that “develop 
three Woodbury soap wrappers.'" Weapons by which the shopping | the feeling among customers that! alistic future prospects. 


The record contains four of Allen’s centers will carry on their battles | this is their center.” | “The opportunities still present 
All of these modern “weapons of in the suburbs,” it says, “will soon 
battle” will require skilled admin-| be dissipated if all those now mak- 


top tunes. Robert W. Orr & Asso- | for consumer traffic, according to| 
ciates, New York, is the agency. | Bach, will include carefully organ- 


Thousands of new shopping cen- 
selection of promotional media and| ters are in the opening or plan- 
and they will wither on the vine the use of so-called psychological | ning stage. But the Bach agency 
believes that “the enthusiasm mo- 
tivating this expansion is based 
more on past records than on re- 


Here's what we're doing about It at 


Electrical Manufacturing 


Each quarter, ELECTRICAL MANUFACTURING capsules the performance of its editorial staff 
into one report — has been doing it continually for the past several years. These reports 
make it easy for any advertiser or agency man to evaluate the editorial job ELECTRICAL 
MANUFACTURING is doing in its market — the field of electrically operated machines, 


appliances and equipment. 


This Quarterly Report 


KEYS each article to S.1.C. groups . . . giv- 
ing evidence of how thoroughly the advertiser's 
primary markets are being served by ELECTRI- 
CAL MANUFACTURING. 


SUMMARIZES all feature articles . . . high- 
lighting the significance of the technical in- 
formation presented for the design engineer. 


PERMITS a quick, clear analysis of EM 
editorial content over a three month 
period. Four short reports provide a summary 
for the entire year. 


GROUPS the articles by subject areas... 
providing, at a glance, a list of all the articles 
under main categories. 


... the magazine of 

design engineering 

for the field of 

electrically operated products 


UPA 
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istrators, plus advertising and pub-| ing plans to build carry them out. 
lic relations personnel to handle | This is why retailers are begin- 
them effectively, the agency points 


ning to eye further expansion 
warily. There is dynamite here, 
and it can prove to be dangerous if 
not handled with care.” 


Norge Boosts Ad Budget 

An additional $493,000 news- 
paper advertising program for the 
Norge Dispenser Wheel automatic 
washer and clothes dryer has 
been launched by Norge division, 
Borg-Warner Corp., Chicago. The 
campaign will consist of large-size 
ads in selected markets keyed to 
dealer listings. The drive, plus 
the $1,000,000 campaign previously 
added to Norge’s regular last-half- 
of-the-year program, will raise 
the total advertising expenditures 
10% above the last six months of 
1955. Arthur Grossman Advertis- 
ing, Chicago, is the agency. 


WAAB Jcins NBC Radio 
WAAB, Worcester, Mass., will 
affiliate with NBC Radio, effec- 
tive Nov. 10. 
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New survey reveals that 
an average issue of Readers Digest 
is read more than 168 million times 


In the Digests 32 million audience, the average 
person reads his copy at least five times. 


Advertisers can now evaluate 
magazines by “exposure days” 


Now for the first time, seven of America’s leading 
publications have been examined to determine the 
number of days on which an average issue is ex- 
posed to its readers. 

This is an important new measurement of a 
magazine’s value to the reader—and to the 
advertiser. 

In one of the largest, most comprehensive stud- 
ies of markets and media ever made, Alfred Politz 
Research, Inc. has disclosed this fact . . . 

A single copy of Reader's Digest, on the aver- 
age, is picked up and read not just once—but more 
than five times by each reader. 


Digest has most “exposure days” 
To measure the number of “times” each person 
reads the same magazine, Politz has counted the 
number of different days on which the reader 
picks up and reads the magazine. He has found 
that each reader, on the average, turns to his copy 
of Reader’s Digest on 5.3 different days. 

These 5.3 “reading days” per reader, multiplied 
by the Digest’s 32 million readers per issue, give 
a total of 168 million “exposure days.” This repre- 
sents the minimum total number of “exposures” 
for a single issue of this magazine. 

This is more than three times the number of 
“exposure days” found for any other publication 
studied. 


Here are the seven publications measured: 


@ Reader’s Digest @ Life 
@ Saturday Evening Post @Look @ McCall's 
®@ Good Housekeeping @ This Week 


What does this mean for business? 


It means that when you run a sales message in 
Reader's Digest, you have at least five opportu- 
nities to catch the eye of the average reader. 

It means that a plus value in magazine advertis- 
ing, long assumed by advertising people, has at 
last been proved, and measured on a comparative 
basis. 

It means that a company can run an advertise- 
ment in an issue of the Digest —and know that the 
issue will be read by more people more often than 
an issue of any other magazine measured. 


Send for New Politz Study 


Detailed figures from the Politz report, “A Study 
of Seven Publications,” reveal the total audiences, 


* number of reading days and total “exposure days” 


of the magazines shown above. You may secure 
a copy of this study by writing to Reader’s Digest, 
230 Park Avenue, New York 17, N. Y. 


Other facts revealed 
to help business sell more customers 


From this latest study, American business will also 
have significant new marketing information on 
the great mass of high-income consumers reached 
by these magazines — including the largest one, 
Reader's Digest. The study shows, for example... 


Nation’s largest reading audience 
is nation’s largest sales market 


32 million people read an average issue of Reader's 
Digest. This is the largest audience ever attracted 
to a magazine. It approaches in size the audience 
reaehed by the average program among the nation’s 
top 10 television shows. 


Nearly one-fourth of the nation 10 years of age 
and older reads the Digest each month—more people 
than the combined populations of the 30 largest cities 
in the United States. 


Over one-third of the high incomes are in Digest 
families. Among all people in U. S. households with 
annual earnings of $7,000 and over, 37.4% are readers 
of the Digest. 


Nearly a third of the total market for new cars, 
many household appliances and other products and 
services is provided by Digest readers alone — more 
total purchasing power than can be found among the 
readers of any of the other magazines. 


Nation’s largest magazine circulation 
Reader's Digest net paid circulation for the first six 
months of 1956 was 11,024,410. This is the largest 
ABC circulation of any magazine in publishing history. 
It represents a growth of 788,353 copies per issue over 
the comparable period a year ago, when the Digest 
first began to accept advertising. 


Lowest advertising cost per copy 
Of all leading general magazines, Reader's Digest of- 
fers the lowest “cost per page per 1,000 circulation.” 
With about 3 readers per copy and more than 5 “expo- 
sure days” per reader, the Digest is unmatched by any 
publication in total audience and total exposures. 


People have faith in fReaders Di ge St fie i 


The Nation’s Largest Magazine Audience 
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14,515 interviews like this, completed June 23, 1956, reveal new facts 
on family reading habits and purchasing power of the nation’s great - 
magazine-reading audience. This national media study, conducted by 
Alfred Politz Research, Inc., is one of the largest, most comprehensive 
ever made. Here, Mrs. William Loock, Port Chester, N. Y., housewife 
and mother of three, discloses details to Politz interviewer. 


“The Technical Committee of the Advertising Research 
Foundation carefully reviewed the scope and objectives 
of the study conducted by Alfred Politz Research, Inc. 
for the Reader’s Digest. The Committee was consulted 
on statistical procedures and survey design to improve, 
if possible, its usefulness to the entire industry. The 
survey report meets with the approval of the ARF.” 


CBee nin 


A. W. Lehman, Director 
Advertising Research Foundation 


a ey ere 
. : . ‘ a ree a Tae, a helt 
ee eee Ce 
‘ Siete = ieee as bears, = anes 
r i a ee i, # pi 
: Sg! oy uaa Bert); . igh 5 Meee coe 
. “ a ns Sa ae Ao oe _— 
. ah ie 4 T eapeee be a ee 
: ee eee 
“ lig 2 soe Oe . 
> 7 | ee 
— a : us a ‘ 
a a ’ Pas. 
a : Wee 
— — a alae ar 
$- a — oar 
Sa -_. 2 —— = —et a : 
; ‘a : i oo a 4 ae ; = : 
4 Sd . a, g 22 a, 4 : . a ’ oe ‘ . ss —— ‘ 
px. = z x est =e : 4 L : y Oe Ate ! ° bh 3 i ac ggasi ot. c is 

j id gee aes, ae ’ : ; a fp tae Be. fe). ~. 
_ Tae 5 3 ee a 2 F = i av Me Sie <.." £ - 

\ é : ae i m ._ ; 7 
° 38 : ae Sa, ~ . \ . : aa ‘ 

aw S23 eas a 3 , ae | a : 
ee 2: - og . y 
e -_- a . . A 
i - f | 4 
.. io . ‘ 
} : st ee: Y 
s ay , “a Y 4 7 ; 
4 By aie k 2 
\ pie: tine i had F 
- oe )h|l(f 5 e tes } — 
ae _ er aa é i He i a ; — 2 “sis 
q ; {a cP ooo eee * a . 
—— t ¢ tes Sede 5 Ne a 2 3% Y ‘ . : Wag 2 5 
4 ee ; ‘ of © # x ee ee eo , a, atin ace email 
rm eS al ee : , 34 ’ = 4 a a ‘ee 4 5 OS : “ 
a ay J . 5 ‘ = | ' P : i 
, i: eo) Ts : : * | . 2 i ae 
— am Pe ; rs a Ps oak aes ih ay i $ ; uo ' 
ae i — + ang De ‘ ' . % | " 
Bese) a ve epi oe “oo i 

—a . BS eee ’ Ce 5 ; 7 : my 
oon ae —- Fr . ee YP P ; ¥ : 
aes Ps a 4 i: : cA 4 - . : 

eae a £ eh aps: — a o , iat . é mig 
i eee cae | Eee} 209 «* : . 7 
; ao ‘eae ee. 3 " : 4 2 : 

H a oa aan  .. oe 2 , : . 4 ; 

H = * | SR . © Save <a by oe , : " P ¥ Mi, he 
2a a , i 3 " <n ees 4 » — ‘ ae . 4 o . 
—— on ae sp" a 3 : , a ae te is | ‘ 

rs ro ge Mn oa a a = ee “5 <<crarteeereemiaenatenneaaeninaancaamatan, 
rr Si ae = Sie, e ae ‘ ‘ = t% Ps, nd 

— os ” ~“sa_ © .. 2: oe : well | 

ee se x PS te eee é > Peeve 4 

' Sie a es * ee Salta leona p ’ 8 “ - ‘ = . be 
A Se i as -. (fee ee i 4 3 . ° tees ” : 
ay a ee 1 ee 9. ie i . : ' 5 S = Os 

es ae aes — eet ge : - a - es fe tea aM. EST RS rt 

f oe rei : —o . by j ae a i . ; oe Koy eae = 
e- isis a ee 4 os —— ESI <— : 3 : } ¢ ay! , Pe 4 : a 
ae a ? a “1 : eS ‘ 
i 2. oo ae ‘ ‘4 Bt) + aT ea oer op ator = a K : beets. 3 7 
se og 4 a i d cee t : q ‘7 ot ee 

Hy nS ens ae : Ce eae? = ee me 4 ae 4 . ; és. “ en 
je emer Fee ere. can <0 | A ye aoe Re es . cag sa eal — . $6 

H Se: A ae Taal ie ae . cane a Be es 2 - ; Be, 5 ae a>: Ps Ser c Ge * 

H ce ee: =. ee = ~ a ee a3. a , y * ——— See Mice os = 
PP eee \ 2 ee a an a. ae a 1 > ; ; Pat oe Be Sie ’ 

t aaa [oa |) oma. \ ? pe bee a oa, ad eo - ~ Tt a % Ph s 

q nee Pe Ce ee — : @ erg. tae es ST28 3 —_ ie oy, : Seley _ 

“> ee : . i ed — | BT wei eo Se mee. 7 ie cate eM ak a 4 ty ab apa ® ~ 

n eee > ae ae I ets = oe: Mere ir \ . , i : eee ay , 

ee ae . ee oe oe ee : : ¥ eS gt) 's = * 
esi ae eo Sip . aM %, ies Pee ay ca , 7 <- is ee. ™ im i 

ee ees, Be ok Caetaa ta ; ie rae ee ae g a 3 see r 
= eG ae BL ee red ite 4 a, ee ‘ee Ser. ie : 4% ™— 7 is a ‘ ST dee 2 

f nce: a Sea Las . 2 ee cb. | ee ae oi He a Pe Z 7 ee os ar aed . r 
a ere O° am eee: Mees toms Bh SOS Se ee paar 5 A Bros | ee a "¢ Meer wits es 

a aa a Seat. Bee heats ee ee ere 7. a eae = Si ae | c. —- Ea Sea x, 

0 ae oa ee fal oN aA a ae | ae Caer Tee ee ae 1 2 ae ’ wa re “9 : : tet ” 3 

4 ‘a= za ee : rs i aah, — fe ee Re a a aa oy et aeeee eo ee ae we ug wee” ye ec c 

i O_o a ahaa C2 ee <e a eae a sp es ie os pee ee ogy ap Bees eae - Be? ae oe 1 i ' en aac ah agitan a 
\) te oo “a a 2 io erie ae gee Fetes ss Lat ve ae ae ae ‘ . aay ee ~ s Pa Shas Ye ns 
ee ag ee aa - oe . See eee ila Be Aa Sb, aes B42 8 ae? a 2a a 
oa 2 ates ig Bae ee eT ee i: oe So ee ore. ee ~ ee net is ° 
ce a eet oe aaa oe >. eels oe ae reer a kee = 1 Oy =o cee Lo te a ed * / 
aes oe) ala Sc, ane : ie og i a id sae a P er a he : erone Ce : 6 Te Ss 3 
<a Si Ria — — — “ae <a | ae 4 i. =  - — oo, . 

a a pa oto. ‘ie ae Re Ee ‘ame aes 9) aera nt Raat tae . ce. “6 i mig mee eS < 
ee Ae oS Se - Be Be oS ae ae 2 a ee a wa oe : 
org Rae Sie ey a ie a eas ee, a 2 Pie Sy ae, a 4 oe ee Bia? Pe al Z 
Be a . oo oe oC a ac nel yagi 
oe MP ay ia rok. - ees E mee eS el jee Soe ee i eae eee, oy ai Pre eae ‘ome hes ee rf 
ae eae, Sie eo iS; _ . oe ase eat i eae a mick: ee eae, bs A ee < eK 
a “aN tite i <- Se a Si — le Bee i ae eee Wi ae ae nie mite oi Ae i 3 
ee ies, es : eo. Sa ev ei Pe 1s 2 eee > ne! “io Pees. “ghee a Me F ; 
oa es. aaa ee te” a a eh tee “Tae? “ake eee ee aot a a ee: hee “ ? Oe ge : 
a ae J ne : ve # Be i eee ec i hee as to i. ees Stiiel ‘ ee 7 
. Se RSs eee ae is : . i pea er te Poe yt od Beet ey S ~— i. z 
. ce A es a 7 Be, fe Be Sr bs a Pee Pee ot of SS 
7 - (aie ee ucts aaa ad As a ara Case eee 7s, Sara os eon r8 ‘ : 
See ee aes en ae we ee 1a i. ho pth a. ae 2 ees uaa " i ‘ 
7 ee oe a as ere cai | we : ee a 2 A 7 ! : 
ce Lie & hee eae 4 ee. atte ai Biber ane nc eae | eee ca mas. / | 3 
a var —. a ee re eae ; ‘a Bakes ay i Se an a : 
——_ — ee ai os aa i eae ee he, Be % — : ’ 
Br i. eee wie . i i eS en Ug tie . . . 3 
i Ao ek ee os ng .¢ , ie ft . es ae = F he. We - ~ . , 
a a a. 5 : eee. , Tee ya ae ae - —- a 
ee Tee CE ER a9 oe a eo ae P| Lh ee 3 : Se as me . S 
ae ie gee on a = vt - ee. Se he ee Bee. pak , : . 
are, Pe aah ‘gn oe eae e "ee i me cee Mee a a eos ag 1) 7 aie oes . 
a eee ee a ee Bees 2p fe : oe a aaa a [. | i ae. ee a ee. _ ene * 
eS re Oh ee pe en ae bo ee, ee ae ae on we eee sin weed ade - ; ‘ 
Pe ies —— SRR 5. OR wee ee i aoe i ae ee ane Bt cS) oe _. ' z $ SEs 
| re: ae hee eee Be coe ee ee at a” ee meee: a oc oe a sete penn 
>. ts 3 eee ae o-oo a Seed EN ng ae a Z : eS Bis iy ee = a ee eye ire i fm . pice taee So ee ah ee 
; a re Be eee 2 BS Wiss oa Pee ae Saree AP ak oe - a ees gl ae Gree 
> SSRs o's pet: Seed pee " fo Jee oe See ee im poe sa 4 a ; 
cee oe aha Penna eee see Pee ae i sme Y eS oe a ame. 4 re sf ee ae 3 
a. in: Uae ae a ea ia at a ae a: ee Sh oe *s ee, 
a Be) aD 7 ee ee <2 ier Saas - cee tage ee Sie ; mr ee oe eae Rete S ert 7 a fia eos 2 a a y=, OY 
co Bi tied ee ee ey a a ee oe as ae = a, 7 ee re Ss 9S mn a: el 
boy ies ae hee va oe ; | aa lie _ oe oan * Ne ae ee eerie Se een oc ae — : 
i a De : eh. ee = ee a a = . ao ie = a “eo pa Pe mmemro ° eat ‘ bade re ibs 
eet ae Les aad ee. ae ' ; ’ a: oie Bee ee ee te. ee ae . 
Sj ce iri > ps ae 5 q £ ae ge ee ae. a he . - 
Ps S ae ne i “Seles a ae eS Eyes ae ca Sek . Say a or as aa bss = i ad nd » go tenets ‘ é 
i. Betsy ae a eres ae , a ae 2 pars! Poe wo. ee = Siig? ae oa. 
ee .. ae 28) Se ig te eae Dees sh aed as . oe ‘ee be Em eres. = 3 ‘ar 
itt ali Ie Bone caren oa gil g le aa ce eee et oe ees aes J. | Sa ep ; 
Bees eee Nepales eher Se ok a ae ; a: eae 2 a : alte oe: ML 
es, net 2 Be NS aa ae . 5 a — ee é ape iz. 
<) e sere ee re i e. ;. (Oe ao a er ii i ie : ae 4 ie ee ~ i ee : 
eaoc - ree Trees ee ‘i oe ae } 4: Soest We ‘ ; ; ee ee ae Bee ae Sar 4 
Moe NS ae Be ee a ges ciel é ES RS 4 ee rae af ag si SOT Bee ae Se ee Cage ‘g 
es aS eee eer: 2s ne oe P - ieee Bg soe / % a oe. a oe Tan eG : é 
eee oe a me Bo Ae ae ee ni te ae a ie ees) ee > ie oN: = 2 oe <= 
poe. i ee es ae. ee se oe ee : ee os, Se as. pers ‘ 
Pane ay pee t= Bei mae i Bs ree rage it . ee es et geen . a, ie aaa ae: ie a aR * ~ thi ie ~ a ke i 
Boe Nanay cs 2 a ae oe pat ee Sa \ ae oF tee : . a Ce Pee: Tae pete abe | Sa oe 
a ae aN ee Se sere a re ae . 42) es 
Bice, . oh rea oa teat es ot a 2 at Ve = ‘ see 4 fant eh ae ee vee Os peas = ee hin . er 4 
‘ a eee eer ey ve es eee a Ls ae ~s vay 
eet 2 ae ae i Pe a as ibe me ae es Ree co 4 aa ey ey oe) Seite ah y ty ae . ee hk Be F iat ay 
oe i: iy Ape No Se Bt ee rapthue ; ms q ees ig a ie . ene: ae He ot Bae ao ine Me ge A ey Bae 
ei - aaa ce cot Ee eee ies ; EG Re ae 4 : : ts aL coe laati ee: ‘oe ee x ort see. 
Ree. ane eS ie a Ant aes . oe) ee ot ee ore by eae : ce ees — ’ ; Sad 
oe > Soaeg » > fe oe a 2 ry BA or; trad a7 eae Se he. 3 eas Be ae % 
ae See 3) ee aa ae a a ; xe Mager Bee + ae eens 3 =, ea Bee, s ‘ ‘ SS 
ie tps iS eae baleen name e: te yc8 He a Same BPs Sle Coe Pe —— $ : 1 
aie ee ie ey Speen ot eee ee ae fhe icc tan ‘ 
Brie. ieee aS yield ef eae 4 bt ee ==. er 2 See : ; a 
ee eae eee ere ene t a ae ee has Be ‘ ie —_ - 
ia ea ie eee ee 4 iin 2 aoe BS Rees a et eer eee a : . tr iAP nt t eae 
ae ee Bs Se i ake ce eee ee o. ae an ey ee ce | las ee! eee he, “ rc ° rs ; ~~ 
ar Tee =! Tae ae a Oe ree. a Se idee ay «ae Te a ee =" ‘ » 
a Ra on 2 eS hee a cyt ates ie 2 ee ere ey. epee =. ie tae eS ey ae : es 
Bee, | ney al <a ere Be te fi sts tn he eee <a ad, Oe a ale See | 2 ee "een Ng s : 
oe ce ae eee ie ‘Je a ae = Pe Se ea eee + fy, ee ee tie gen ie 2 a es | ee ear ae . ‘ * 
or Se ee oa j- ee ae 7 ee ee 2 oo em. Cee ae ee TO eT ? 
ee.” ne erenr age aa ee te eae ree ee ie tig i ay gd ie oS Sent . ie apes BN 
acSs (eee Mei hae Br os - Bee ae aa 7 ie ve Ba i: a my 5 ee ee a eae hk cbt 4 
Sp! ph Ait Lae Beas = > ae ak east >: + ia Lo ee oie . oe i Mert Be, Oe See: 
agg eo ie 2 Cee eS : Me a Se toa Tule | : . BS: tie w 7) sb % 
ea Eyal aa 22 Se mS re BE 4:25 aaa > ae ; — ; higee, “em ; 5 Rig! ae : 
or i ieee as ee 3 eS pe ae oe ht ieee. i : ee ee : nae i iy e : ty 
aes i, ie San oe ioe a ee vente i M2 en ae -- « Het ta i o ait Aah, es (ier a : 
ee Saunas > ete cen ee. re Sek oa NR Ae bake he ee : Segall 2 aan Re a ais i 10 be ae th tes 
it b= Tur ee ae 2) Boe “gee tes, ee 2 a eae > é ee ie a ig oe as aati A ie 
aes oe) a Te ae eae 2 heel Seo Ea fe | Se ee inte oe ‘i gle a, “ee a me ee Fy ee Boag bs. i has x 
| ce Pathe Bis aise ae ey a Cs a ei. . Rie is a = ag ee Ake =a a es ag bie Sn, eae ae ag e Tee "a oe 
he es 0 a Peay aa ee \ ee ee ‘ae 2 ae gr 1 a 6 ed ee ‘ 
bees Spade feat ; —— ss lt“‘(“CSC*S a: -. ae a : it. ed °c ca te ogni : igs 
ata ie eee Rear eet ale a 2 ae PE Mae ee 3 ) sg ger red tae ee eee ig ast [1 Fee : ‘ 
‘> oes se. ae ee a ee Soa) *~ 
gen | Same St ie a a Ske Yr ete = ea it Pants eee ieee Fa sen i S 
Sa a: er ee é ai Rh ag a : a ‘ a ba aes se ae Paes) ago: kes i sf 
Pi ee a3 os eo aan : es eh el See KS 
ee eae tt oe a ; _ la gee: ae i ei, ide. Pais a . + 
a’ Pe oo : i oe: | ie ay a : ‘ 
ee ks ake Lilt clea woe ae va ae oe at, os oa 
a Sp Man aie a oR cated Re ea Sia — eal jae, ceeny me 
) a a Sa arars e fae SoM tT ay ates roe rae: cat i io eRe “i : 
ne aa i : ee Lie ig eee a er eres. ty es, ey o 
cr 24 » = eee $e ats i = > “ gee 2 Sepa A : Tele eee othe a ae i J 
Soe oe eke : SiC eae 1 eee 2a ee ee ae mei. Later,’ CI hy. * ; 
ey ene a pat oM " 1 fe) ee ai ama i ao fo eS sage te. a he 
SS a) (eer art 1g e ig a RM i> aes ae oo Vis es ee f : : A % 
ae + TS eas Tian oe ge ea ee to le aaa Ate Pens i ed ~ - ca R44 = 
a * Thay et ae i 3 4 mee ni unt a T ah cee poe: SO ie 7 is x i ph: a “ Aad at 
ao ada ey athe ; ‘i a oe Be aes ce i ya is Jog Ba ah aie i Be : 
Ps. oy he be a 4a a ppent ge ges cia av te Ep te ete i om Pe eg ad 7 
& Be ba + .- Coa ‘ he aes Bars CO ie ta eee a te ey pias: ng ‘ : 
See 2 — ee anak ; ee pe ee Eee = Aas aes ee any <i qe 
i ae ee ae ; ce (So al. ‘co ae > ae Bee ve ae 8 a ae Sts eae aS 4 “ mae 3 
Rie ee OSes 5 ae ea Be ae aU hae ae vf erates t I ag Fee Sik hack Sie of F 
ee ima ae ve Bs ee Bo . es Pe coe je megane al wee, ee ee Weis as | ; 
et 7 ee : are gio oe * eee ee! aoe ris | Se ee ae, ee i. =¥ 
ees ae a aad a. 6 Oa ge es ee oe ae ae ae 2 pie i ea ‘ 
Bae th Mir A ok ee Ee asin | 4 ae eg ig Sara ek ae hs be 
eS rae Tae Bs si Beto es Bae ae -, sh — ee 13 ‘ 4 ae ee : alg: ee a os . r ay . 
ea Arey: he By oie eye oo Ps oy 5a: noc eee ees | i 7 ; ey 
Be og eS 7S, (a ie, ae ie cen: ee eee $ e S 
ete ke eee ah < ad Br. Ra oe eres 8 oe = ay ~ 
J ree a ee Sos 2 a a SF eee a be. oa a . 
i ee ok mbt en he a, Rasaer: one ee oo ere A ee ten ole Pe : ak 
re Be hed se ata 1 RS ia es so ie ee 7 ue on a ea &- te ° ® ” . 
Bi ERM OT kates eae Ce oa Ses, Bee ie ia ; ee ea aps ’ ; x ae 
Si ec ae S ed iS aera. Oe: <i ee aes 5 - 
eS (ey ae eA eas ? oe Pa oan eer ae : Ny Pie et ae i ee ia 
en Bie aot % ae a es A ae Pe, aes ec, iy + oe 
A ba Dae ee 3 eee RB 3 Prine Saye: iat ye betas Mea je oP gee ee me . oa a . 
co. S eare Bart Se ies ko Dy 3 es) ea pi, cade eee Sots Bs sy, Mig > " 
ae *: erg Cele Sette oe Sea ee Se ae ee. ge le es F's 6a oi A. 
oo St Aa Bees Be P! paearee ea: ee Sua $e ae ; 
a ao ey: caer a at. Se a ae , ac 
2 ae Se ees «eae yee = “Oe, “ag 1 i 4 ‘ ree sce sake ae 
Sa 3 Ses See ooo eee : ca: eee ae a = ob: ¢ ‘ 
a. aa Sines Oe sro ae. . . ry A * ee 2 ie aes Soe asia — 4 A ‘ 
: Be ie ee ey a aa Romane: oe or a Ta dieaas _ Figs Cae ae « oan > 7 = 7 art 
ey _ Poe: 20, eee, hake ee _ 2 OR ce i eee Saree a Berg > aa 0 a ie oe : 
a 1, ret we: oy Ge (25 =e aa ae ae a ene «ees fies iii 2 Lea aa is ae : 4 a2 . ae meee , "aS s : 
oe ae oo ae . oe a ae ete Pie Pe ay ee a is 3 “a 
Bue os RA eg Soom Sree re ae sie og Sage. 2 5 ENEMAS Wer eae ie ; Big ee a a far SRNR ew? eee S30. P Mews ~ 7 
a ~ eee ee ae ae ; = Lo os es ro AN a caer. 2 Ss eat as SS aia AS eater - es are SS te ame we 5 PUES. - 
pec , ae ee ee coe te. Sos ae a Bt a ae erie a ee ath eee aie ae SS Agha Ss ae Ye “- ost See P PP 
re ae ame ao eee. ee a ; ee hae aa ae ee eee ee me 1 2, 7 sila a ee ee: STF &} 
= (are ae Mc ped bee “ae Bales sy ae wan ns pe te = ee Phe rye Naame: be ea ee vid een Fige eg te Ae a 
ci Se oy to ——- a oy ee : eee i gn: 
ee a ose ey ole ye ; es RE  e  rega {es i mam: ma i. - 0  Sotoer Mee ate ys ; 
‘ i is = ate mh a a ot ade 4 eT: ey Bers | “et = Rg es Ata ae ae i ae Ce a 3 Bie 2 ee ce ee Le Se pag ae ee 
Ne tad ORES a ea a ae mae 5 > tee j eager, E es an a ie pe eh ag i 
— aoa i ae a a 7 
ae! er ee ag ig ee a 2 ee ee (ee a: a ae a) ote ey Lad S . 
ae ea ye “eas ae aes: Ve mer dl eel ieead Be Cae Bi 
hae ee ae. Ne tte Fo io = “ 
; » Res aN ai ace ‘ - 2 32 a ? a 
i 4 y nee “ . ok eee = F . : 
tats. >< ee : , he 
« ; : ee: ee at 
fe ee. . eee : : 25 
ae Sigs ER ee é J x sai 
ae.) eS ew! 
eae ie : el ae =i pear 
A” po Sen tA ee 


Advertisers aiming to establish a 
strong new product personality are 


HENRY J. MUESSEN, President and Chairman of the Board 


of Piel Bros., puts it this way: ‘‘There’s no doubt that Bert and 
Harry sold themseives. However, without Spot's flexibility and 
great cumulative audiences, they never would have made the 
grade so fast. They are established 
salesmen and stars in their own 
right, thanks to Y&R and Spot 
Radio and Television.” 


SPOT SALES 


‘Macdonald. Wilson Join Grant 
Grant Advertising has appoint- 
ed Jack Macdonald an account ex- 
ecutive in its Chicago office. Mr. 


*| Macdonald, who will concentrate 
on package goods, has conducted | 


a marketing and sales promotion 
consulting service in Madison, 
Wis., for meat packers for the past 
three years. Prior to that, he was 
advertising manager of Oscar 
Mayer & Co. Grant also has ap- 


: |pointed A. Chesley Wilson public 
| relations director of its Miami of- 


fice. Mr. Wilson, formerly with 
Carl Byoir & Associates and pr 
head of several other organiza- 


‘| tions, will head an expanded pr 


department. 


| Ceribelli Starts Drive 


Ceribelli & Co., New York, has 
| started an extensive campaign for 
Brioschi anti-acid. Radio, plus sub- 
| Way and transportation cards, are 
being used in New York and sev- 
eral other major markets. Mac- 
Manus, John & Adams is the agen- 
cy. 
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On the International Scene... 


By Milton Moskowitz 
International Editor 

New York, Oct. 31—The need 
for tight control over cooperative 
advertising in the international 
field was emphasized by speakers 
at the October meeting of the In- 
ternational Advertising Assn. 

Joseph F. Campisi, director of 
export sales for Bulova Watch Co., 
warned that without this strong 
home office control, a distributor 
might “fritter away your allow- 
ance” or even use it to promote a 
competing brand that he happens 
to handle. 

Mr. Campisi said Bulova makes 
its distributors earn their allow- 
ances. Tearsheets of ads or in- 
voices must be produced. He noted 
that at home, Bulova avoids co-op 
“like the plague,” but conditions 
in the international field left it no 
alternative. 
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The Salt Lake 
Intermountain Market 


where new industries are coming 
in at the rate of $5 million per month, 
has 1% million prosperous prospects for 


consumer goods. One phase of industry alone... 


manufacturing . . . adds $12,385,600 a month in payrolls 

to the booming economy of the four-state market. Business 
can CASH in on this bonanza and REGISTER sales gains by 
RINGING up the nearest Moloney, Regan & Schmitt 
representative. Order the combined selling power of 

Salt Lake’s two great metropolitan dailies . . . the only 


media that does a complete job. 


Youn prorpects ane best in the Growing West! 
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» DESERET NEWS wo 
Balt Lake Telegram (EVENING) 


| Che Salt Lake Tribune 


(MORNING & SUNDAY) 
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COLOR IM HEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropoliton Sunday Newspapers 


Control Your Co-op, Admen Advise 


These thoughts were reinforced 
by Oscar S. Cornejo, export ad- 
vertising manager of Worthington 
Corp. Mr. Cornejo said it is neces- 
sary to be firm with distributors 
or else you will find them wanting 
to run the bulk of their ads in me- 
dia owned by relatives. 


® Mr. Cornejo reported that 
Worthington sends a co-op form 
to all distributors before the sales 
year starts. This form, which is 
returned to Worthington, commits 
each distributor to a specific pro- 
gram. 

In cases where the distributor 
|prepares his own ads, instead of 
|using the ones supplied by Worth- 
|ington’s agency, Gotham-Vladimir 
Advertising, these ads must be 
forwarded to Mr. Cornejo for ap- 
proval. 


* * © 

Reach, Yates & Mattoon, New 
York, has been appointed to han- 
dle advertising for the U.S. World 
Trade Fair, which will be held 
in the New York Coliseum next 
spring (April 14-27). Some $250,- 
000 will be spent to promote the 
fair, which is being billed as the 
“first counterpart” of the huge 
fairs held in Europe. More than 
40 nations will be represented and 
the fair expects to attract some 
100,000 buyers. 

* ” e 

American television film pack- 
agers continue to rack up sales 
overseas. Television Programs of 
America announces that a Spanish- 
|language version of “Lassie” will 
|begin running in Mexico, Cuba, 
|Puerto Rico, Colombia, Venezuela, 
El Salvador and Guatemala early 
next year. The sponsor is the 
Kellogg Co., through J. Walter 
Thompson Co. 

ABC Film Syndication reports 
its first sale in Japan. “Passport to 
Danger,” starring Cesar Romero, 
will debut Dec. 1 on OTV, Osaka, 
and CBC-TV, Nagoya. ABC has 
isold “Passport to Danger” and 
|“Racket Squad” to CMQ, Havana. 
Both shows have been dubbed in 
Spanish. 

+ * * 

Carl D. Rabsey, formerly Far 
East manager of Army Times in 
Tokyo, has been assigned to the 
publication’s New York office as 
a specialist in export advertising 
sales. . . Edward Kiel, formerly 
with Leo Burnett Co., has joined 
the midwestern advertising staff of 
Vision. 

o e e 

Whitbey-Rehbock Advertising, 
New York, is arranging affiliations 
| with agencies in other countries. 
‘Its first overseas correspondent is 
|Publicite Vanypeco, Brussels, one 
‘of the largest agencies in Bel- 
gium...The Chicago office of 
|Gotham-Vladimir Advertising has 
|'moved to new and larger quarters 
‘at 1 N. La Salle St. and at the 
‘same time the staff has been ex- 
‘panded. 


_BBDO Boosts Head, Starkey 

| Batten, Barton, Durstine & Os- 
born, New York, has appointed 
‘Ralph E. Head, formerly a mer- 
'chandising executive and super- 
visor on several accounts, director 
of marketing and merchandising. 
He succeeds Lyle J. Purcell, who 
resigned to become exec vp of 
S-M News Inc. W. H. (Monte) 
Starkey has been named senior 
account executive for Rexall Drug 
Co. in BBDO’s Los Angeles office. 
Mr. Starkey has been with the 
‘agency eight years, most recently 
jas an account executive for Rev- 
lon in the New York office. 


Old Town Boosts Hahn 

Herbert Hahn, assistant adver- 
tising manager of Old Town Corp., 
New York, maker of duplicating 
supplies, has been named advertis- 
ing manager of the company. 
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A More Chain Grocery Advertising — 


BUILT THIS 64-YEAR 
SUCCESS STORY 


| «IN CHICAGO — 


4 ADVERTISING RAN 


"50 


National Advertisers: | 
cet THE SAME OVERNIGHT RESULTS ror your propucts! 


Up-up-up! Fast-growing Del Farm Foods, started in 1950, 
today draws a big share of Chicago’s food shoppers into its nine 
big-volume supermarkets. Since opening day, Del Farm has 
placed 86% of its advertising in the evening Chicago American 
—a solidly successful advertising pattern for bringing in tomor- 
row’s business. Not alone Del Farm, but Chicago’s retail grocers 
as a group, predominantly use (3 to 1) evening newspaper adver- 


tising for overnight results that pays off in sales tomorrow. 
What about your product advertising? Why not follow the 
pattern of these successful chains, the volume retailers of your 
merchandise! Give them a greater incentive for tie-in adver- 
tising! Use the most economical means to get a greater share- 


of-market sales for products already in distribution; the fastest — 


way to introduce a new product. 


LOOK how the Chicago American gives your advertising EXTRA Pay-Off! 


A Big, Concentrated Evening Circulation— 


More than 500,000 daily among the money-to- 
spend families in the Chicago trading area. 


A Largest Evening Home-Delivered Circulation— 


44.4% home-delivered in Chicago and suburbs. 
Your advertising meets up with the family buy- 


Double the food chain linage of the morning 
newspaper —five times that of the all-day news- 
paper. Shoppers of every chain see your product 
advertising. 


ing team. 


Food News That Readers Like— 


Thousands of letters to popular food editor, Mary 
Martensen, reveal faith and acceptance of her 
how-to-cook-it food news. 


A Your Kind of Marketing Assistance — 


Trained field men work under your direction; 
make personal calls on key and volume buyers, 
chains, jobbers, big independents to stimulate 
buyer interest and create market timing for your 
advertising program. 


CHICAGG= ci AMERICAN 


Represented Nationally by HEARST ADVERTISING SERVICE INC. 
Offices in 15 Principal Cities 


S49 DURING THE FIRST 
6 MONTHS DEL FARM 


EXCLUS!VELY IN THE 
CHICAGO AMERICAN 
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‘Plant’ Business 
in Pennsylvania, 
Say State’s Ads 


HarrissurG, Pa., Oct. 30—The 
Commonwealth of Pennsylvania is 
making a $200,000 pitch for new 
industry in 17 newspapers and 
magazines. 

The state’s secretary of com- 
merce, William R. Davlin, who is 
engineering the bid for new busi- 
ness, said ads will be placed be- 
tween now and next May 30 in an 
intensive industry hunt. 

Kastor, Farrell, Chesley and 
Clifford, New York, is the agency. 
Lloyd Whitebrook is the account 
executive. 

Objective of the “advertise for 
new business” campaign is to 
shore up the economy of Pennsyl- 
vania, which is following the 
downward trend of the New Eng- 
land states—so far as manufactur- 
ing is concerned—as more and 
more plants are lured away to the 
South with promises of cheap la- 
bor, low taxes and local financial 
help. 

Gov. George M. Leader wants to 
challenge the southern states and 
to offer aid to new industry in 
Pennsylvania, especially if the 
manufacturers will move into the 
“distressed” areas, where jobs are 
scarce because of the lagging coal 
mining industry. 


= Gov. Leader, a Democrat, asked 
for $20,000,000 from the 1955-56 
legislature for a redevelopment 
authority. The measure was finally 
compromised at $5,000,000, and a 
plan was set up whereby the state 
would work in conjunction with 
local development groups and local 
financial interests in each case of 
aid to new or expanding industry. 

To get the message across, a na- 
tional advertising campaign was 
judged necessary. The legislature 
balked for a time, but it finally 
came through with $200,000 for 
advertising in the current fiscal 
period. 

When Gov. Leader ran for gov- 
ernor two years ago, the television 
phase of his campaign was directed 
by Lloyd Whitebrook. When Mr. 
Leader needed professional adver- 
tising advice again, he called in 
Mr. Whitebrook to aid with the 
industria] development program. 
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HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 
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Barney Kingston Merchandising Director 
Den't be feoled by the “outlet map” on 
your wall! It's one thing te put your 
product in stores—it's quite anot te 
move it. 

If your product or service lends Meolf 
te personal selling—whether in a heme, 
ofice, store, institution, service station, 
ete.—it will pay you to investigate the 
booming §9'4 billion DIRECT LLING 
FIELD. Manufacturers and agency execn- 
tives often am to learn hew easy and 
inexpensive it is to move merchandise 
through medern direct selling—ia ALL 
canton of the 0 cases and te the gue 
imees of Canada. 

Let us analyze your product or service 
wihtheut obligation on your part. If your 
preduct has potential in our field, we sub- 
mit 34-yeer sales-tested plan for considera- 
tien; sample plan starts 50 new companies 
every menth .. . many of which now de 
from $250,000 to more than $124 million 


ann y. 
Send factual data to our Merchandising 
Kingston, 


Pennsylvania promotional copy 
is now being placed in the Wall 
Street Journal, New York Times, 
Journal of Commerce, Detroit Free 
Press, Chicago Tribune, Cleveland 
Plain Dealer, Milwaukee Journal, 
St. Louis Post-Dispatch, Los An- 
geles Times, Dayton Sunday News, 
Columbus Dispatch and the Cin- 
cinnati Enquirer. 


® Magazines on the Pennsylvania 
schedule are Business Week, U.S. 
News & World Report, Nation’s 


Business, American Banker and 
Concrete Producte. 

The ads have been running for 
more than a month, and Mr. Dav- 
lin said the response has been 
“staggering.” But he declared no 
industrial development expert 
would ever disclose the number of 
individual replies to an ad of this 
type. That, he said, would be “not 
realistic.” 

Four different ads are used at 
present. Subsequent ads will con- 
tinue to highlight “100% financ- 
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ing,” “plant location services” and 
statements by companies locating 
or expanding in Pennsylvania. 


Kane Adds Diana Stores 

Diana Stores Corp., New York 
women’s apparel chain, has ap- 
pointed Lawrence Kane Inc., New 
York, to handle its advertising. | 
The company formerly placed ads | 
direct. A newspaper campaign of 
half pages will run regularly dur- | 
ing the next six months as a fash- 
ion series, carrying out the Pec 


“Diana Shops . . . where it costs 
less to dress your best.” 


Guenther, Brown Adds One 

Guenther, Brown, Berne, Calkin 
& Withenbury, Cincinnati, has 
been appointed to handle advertis- 
ing and public relations for Meier’s 
Wine Cellars, Silverton, O., wines, 
grape juices, champagnes and 
vermouth. A new and enlarged 
national campaign is _ planned. 
Perry-Brown, Cincinnati, is the 
former agency. 


ALLEN BAUTZER 
KYW-TV, Cleveland 


ROY SCHWARTZ 
w8Z+WBZA 
Boston- Springfield 


WANT SOME 


a 
JUNE BUZZELLI 
KDKA, Pittsburgh 


ED WALLS 
KYW, KYW-TV, Cleveland 


JIM ALLEN 
W8BZ.-TV, Boston 


: DAVE LEWIS 
KOKA, KDKA-TV, Pittsburgh 


BILL RYAN 
KPIX, San Francisco 


HILDA WOEHRMEYER 
WOWO, Fort Wayne 


CHRIS CHRISTENSEN 
KEX, Portland, Oregon’ 


JANET BYERS 
KYW, Cleveland 
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Advertising Age, November 5, 1956 


Use of Comics to 
Backstop TV Is 
Urged by ‘Puck’ 


Cuicaco, Oct. 30—Television 
now needs print media support in 
the major multiple-station mar- 
kets. 

This is the thesis submitted by 
Puck—The Comic Weekly in a 
special presentation which is being 
shown to large national advertisers 


jand agencies placing heavy sched- 
ules in network tv. 

Sunday comics, which were hard 
hit by the advent of television, now 
are needed to supplement the cov- 
erage of tv in major markets, 
where multiple station service has 
reduced audiences well below the 
national average, according to The 
Comic Weekly analyses. 

It is pointed out that in top 
metropolitan markets where three 
or more stations are operating, 
even the best programs get only a 


fraction of the total audience. Thus 
they are unable to equal there the 
average for the coun'ry as a whole. 


s Hugh Davis, vp of The Comic 
Weekly, proposes Sunday comics 
as a high-coverage, high-reader- 
ship, low-cost medium which can 
effectively provide the added cov- 
erage in metropolitan markets 
needed by advertisers whose in- 
vestments are largely in network 
tv. 

The new presentation, backed by 


a considerable amount of new re- 
search material, has been shown 
to advertisers and agencies in New 
York and Chicago in the past two 
weeks. This week it is being put 
before groups in Minneapolis and 
Detroit. 


_MBS Names Whitmore 

| John D. Whitmore, former man- 
‘ager of the news department of 
| Mutual Broadcasting System, New 
| York, has returned to the network 
as executive producer. He will be, 


| ACTION ? 


CHICK KELLY 
WEC Assistant National 
Promotion Manager 


DAVE PARTRIDGE 
WBC Nationol 
Promotion Manager 


A big audience is only part of the battle—you want an audience 
that gets up off its money and buys. Which is where our Promo- 
tion Managers come in. Westinghouse Broadcasting’s Promotion 
Managers help build loyal audiences for WBC stations—audi- 
ences that believe what they hear because they believe in WBC. 

Tell you what—if you can’t get audience action from WBC 
top audience, top ratings, top talent, top programs, in top 
markets with top coverage—sparked by TOP PROMOTION 
—then, save your money, it can’t be had! 

But if thousands of big and small advertisers are any criterion, 
it can be had on WBC. So, if you’re looking for more audience 
action, call A. W. “Bink’”’ Dannenbaum, WBC Vice-President 
—Sales, at MUrray Hill 7-0808, New York. 


No Selling Campaign is complete without the WBC Stations 
WESTINGHOUSE BROADCASTING COMPANY, INC. 


Go0 


RADIO 
BOSTON—W8Z+WBZA 
PITTSBURGH— KOKA 
CLEVELAND—KYW 
FORT WAYNE—WOWO 
PORTLAND— KEX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. 
ALL OTHER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN, WOODWARD, INC 


Support the Ad Council Campaigns 


BOSTON—WBZ-TV 
PITTSBURGH—KDKA-TV 
CLEVELAND—KYW-TV 


TELEVISION 


FRANCISCO— KPIX 
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responsible for news and special 
events broadcasts and other pro- 
gramming activities, with his first 
major assignment elections cover- 
age for Mutual. Mr. Whitmore was 
most recently president and gen- 
eral manager of WGBB, Freeport, 
N.Y. 


Verby Heads Sales Promotion 

Victor H. Verby, formerly con- 
tract sales manager, has been ap- 
pointed to the new post of sales 
promotion manager of the Russell 

Erwin division, American Hard- 
ware Corp., New Britain, Conn. 
John R. Meagley, formerly export 
and special market sales supervis- 
or, succeeds Mr. Verby in his for- 
mer position. Stuart G. Force re- 
places Mr. Meagley. 


S&S Products Names Central 

Central Advertising Agency, 
Lima, O., has been appointed to 
handle advertising for S&S Prod- 
ucts, also of Lima, manufacturer of 
QuiKold beverage coolers, milk 
coolers and pre-mix soft drink dis- 
pensers. 


YOU'LL SIGH WITH 


RELIEF . . . whenever you 
turn a photoengraving job 
over to Laurence. For you'll 
know your job will get extra 
care from extra skillful 
people, who will make sure 
your job is done right and 
on time. 


CHICAGO 


Are you receiving your free copies of 
“Laurence’s Guide for Photoengraving 
Buyers”? if not, write or phone today. 
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is the word for the Newsweek reader... 


n ae 


>Kcom-mu’ni-ca‘tive, adj. Inclined to impart or 


communicate information, ideas, etc. 


O ARE THE PEOPLE you yourself listen 

to, whose opinion you value? In your 

company, in your neighborhood, over lunch 
and in the locker room? 


Probably they differ in many ways. But there’s 
one particular trait they share. 


They are communicative people, the ones whose 
soundness of opinion and grasp of world affairs 
command respect. People who inspire agree- 
ment—and action—in others. 

Among the million and more families who now 
read Newsweek, you will find exceptional con- 


centration of communicative people, and for an 
excellent reason. 


Newsweek itself is an exceptionally communi- 
cative magazine. Its top objective is to inter- 
pret, with utmost clarity and accuracy, the 
significance of all news of general importance 
and interest. 


America’s most communicative community, 
the advertising field, has recognized all this in 
many significant ways. For three years straight 
since 1953, Newsweek moved up among all 
magazines from ninth to eighth to seventh place 
in number of advertising pages. And so far this 
year, Newsweek is holding sixth position. 


“Mr. Carey’s view is...” 
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Southern Split Run cific Ltd., packer of Seven Seas|J. F. O’Brien, formerly manager ; Richard Elliott and Raymond Ruf- tive Assn., whose advertising also 
brand of spices, herbs, and sea-| of the commercial electronic prod- | fio, formerly on the merchandis- is handled by Barlow. 


sonings. ucts, theater and sound products | ing staff, have been named to the 
Offered Advertisers department, has been named man- | New York sales startf. Penick Appoints Stevens 


by Curtis Publishing ACA Boosts Three ager of RCA’s northeastern region. Penick & Ford, New York, has 
Cloverdale Names Barlow appointed Herbert N. Stevens as 


Pum. ey th Edwin C. Tracy, formerly sales , 

revenge tee: is south- | manager of the broadcast and tele-| ‘Look’ Promotes Eight Barlow Advertising Agency, Sy-| product manager for packaged 
ern states “split run” is now be=| vision equipment department of| Six members of the sales staff|/racuse, has been appointed to! grocery items. Formerly vp of the 
ing made available to advertisers | Rgio Corp. of America, has been|of Look, New York, have been| handle advertising for Cloverdale | Atlantic Coast Fisheries Co., Mr. 
in The Saturday Evening Post,| a 5ointed manager of that depart-|named to the new post of group | Farms Co., Binghamton, and six|Stevens was with General Foods 
Ladies’ Home Journal and Holi-| ment. He succeeds A. R. Hopkins, | supervisor. They are Standish K.| affiliates, all of which process and|for 18 years. Penick & Ford has 
day, in addiiton to the recently|/ 4 has been named to the new Bachman, Harold W. Cook, Allen distribute dairy products. The sev- | also named R. S. Johnston as gen- 
oe ge ngg four split runs (AA,| post of manager, RCA commercial | de Castro Jr., Howard Mace, Harry | en companies are now divisions of | eral sales manager of the grocery 

whe at combination permits en ‘electronic marketing department. T. Morris and William Rosen.|the Dairymen’s League Coopera- | products department. 

advertiser to run one ad in 14) 


southern states and another in the 
remainder of the magazines’ cir-| 
culation. 

@ The southern split run is being 


made available in two issues of 
the Post remaining in 1956 and 13 
in 1957; in the December issue of 
the Journal, and in six issues in | 
1957; and in six 1957 issues of 
Holiday. 

Another new split run was an- 
nounced for the Post only. This is 
a combination of northeastern and 
southern states. It is being made ee \ 
available in 13 issues of the Post 8 
next year. The premiums for this 
run are: $1,800 for four-color page; 
$1,000 for two colors, and $600 for 
b&w. 

Premiums to cover the additional 
costs for handling the southern ’ 
split run are: Post and Journal, 
$1,800 for a four-color page, and _ 
$600 for b&w; Holiday, $800 and ae i 
$400 respectively. 4 \ H 

; 


RCA, Birds Eye Join 
in Coloring Contest 
The Victor Television division of 
Radio Corp. of America is joining 
with the Birds Eye division of 
General Foods Corp. in a national 
Color the Kids contest promotion. 
Prizes in the contest, which runs 
to Dec. 31, will be 100 color tv sets x 
and 50 Personal tv sets. Promotion 3 
will be through color pages in 7 j 
Everywoman’s, Family Circle, Life, 
The Saturday Evening Post and 
TV Guide, as well as network tv 
and radio, and cooperative tv, ra- 
dio and newspaper advertising. 
The contest centers around an 
entry blank showing the Birds Eye 
Kids in b&w on a tv screen. En- ik , 
trants are to color the kids with ft 
crayons and complete in 25 words \ y) 
or less: “If I were bliying a tele- \ 

i vision set I would buy the RCA 
Victor compatible color tv because 
...” and submit the entry with a 
Birds Eye label or can top or have 
the entry starnped by an RCA Vic- 
tor dealer. 


Knollin Adds Spice Company 
Knollin Advertising Agency, San 

Francisco, has been appointed to 

handle advertising for Roberts Pa- 
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B Amazing, the thousands of articles 
bought for American communities by 
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NORTHEAST Thorofare Markets, Inc Weis Markets, Inc. Handy Andy Community Stores. Shoprite Foods, Inc. 
J. E. Kelley Pood Stores Western Grocers Inc. Webb's City 
almeee, | ane. a King Kullen Groc. Co. Henke & Pillot, Inc. White Stores, Inc. 
aver Cas arke b: ., Ltd. 
Loblaw Grocetarias Co., Ltd SOUTHERN Hill Grocery Co. Wyatt Food Stores 


By Rite Markets, Inc. Loblaw, Inc. H. G. Hill Stores 
Daitch-Shopwell, Inc. Market Basket Stores B & B Cash Grocery Stores Hom-Ond Food Stores 
Elm Farm Foods Co. Popular Markets, Inc. E. Biel Grocery Co. Home Owned Black & White CENTRAL 
Food Fair Stores, Inc. Riverside Markets Brookshire’s Food Stores Stores, Inc. Albers S 
Pulton Markets Schaffer Stores Co. Checker Front Stores, Inc Liberty Cash Grocers Sone ppee Machete 
D. Genetti’s Sons, Inc Star Markets Colonial Stores, Inc. McCartt Super Markets Daniel Grocer Co 
wm C. r: ° P P & Associates Giant Eagle Supermarkets Steinberg’s, Ltd. Davis & Humphries, Inc. Parker's Food Stores J. S. Dillon & Sons Stores, Inc. 
oe } Nes . t 36, Nt i Giant Food Shopping Centers Stop & Shop. Inc Deichamps, Inc. Piggly Wiggly Charleston Eberhard Foods. Inc. 
1475 codway. ew Yor Giant Markets Super-Valu Stores Food Mart, Inc. Publix Super Markets, Inc. Eagle United, Inc 


CT . ato fee lv hve he he 


Rant 9 7556 Gristede Brothers, Inc. United Public Markets, Inc. Autry Greer & Sons Setzer’s Super Markets Economy Food Centers, Inc. 
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Advertising Age, November 5, 1956 


White Adds Beer Importer 

White Advertising Agency, Los 
Angeles, has been appointed to 
handle advertising for V. A. Barry 
Co., Los Angeles importer of beers | 
and ales. Among the imported 
beers are San Miguel from the 
Philippines, Primo from Hawaii, 
Oyster Stout from the Isle of Man 
and Pilsner Urquell from Czecho- 
slovakia. An “extensive advertis- 
ing and publicity campaign” is 


being planned for 1957, according 


Advertising as a Per Cent of Sales 


Reprints of the ApvertisInc AcE-University of Illinois study 
of the percentage of sales devoted to advertising »y 2,325 com- 
panies are available from the Library, ADVERTISING AcE, 200 E. 
Illinois St., Chicago 11, Ill., at $1 each. Please send check with 
order. 

The study gives figures for the year 1954 for 70 different busi- 
ness categories, and is the largest and most comprehensive anal- 
ysis of advertising as a percentage of sales which has been made 
since the report by the Federal Trade Commission more than 15 
years ago. 


to the agency. 


WRCA-TV Offers Color Cut 

WRCA-TV, New York, is offer- 
ing advertisers 20-second station 
breaks in color for the same price 
as a b&w 20-second film break. In- 
cluded are the services of a special 
staging and designing production 
unit, at no extra charge. Aimed at 
making color tv available to all 
sponsors regardless of budget “at 
practically any time of the day,” 
the free offer encompasses 16 spots 
between 11 a.m. and 11:45 p.m., 
Monday through Friday. 


advertisement 
consumer magazine history 


---and if’s in EVERYWOMAN’S 


the merchandising magazine = November Issue 


Here’s what we call TOTAL advertising: 


In November, Everywoman’s will launch its 
part of Kaiser Aluminum’s multi-million dol- 
lar promotion for Kaiser Foil. 


The BIG gun will be the exclusive 24-page cook 
book in Everywoman’s “Cook with Ease — 
Cook to Please — with Kaiser Broiler Foil.” 
Kaiser Aluminum, its advertising agency and 
one of America’s leading home-economists 
have collaborated to produce a 24-page cook 
book, full of new and exciting ideas for the use 
of foil in cooking . . . with emphasis on service. 


Next, the chains that distribute Everywoman’s 
are planning giant in-store promotions featur- 
ing displays for this high-volume, high profit 


item using floor displays, easel cards, shelf 
talkers, produce posters, meat department 
posters and other display materials supplied 
by Everywoman’s. 


Mass displays will be built in high traffic areas 
to attract attention to Kaiser Foil. Cross de- 
partment displays will feature foil. 


And there’s a double dividend. 


Everywoman’s chains will receive newspaper 
mats to help them promote Kaiser’s Foil in 
their own retail advertising. 


This is what we call TOTAL advertising... a 
new idea from Everywoman’s, 16 East 40th 
Street, New York City. 


Grant Plans ‘57 Push 
Foster Grant Co., Leominster, 
Mass., which claims to be the 


sunglasses, has budgeted $300,000 
to promote its Fosta-Grantly sun- 
glasses during 1957. Television 
spots in 40 markets plus a sched- 
ule in Life starting in May will be 
used. Telecasts will begin in April 
in the West and Southwest. In 
May, June and July, the tv sched- 
ule will be expanded to include 
the East, Midwest, South and 
Northwest. A total of 22 pages is 


the agency. 
Voice-Throwing Cempaign 


An instructional booklet on 
“How to Throw Your Voice” by 


this fall and winter. The leaflet is 


markers and store flyers. McCann- 
Erickson, New York, is the agency. 


Reach the trade 
that serves the 


Through this 
industry’s 
EXCLUSIVE and ONLY 
TRADE PAPER 


THE BOATING 
INDUSTRY 


Reaches ALL the trade... 
and ONLY the trade! 


Over 15,000 selected circulation 


Builders, Yard and Marine Operator 


their salesmen. 
(All the boating industry) 


Published 8 Times a Yee 
June 15 - Aug. 15° Oct. 15 - Nov. I 


JAN. 15, 1957 


FINAL ADVERTISING FORMS 
JANUARY SHOW ISSUE 


world’s largest manufacturer of § 


also being scheduled in trade mag- § 
azines. Fairfax Inc., New York, is f 


being promoted on “The Lone ® 
Ranger” (CBS-TV) and by shelf § 


Jimmy Nelson is being packaged Ie 
in all size packages of Nestle’s | 
Quik, the instant chocolate flavor, | 


<s 


Marine Dealers, Distributors, Jobber i 


Navai Architects, Manufacturers on il 


Jan. 15+March 15° April 15-May ia 


New York-Chicago Boat Show Iss. fm 


— gefs results in the fastest-growing chains 


GRAND TOTAL FOR 105 
CHAINS DISTRIBUTING 

: EVERYWOMAN’S 4,632 STORES 
(National Tea Co., Colonial 
Stores, etc. are listed as one 
chain each, regardless of number 


Ralphs Grocery Co. 
Sage’s Complete Markets 
Shopping Bag Food Stores 
Sigman Food Stores 
Stater Brothers Markets 
Stop-N-Shop Markets 
Tradewell Stores, Inc. 


Alexander's Markets 

Alpha Beta Food Markets 

A. J. Bayless Markets, Inc. 
Fitzsimmons’ Thriftimart Stores 
Food Basket 


Plumb’s Super Markets 
Rogers Markets, Inc. 

Save Way Super Markets. Inc. 
Stop & Shop, Inc. 

Thriftway Stores, Inc. 

United Food Markets 


Eisner Grocery Co. 
” Evans Grocery Co. 
Fisher Brothers Co. 
The Fleming Co. 
Foodtown Super Markets, Inc. 
E. W. Fulmer Co. 


John C. Groub Co. Wrigley’s Stores, Inc. ; 
Hamady Brothers, Inc. Hyde & Vredenburg, Inc. Hagstrom’s Food Stores Von's Grocery Co. or locations of division or branch 
Hinky Dinky Food Stores. Inc. Mamme!l's Inc. Lucky Stores, Inc. D. D. Williams Piggly Wiggly offees.) 
Liberal Markets T & A Saveway a Inc. eae _— Stores 

. W. Martin Co. Standard-Humpty mpty r eyer, Inc. ae 
4 ‘O. P. Skaggs Stores’ Pood Markets — 4 ee ae Grand Total — 105 Chain Headquarters 

d Stores, Inc. Wieboldt Stores nster Bros. (City r 

ee dee Purity Stores, Ltd. Operating 4,632 Stores! 


National Tea Company 


CLOSE DECEMBER 15th ae 


THE BOATING INDUSTRY 
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READER-RESPONSE 
ee - another good REt 


- Advertisers seeking sales to Southern farms 


< 


a 


PROOF? Yes...Plenty of it! 


No other farm magazine in the South can match these reader responses: 


HOUSE PLAN SALES 


Farm and Ranch families pur- 
chased 8,106 house plans in 
1955, and 5,138 house plan 
booklets—far more than from 
any other Southern farm 
magazine. 


DRESS PATTERN SALES 
Total sales in 1955: 


184,652 


An unchallenged record 


Most-quoted; most-reprinted 


Farm and Ranch is the most-read, 
most-quoted, most-reprinted, 
most-clipped, most-followed 
magazine ever to hit Southern 
mail boxes. No other Southern 
farm magazine gets as many 
reprints of its articles in trade 
papers and other magazines. 


TOP WOMAN’S EDITOR 


In a recent poll of all home 
demonstration agents in the 
South, Farm and Ranch’s Iris 
Davenport got 64.8% of the total 
vote on the question, “In your 
opinion, who is the outstanding 
farm magazine woman's editor 
in the South?” 


New business-of-farming editorial technique (offered tc 
things done on Southern farms. 55.6% took some rece e 
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SAN FRANCISCO 


McDonald-Thompson 


. 


LOS ANGELES 
McDonald-Thompson 


TENNESSEE 


More than 1,300,000 subscriber families in 15 Southern states. 


NEW YORK 
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Farm and Raneh 


Southern farmers only in Farm and Ranch) gets 
t action as a result of reading Farm and Ranch. 
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Why Stay Poor? Read Mead’s Book 
and Get Rich in TV Without Trying 


By Al Stephanides 


New York, Oct. 30—If you've 
never read Shepherd Mead’s “How 
to Succeed in Business Without 
Really Trying,” please return this 
copy of ADVERTISING AGE to the 
desk you swiped it from. 

We say this because AA is for 
the successful ad executive, and by 
now anyone who has read Mead’s 
book has had time to succeed, and 
those dull tools who didn’t read 
the book have been brushed aside. 

Now, you successful executives, 
pay attention. Mead has a new 
book out, “How to Get Rich in TV 
—Without Really Trying,” pub- 
lished by Simon & Schuster 
($2.95). We are happy to report 
that Mr. Mead is just as perverse 
and diabolical in this “how to” 
book as in the first. 


® Mr. Mead’s thesis is classically 
simple. People in tv make lots of 
money. If you want to make lots of 
money, get into tv. To get into tv it 
helps to have talent. “But if you 
have no talent or no special ability, 
if you are plain, stupid or even a 
little repulsive, you need not be 
discouraged. Some of the people 
who have become richest in tele- 
vision are people just like you,” 
Mr. Mead says. 

Mr. Mead’s educational tech- 
nique leans heavily on the case 
history. The book is replete with 
glowing stories of people who have 
skinned a shin on tv’s pot of gold. 
“The names are fictitious, yes, but 
the money is real,” he says. 

Each chapter covers some par- 
ticular job category in tv. Chapter 
headings are “Be an Announcer,” 
“Be a Cowboy,” “Be a Newsman,” 
“Be a TV Star,” “Join an Adver- 
tising Agency,” “Be a Showman,” 
“Be a Copy Chief,” “Be a Package 
Owner,” “Be a Promoter” and 
“Be a Script Writer.” 


@ There is the case history, for 
example, of Lillian, the Girl Next 
Door to Everybody, who started 
her career on tv as an announcer 
slicing cheese before the tv cam- 
era at $100 a week, graduated to 
opening refrigerator doors for $60,- 
000 a year (the money is real) 
and today has eight sponsors, non- 
competing. “She makes more mon- 
ey than the president of the refrig- 
erator company and the president 
of the lipstick company put togeth- 
er,”’ Mr. Mead points out. 

Larry Lariat was born Otto 


< 


GLOSSY PHOTOS 


Shultheimer Jr. in the Wild West 
town of Red Gulch, whose princi- 
pal industry was Mother Johnson’s 
Sage Brush Taffy. His father was 
Otto Shultheimer, the second best 
plumber in Red Gulch. Otto, how- 
ever, didn’t want to be a plumber 
like his dad. He wanted to ride the 
range. 

He went to a ranch outside of 
town where he became a social di- 
rector. In the evening he led the 
community sing by the campfire. 


Girls and ladies were mad about 
Larry, as he called himself by this 
time, and one, who owned a tv sta- 
tion in Pennsylvania, offered to 
put him on tv in a spot between 
“Kiddie Kapers” and “Cookery 
Time.” We’ll let you find out about 
Larry’s climb to success and money 
as a tv cowboy from the book. 
However, we will mention he is 
now making $657,000 a year. (The 
money, all money, is real!) 


s Mr. Mead devotes a lot of time 
to lauding the advertising agency 
business as the best and easiest 
way of making money (it’s real!) 
in tv. He precedes his basic advice 
on how to break in and succeed in 


the agency business with a little | 


|question and answer section de- 
scribing what an agency is and 
how it operates. Here are some 
sample questions and answers: 

“Q: Does an agency make less 
money if a [television] program 
fails? 

“A: The agency makes just as 
much money as long as the pro- 
gram stays on the air. If the pro- 
gram does badly enough the agency 
may lose the account—unless it 
can think up a good excuse. Peo- 
ple who think up these excuses are 
called account executives, and they 
are well paid indeed. . 

“Q: Do the heads of agencies 
make much money? 

“A: Yes, though not always as 
much as television announcers. Nor 
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will the agency head be as famous 
or as highly regarded by his chil- 
dren. But generally speaking he 
will have more caste along Madi- 
son Ave. And caste is not taxable, 
even at 25%.” 


# The most glamorous and excit- 
ing department in the agency is 
the television programming de- 
partment, Mr. Mead says. But he 
recommends the novice begin in 
the media department. 

“In the media department are 
the people who buy time on radio 
and television and space in pub- 
lications. Here you will find steady, 
dependable, scholarly men who 
spend their lives poring over cir- 
culation and rating figures. Join 


Best business location 
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them,” Mead exhorts. | cording gadgets attached to a sam- 
The rise from the media depart- pling of sets. They are always 
ment into the more lucrative accurate, and always a perfect way 
branches of agency work is/of proving a point. Keep this fact 
mapped out by Mr. Mead with the in mind: If you want to reverse 
same painstaking attention to de- | | your field and prove the opposite 
tail as he displayed in “How to) point, you can always quote an- 
Succeed in Business.” ‘other equally accurate source with 
an entirely different set of figures.” 
® In the process, Mr. Mead makes | 
many astute—and real—observa- = Once in the television program- 
tions. For example, on ratings: | ming department, the next step up 
“In the theater and in motion | is to become television copy chief. 
pictures, success is measured at the After that, Mr. Mead says, you will 
box office. In television it is meas- | want to start your own agency. 


ured in $ per M, or cost per thou- 


“This is easier than you think,” 


nies are corporately simple and 
have not yet discovered advertis- 
ing by committee. 

“Loyalty is important in adver- 
tising. Try if you can to select one 
of your own agency’s clients. Old 
friends are the best friends.” 


All-Newspaper Campaign 
Set for Fall by SeaPak 

SeaPak Corp., St. Simons Is- 
land, Ga., is promoting its flash- 
frozen seafoods this fall in an all- 
newspaper campaign. Frequent 
large-space insertions will run in 
28 major markets, beginning the 


shrimp in-a-jacket and raw frozen 
breaded fish sticks. A new prod- 
uct, butterfly-style shrimp, will 
be launched with a separate cam- 
paign in Salt Lake City and West 
Coast newspapers. 

On the institutional side, SeaPak 
has scheduled a series of page ads 
in American Restaurant, In-Plant 
Food Management, 


delphia, is the agency. 
Berman Joins Olian & Bronner 


Institutional | 
Feeding & Housing, Institutions | 
Magazine and Restaurant Manage- | 
ment. N. W. Ayer & Son, Phila-| 


sand. he writes. “Choose a maker of 

“These cost figures are obtained pills, beer, or bread, one who 
in many ways—by telephone sur- | spends a million or so a year on 
veys, door-to-door calls, and re- | advertising. Usually these compa- 


last week in October. The cam- 
paign will concentrate on recipe 
suggestions for three products: 
‘Qwik Cook shrimp, breaded /as tv director. 


Robert A. Berman, formerly tv! 
director of R. Jack Scott Inc., has | 
joined Olian & Bronner, Chicago, 


BUSY THOROUGHFARE ? 

Brother, WCBS Radio is just about 

the busiest “thoroughfare” in the 

world’s busiest city. In fact, listeners 
to WCBS consistently place more 

WCBS programs on the list of Top 

Ten local daytime participating 

shows than all the other New York 

network stations combined. 


WELL-TO-DO NEIGHBORHOOD ? 
The facts: families in metropolitan 
New York have an effective 

buying income of almost $29 billion 
yearly—11% of the nation’s total. 
And, in addition, more people in New 
York’s vast, fast-spending, keep-up- 
with-the-Joneses suburban area 

listen to WCBS Radio than to any 
other New York station.” 


TOP SALESPEOPLE ? 
Nationally-known local performers 
on WCBS (Jack Sterling, Jim Lowe, 
Martha Wright, Galen Drake, 

Lanny Ross, John Henry Faulk, 
Herman Hickman and Bill Leonard) 
carry your sales message far beyond 
studio confines—to local supermarkets, 
client sales meetings, high school 
dances—and everywhere they go, 
they're building bigger audiences, 
making new friends, more customers © 
for the products they advertise. 


SOUND INVESTMENT ? 

It sure is. Ask any of the satisfied 
advertisers who come back, year 
after year, to WCBS Radio, knowing 
that more New Yorkers tune in every 
week to WCBS than to any other 
station.” Get your product up for sale 
in the best business location in 

New York. For availabilities and 
details, call CBS Radio Spot Sales, 
or Buck Hurst, at PLaza 1-2345. 


WCBS RADIO 


New York + 50,000 watts + 880 ke 


*Pulse, CPA, December 1955 
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| Miles Laboratories Names 
Top Ames Co. Executives 
Miles Laboratories has made 
changes in top executive positions 
of its pharmaceutical subsidiary, 
Ames Co., Elkhart, Ind. Charles 
F. Miles has been elected chairman 
of the board and chief executive 
officer, George W. Orr Jr. has 
been named president, Edward L. 


C. F. Miles G. W. Orr Jr. 


Miles, vp for marketing, and 
Charles J. Kalt, advertising man- 
ager. 

Charles F. Miles joined the Ames 


|Co. in 1931 as a professional serv- 
lice representative. He served as 


vp from 1937 to 1947 when he was 
elected president. Mr. Orr joined 


|Ames in 1951 as vp in charge of 
jsales and was named exec vp in 


E. L. Miles 


C. J. Kalt 


1953. Edward L. Miles joined Ames 
in 1945 from the sales department 
of Miles Laboratories. He served 
as advertising manager from 1945 
until elected vp in charge of ad- 
vertising in 1951. Mr. Kalt joined 
Ames’ advertising department in 
1947 and was appointed assistant 
advertising manager in 1951. 


Two Join ‘Greenwich Life’ 

Ted Leon, formerly on the ad- 
vertising staff of the Daily News, 
Washington, has joined Greenwich 
Life, a newly-launched weekly 
newspaper in Greenwich, Conn., as 
advertising manager. Mrs. Evelyn 
Thompson, formerly on the adver- 
tising staff of Greenwich Time, a 
daily, has joined the weekly as 
classified advertising manager. 


In The Swim 


| Industrial traffic men 


are increasingly in~ 
fluential in the top 
circles of management. 
And so is their maga- 
zinel If you're selling 
freight transportation, 
materials handling 
equipment, packaging 
or industrial location, 
you can't afford to 
overlook this essential 
market. Get the facts! 


TRAEEIC 
WonrRnrD 


515 Madison Ave., l.Y. 
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MORNING 
50,891 
53,988 
56,491 
61,610 
63,587 
51288 
’ 
32% 


MORNING 
19,259 
19,717 
19,358 
24,481 
22,696 
8 
“Tat 

23% 


CIRCULATION 


March 31 A.B.C. Audit Reports — 1 Year Averages 


CITY ZONE 

EVENING COMBINED YEAR 
51,567 102,458 1950 
54.993 108.981 1951 
59.841 118,332 1952 
6266 124,229 1953 
64,213 127,800 1954 
a 
1956 

564) =| 20ST GAIN 
30% 1% Percent 

RETAIL ZONE 

YEAR 

3563 22822. 1950 
4141 23,858 1951 
1547 20.905 1952 
2129 «=—«23,610 1953 
2,605 25,301 1954 
se 7ha3 1950 
533 loss ~ 3,921 GAIN 
15% 11% Percent 


ST tora pai 


meee annem erence, 


EVENING COMBINED YEAR 
55,303 128,801 1950 
59,299 136,255 1951 
61,545 142,953 1952 
64,913 151,803 1953 
66,977 157,176 1954 
es ese 1858 
8 

5003 «| 36.483 GAIN 

21% 28% Percent 


ADVERTISING 
from Media Records 


QT ort vispiay 


BEACON 


EVENING 


49,779 
52,350 
54,631 
52,456 
55,226 
56,356 
56,778 
6,999 
14% 


EVENING 


31,211 
30,358 
26,501 
26,768 
26,326 
25,751 
25,296 
5,915 Loss 
19% 


EVENING 


105,239 
106,288 
103,508 
102,848 
106,061 
105,880 
103,023 
2,216 Loss 
2% Loss 


eee 


MORNING COMBINED YEAR EVENING 
10,474,663 9,716,985 20,191,648 § 1950 § 12,810,626 
12,575,565 10,043,526 22,619,091 B 1951 § 14,289,462 
14,255,462 11,425,792 25,681,254 § 1952 § 14,203,475 
15,542,423 12,393,183 27,935,606 § 1953 § 14,351,369 
Rohmer bed pee 

800,4 15,037,1 
929, ' 14,645,899 & GAIN ' 
839% 55% Percent 6% 
9 MONTHS 1956 

8,701,783 5,256,528 . 13,958,311 6,934,196 

es EAGLE LEAD 7,024,115 LINES —— 


EAGLE SHARE 66.8%: 


TTD eeTAIL DIsPLay 


MORNING EVENING COMBINED YEAR _—— 
4,693,472 3,612,132 «8,305,604 9 1950 p 7,618,677 
5.727.165 3,097,250 8,825,015 8 1951 8,125,255 
6571151  3,407.320 9.978471 81952 B 8.453.313 
7,032,034 3.781.355 10,813,389 81953 fF 8,430,367 
oe) tee peeie | ee 
128 

Teia,406 «=~ 905,501 © 5,504,907 BGAN & ~ 467,602 
98% 25% Percent 6% 

9 MONTHS 1956 
6,493,627 3,420,747 9,914,374 5,002,205 


—— EAGLE SHARE 66.5% 


EAGLE LEAD 4,912,169 LINES —— 


WICHITA EAGLE 


af the Mere Sandep Comes 


Meteors 


| 


Williams 


Beckjorden 
FILM BREAK—Among those on hand for the filming of 
an Alcoa video spot showing the aluminum building 
housing the Mayo Clinic were: Douglas Williams, 
manager of Mayo; Elisabeth Beckjorden, station net- 
work representative; Dr. James Eckman, pr direc- 


Eckman Thompson 


Wally 


Worsley 
tor of Mayo; Hal Thompson, Fuller & Smith & Ross; 
Worsley and Robert Duggan, 
and David Gentling, president of KROC-TV, Roch- 
ester, Minn. The commercial is to be seen on Alcoa’s 
Sunday night telecast on NBC. 
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“se Ss : 


Duggan Gentling 


Soundmaster, 


Cuicaco, Oct. 30—The most re- 
cent European automobile to 
tackle the American market is 
Sweden’s Volvo. 

Aktiebolget Volvo is Sweden’s 
second biggest manufacturer with 


It has made passenger cars, in 
addition to trucks, buses, airplane 
engines and printing presses since 
1928. 

Bertil Bengtsson, vp of Volvo 
Import Inc., Detroit, says his com- 
pany has eyed the American pas- 
senger car field for a long time 
but, until last year, did not have 
high enough production to war- 
rant full-scale distribution in this 
country. 

Mr. Bengtsson introduced the 
Volvo to the West Coast market 
about a year ago on a test basis. 
Sales went so well that in a mat- 
ter of months, 27 dealers had been 
established, and sales now aver- 
age 500 units per month. 


® Last spring, Volvo successfully 
invaded the metropolitan New 
York market. The company is now 
in the process of signing on mid- 
west dealers in Chicago, Milwau- 
kee and other major cities; adver- 
tising will start some time later 
this fall. The Ed Belford Agency, 
Studio City, Cal., handles adver- 
tising and public relations for the 
brand. 

Parts distribution depots are be- 
ing set up in Detroit, Los Angeles 
and Fort Worth, and Mr. Bengts- 
son says about 4,000 Volvo cars 
will be imported into the U. S. 
this year. Target for 1957 is 10,000 
or more, with production facilities 
still a limiting factor. However, 
the company is expanding rapid- 
ly, and Mr. Bengtsson told AA 
that he hopes to supply all the 
vehicles the American market 
will take. 

Volvo’s basic marketing strategy 
has been somewhat altered from 
the original plan. It was first 
thought that the car would best 
fit in as a “second car,” for fam- 
ilies that want a smaller, lower- 
priced car in addition to the 
American car they already have. 


® Mr. Bengtsson says that a study 
of buyers shows that more than 
50% of them own only the Volvo, 
and he has changed his plans ac- 
cordingly. The Volvo sells for 
about $2,000. 

Volvo is anxious to boost sales 
in the U. S. mainly because of the 
difficult currency exchange situ- 
ation that plagues Sweden, as it 
does most countries. Mr. Bengts- 
son says that about 20% of Volvo’s 
Parts come from the U. S. and rep- 
resent purchases of some $8,000,- 


000 yearly. 


annual sales of about $150,000,000. | 


In ‘57, Sweden's Volvo May Be Involved in 
10,000-Unit Sales Dent in U. S. Auto Market 


Sales of the Volvo car here will 
ease the exchange problem con- 
siderably. Although Volvo exports 
in substantial quantities to some 
countries—Scandinavia, the Bene- 
lux countries, the Iberian penin- 


| sula, most of Africa, South Ameri-| 
ica and Japan—high tariffs in 


the other automobile producing 
countries—France, England, Ger- 
many and Italy—have virtually 
prohibited sales in them. 

Only the U. S., of all the auto- 
mobile manufacturing nations, has 
no protective tariff for the in- 
dustry. 


Matthew Falk Publishes 
Book on ‘Visioneering’ 
“Visioneering, Eye-Ways to Buy- 


The book includes chapters on 
“Background of Visioneering’s Vis- 
ual Research,” “Eye Movements 
over Basic and Most Used Design 
Elements,” “How to Quickly De- 
sign an Ad in Selling Sequence,” 
“How to Predict the Location of 
the Eye’s Entry into an Ad and 
Control the Path of Vision,” and 
“How to Create and Design Labels, 
Packages and Containers for Quick 
Identification.” A check list guide 
for quick layout evaluation to the 
sales objective is also included. 
“Visioneering” sells for $10. 


S. California NIAA Elects 
William J. McMullen, vp of 
Sterling Press, has been elected 
president of the National Industri- 
al Advertisers Assn., Southern Cal- 
ifornia chapter. Other officers are 
Thomas G. Monahan, Dozier, East- 
man & Co., Ist vp; Kasson B. Lunt, 


Ways,” by Matthew J. Falk, found-| Sterling Electric Motors, 2nd vp; 


er of Visioneering Publications, | Leslie E. 
Denver, has been | 


1645 Court PI., 


Baird, advertising con- 
sultant, 3rd vp; William J. Alex- 


published. According to the pub- ‘ander, Emsco Mfg. Co. and John- 


lisher, “Visioneering is the quick 


/son Pump Co., secretary, and H. V. 


and easy advertising layout method | Jacobsen, Axelson Mfg. Co. divi- 


for eye control.” 


'sion of U.S. Industries, treasurer. 
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ei 


A 


ABILITY 


BUSINESS SENSE 


CONCENTRATION 


D 


DETERMINATION 


ENERGY 


F 


FRESHNESS 


GENIUS 


HONESTY 


INGENUITY 


J 


JUDGMENT 


KNACK 


a 


LOYALTY 


MIND-POWER 


NATURALNESS 


O 


OPTIMISM 


P 


PRINCIPLES 


QUESTIONING 


R 


RUBICAM 


S 


SINCERITY 


TALENT 


U 


UNDERSTANDING 


V 


VARIETY 


WORK 


X 


X-TRA WORK 


Y 


YOUNG 


ZEAL 


Advertising + New York + Chicago + Detroit + San Francisco + Los Angeles * Hollywood + Montreal + Toronto *« Mexico City 


Vok MY TWO oul 


26 letters are all you have to write any advertising. 


Two of the letters can be a big help in using all 26. 


Which two letters would you pick? 


Sure hope your choices were... YaR 


* San Juan + London 
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Counterfeiting of 
Tafon Is Blamed 
for Agency Debt 


Los ANGELEs, Oct. 30—Wide-| 
spread counterfeiting of Tafon, a/| 
weight reducing agent, has cut) 
deeply into sales of legitimate 
Tafon, Frank J. Miller, head of 
the agency handling the product, 
told AA. 


The result is that Tafon Dis- | can do $100,000 a month in these|/ stations in the Southwest. 


tributors cannot pay current bil 
and Frank J. Miller Advertising 
now owes $188,399.45 (AA, Oct. 
22). Tafon is the agency’s princi- 
pal account, Mr. Miller said. 

Money is owed to 88 television 
and radio stations and 31 suppliers. 
Of these, five television stations 
account for $39,000. 

Tafon had sales “in excess of 
$3,000,000 in 1955,” Mr. Miller 
says. Tafon was spending from 
$98,000 to $200,000 a month na- 
tionally, plus co-op newspaper ads 
with druggists, he said. 


® When sales took a sudden down- 
turn, mostly in the East, advertis- 
ing was increased, Mr. Miller said. 
He said that at first the sales drop 
was attributed to an article in 
Woman’s Home Companion telling 
about dextrose for reducing. 

It was then found that a coun- 
terfeit product, using the Tafon 
label, was being put on the mar- 
ket. He said checking revealed 
“tremendous penetration” of the 
counterfeit Tafon in the eastern 
area bounded by Washington and 
Boston. In Atlantic City, he said, 
they have been unable to find one 
single bottle of legitimate Tafon 
in stores. He said it is estimated 
sales of the counterfeit Tafon in 
Philadelphia totaled $200,000. 

A former Tafon salesman has 
been arrested and the matter is 
being investigated by the FTC, 
Pure Food & Drug Agency and the 
Philadelphia district attorney, ac- 
cording to Mr. Miller. 


@ Now that the reason for the 
sales drop has been identified, 
says Mr. Miller, Tafon is strong 
enough to ride out the storm. Close 
to $5,000,000 spent in advertising 
since 1952 has made it the top 
weight reducing product in the 
country, he said. However, at this 
time, Tafon, and as a result, the 
agency, cannot pay both current 
bills and back indebtedness. 
Hence the following payment 
schedule on a pro rata basis is of- 
fered if creditors will refrain 
from throwing the agency into 
bankruptcy: 

From money due Frank J. Mil- 
ler Advertising Inc., commencing 
Nov. 15, 1956, $4,200 a month for 
12 consecutive months; thereafter, 
starting Nov. 15, 1957, $5,700 a 
month for 12 consecutive months; 
starting Nov. 15, 1958, $7,200 a 
month for 12 months. Mr. Miller 
holds a Tafon note promising a 
similar schedule of payments. 

Frank J. Miller Advertising 


Who in the world 
buys 4-1/3 hammers? 


That versatile Home Craftsman reader. 
Being a roofer, plumber, electrician, 
er whatever his next job calls for, he 
is many home experts in one. Naturally, 
he buys mony more tools—4-1/3 ham- 
mers, 9-9/10 screw drivers, 20-1/10 
wrenches, 4-2/3 motors, and other tools 
galore. Every issue of Home Craftsman 
sends him on new projects buying new 
tools and materials. You and your deal- 
ers can profit from our up-to-date mar- 
ket data on these muiti-purchase buyers. 


Write now to 


115 Worth St. 
| New York 13 


|put into effect. 


| Inc. is inactive and has cancelled | 


all advertising so the plan can be) 
Meanwhile Mr. 
|Miller has formed a new agency, 
| Frank J. Miller of California Inc. 

As of now Tafon is advertising 
| only in Los Angeles, will soon be- 
| gin campaigns in San Diego, San 
Francisco, Portland, Seattle and 
Spokane on a cash with order 
basis. 


Counterfeiting has not reached | affiliates, who has interests in a 


these areas, and it is known Tafon| 


» 


| areas, with only $60,000 required | 
to break even, Mr. Miller says. 


® Also, he says that to do what 
is necessary in the East will re- 
quire new capital. Now interested 
in taking over Tafon, Mr. Miller 
Says, are two groups, one head- 
ed by Carl Werner, Fort Worth) 
investment broker, the other by 
Kenyon Brown, vp of CBS-TV 


number of radio and television 


Tafon expects to get going in 
the East about the first of the year. 
With added capital the company 
can call in all legitimate Tafon 
and replace the old bottles with 
a new container and label and a 
product which cannot be counter- 
feited. It will then be possible to 
advertise without pushing sales 


of counterfeit Tafon. 


® Asking for the cooperation of 


creditors and understanding from 


the trade as to what has happened, 


Advertising Age, November 5, 1956 


Mr. Miller says that since his 
agency and Tafon are corpora- 
tions it would be possible to walk 
away from the situation, but that 
Tafon is a valuable property 
worth fighting for, and that he 
has set up a definite schedule of 
payments to show his sincerity. 


® Principals in Tafon Distributors 
Inc. are Frank Miller, Gene Gor- 
ski, M. Sikorski, H. Hessel and 
Kenyon Brown. Principals. in 


|George S. Johnston & Sons, sales 


THERE 15 ONLY ONE L 


n the Bridal field... 


its BRIDE \ 


magazine 


Number one in Circulation 
Number one with Retailers 
Number one in Advertising Pages 
and Revenue 


THE BRIDES MAGAZINE 60 tact 42nd street, NEW YORK 17, NY 


Robert M. Thorsen, Vice President and Advertising Director 


Chicago 
Stephen M. Cornell 


Chicago 1 


Mid-Western Advertising Manager 
The Bride’s Magazine 
230 North Michigan Avenue 


Los Angeles 


Stanley L. Perkins, Manager 
Blanchard-Nichols Associates 
633 South Westmoreland 


San Francisco 


S. Nichols, President 
rd-Nichols Associates 
33 Post Street 

San Francisco 4 
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agency which handles’ Tafon 
sales, are Fred G. James, and 
Mildred Johnston, whose father, 
George S. Johnston, was a princi- 
pal in the American Vitamin As- 
sociates-Schwimmer & Scott case 
of five years ago. The sales agency 
is not involved in the monies 
owed, Mr. Miller says, because 
they operate on a purely commis- 
sion basis. However, if Tafon 
should go out of business, there 
is an agreement which allows the 
sales agency to take over the name 


and product upon paying a 5 
royalty on sales. 


Mortimer Wins ‘PI’ Award 
Charles G. Mortimer, president 
of General Foods Corp., is the 
winner of the annual Printers’ 
Ink advertising award for 1956. 
The award jury selected Mr. Mor- 
timer as the single recipient of 
this year’s award. Last year the 
jury named two winners, both 
Chicago agency heads: Leo Bur- 
nett, chairman of Leo Burnett Co., 


and Fairfax Cone, president of 
Foote, Cone & Belding. Presenta- 
tion of this year’s gold medal will 
be made to Mr. Mortimer at a 
dinner in New York some time in 
February. Walter C. Kurz, adver- 
tising manager, Chicago Tribune, 
headed the 1956 award jury. 


‘Times’ Buys Weekly 

The Times Chronicle Co., Jen- 
kintown, Pa., has bought the North 
Philadelphia Globe, a 28-year old 
weekly. The company also pub- 


|lishes Jenkintown Times Chron- 


icle, Glenside News and the Sun- 
nyside-Oreland Sun. 


Three Join Associated Artists 
Associated Artists Productions, 
New York, has added three: to its 
sales staff. They are Leo Turtle- 
dove, formerly with Telepictures; 
Robert Montgomery, previously 
with Music Corp. of America, and 
Robert Hoffman, who returns to 
the company after a stint with 


Television Programs of America. 


FADER IN ANY FIELD! 


A, 


Final closing date 


for Spring 1957 issue is November 28th 


Atlanta 


Robert L. Watkins 
Blanchard-N 
75 Eighth Street, N.E. 
Atlanta 5 


North Miami Beach, Florida 


Miami 


Edward R. Ajello 
The Edwards Company 
18201 N.E. 19th Avenue 


G. Enriquez Simoni 
Avenue Juarez No, 127 


Mexico City 


Mexico, D. F. 
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Spiegel Named Sales Manager 
Mart C. Spiegel, formerly divi- 
sional sales manager for the home 
territory, has been appointed gen- 
eral sales manager of the Los An- 
geles and White King Soap Com- 
panies. He joined the companies 
in March, 1948, as a saies repre- 
sentative following seyen years as 
a salesman for Procter & Gamble. . 


Allen & Reynolds Adds One 
Allen & Reynolds, Omaha, has 
been appointed by the American 
Pop Corn Co., Sioux City, to han- 
dle advertising and promotion for 
its bulk pop corn under the brand 
name, Jolly Time. 


Bullen Is MacFarland VP 

Robert C. Bullen, Amana ac- 
count executive, has been appoint- 
ed a vp of MacFarland, Aveyard 
& Co., Chicago. 


Emery Is U. S. Ad Corp. VP 
Carlyle Emery, former vp of 
Ruthrauff & Ryan, has been named 
vp of U. S. Advertising Corp., 
Chicago, which he joined Oct. 1. 


Lab World Moves Offices 

Lab World Publications, Los An- 
geles, has moved to new quarters 
at 672 S. Lafayette Park PI. 


yp al 


THE PLACE 
TO BE Is 


LEADING IN TOP SHOWS 
Morning, Afternoon, Night 
Feb. 1956 ARB Shreveport 
Area Rating Survey 

LARGER AUDIENCE 

BETTER COVERAGE 
MAXIMUM POWER 


KTBS- 


CHANNEL 


SHREVEPORT 


LOUISIANA 


E. Newton Wray, President and Gen. Mgr. 
NBC and ASC 

Represented by 

Edward Petry & Co., inc. 


NEW YORK @ CHICAGO ¢ ATLANTA © DETROIT 


LOS ANGELES © SAN FRANCISCO © ST Lous 
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Whalen } 
William 


Guild Films 
. Whalen has been ap- | 


| Joins Screen Gems Inc. 


pointed manager of Guild Films’ | syndicate sales department of) 
New York. 
formerly in charge of Motion Pic-| Miss Ramsey was formerly an ac- 
tures for Television Inc. syndica-|count executive with J. W. Rike | ABC to affiliate with a Mexican 
tion with the United Films office | Advertising Agency, Corpus Chris- | station in order to obtain a vhf 


branch office in St. Louis. He was|Screen Gems _ Inc., 


in Kansas City, Mo. ti, Tex. 


Jeanne Ramsey has joined the Outlet to Reach San Diego 


Fort Wayne Grocery Ad 
Linage Up 462,324 Lines 


9 Months Report Shows Total WRITE FOR FREE 
Food Linage Up 13.6% Over ’55 NEw 


Golden Zone Book 
Retail and general food advertisers alike FOouT WAYNE 
are depending more than ever before on the _] 
pulling power of Fort Wayne's two great news- 
papers to sell the rich Golden Zone Market. 
How about you? 


FORT WAYNE NEWSPAPERS, INC., Agent 
Che News Sentinel © THe JOURNAL-GAZETTE 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—Sen Francisco 


FORD famiy Of FINE Cans 


CLEARINGHOUSE 


OF NEWS ANDO VIEWS 


' ABC Links with Mexican TV 


The Federal Communications 
Commission gave its final approval | 
‘to an arrangement which enables 


| outlet in the San Diego area. ABC 
|had requested permission to af- 
|filiate with XETV, Tijuana, Mexi- | 
|co, pointing out that KFMB-TV 
is serving both CBS and ABC and. 
|KFSD-TV NBC and ABC. In its | 
decision brushing aside protest 
from KFMB-TV and KFSD-TV, 
|FCC said ABC frequently is un- 
jable to clear its programs at the 
time ordered by advertisers. The 
commission pointed out that San 
Diego is one of the largest standard 
metropolitan areas where ABC has 
been unable to obiain equal outlets 
to compete with CBS and NBC. 


Kent Joins Emi] Mogul 
Dorothy Kent, formerly copy 


group head at Grey Advertising | 
Agency, has joined Emil Mogul) for cosmetics, toiletries and fash- 


Co., New York, as copy group head! ion. 


-# Worcester Produce Center — 40 acres | 
; * 35 ecse Industrial Park — $5,000,000 in new industria! plants to come — 


a iNessly completed Cross-State 
>, FQl Road — forerunner of 


Cantral New England Indus- 
ric! boom. 


‘ 
ie 


*AVorceste: Gounty manufacturers now 

So) Setal 1,560, with industrial employ- 
ol peent we te 110,700 — 22nd 
<) atonal ganking. 


ey 


INTENSIVE COVERAGE 
WORCESTER COUNTY 


—693.6 
Daily 158,551 


(Sunday — 105,474) 


... And TELEGRAM & GAZETTE Circulation is at an All Time High 


Metropolitan Worcester County Market 
1956 vs. 1946 
Population . . . . . . UP 23% 
Retail Sales. . . UP 98% 
Bees.» . . UP 75% 


(580,200) 
($624,927,000) 
($927,233,000) 


WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


els ee 


“Lets talk thingis over... 


FAMILY TALK—Leading off Ford Motor Co.’s dealer campaign is this 

spread featuring a large photo of Henry Ford II plus a chatty little 

letter telling about the idea for “Clearinghouse.” The spread, the first 
of a scheduled 52, appeared in Automotive News, Oct. 22. 


Ford Aims 52-Week 
‘Automotive News’ 
Drive at Its Dealers 


Detroit, Oct. 30—The Ford Mo- 
tor Co. has purchased 52 weekly 
center spreads in Automotive News 
to “talk things over” with the deal- 
ers. The ads, under the collective 
heading of the “Clearinghouse,” 
cast Henry Ford II, president of 
the company, as a_ confidante, 
talking over personal problems 
with the dealers. 

The center spread campaign is 
believed to be the biggest single- 
company drive in auto trade paper 
history. 


® The tipoff on Ford’s new drive 
aimed at dealers was given in a 
speech at Gatlinburg, Tenn., by 
Benson Ford, vp and chairman of 
the company’s dealer body. 

“We are determined to do all 
that we can to insure that neither 
we nor our dealers are hampered 
in our dealer-factory relations,” 
Benson Ford told the Tennessee 
Automotive Assn. 

“We are going to be pushing the 
rest of you fellows so hard we 
won’t have any time for fighting 
among ourselves.” 

Benson Ford said Ford consid- 
ers that its dealers constitute one 
of the company’s most valuable 
assets. 

“We are interested in their se- 
curity and their well being,” he 
said. “We are interested in seeing 
them make good profits in this 
business. We are most anxious that 
there be no future rupture of ami- 
ty and cooperation between us 
and them.” 


‘MascuLines,’ ‘Femme-Lines’ 
to Be Published in ‘57 

Two companion bi-monthly 
magazines aimed at manufacturers 
of apparel will be issued early in 
1957 by the newly-formed Earl 
Barron Publications, 1440 Broad- 
way, New York. The male apparel 
magazine, MascuLines, appears in 
January, with the feminine indus- 
try publication Femme-Lines 
scheduled for February. 

MascuLines, with a controlled 
circulation of 10,000 to men’s and 
boys’ wear manufacturers, will 
have a b&w page rate of $325, 
and $525 for four-color. Femme- 
Lines, with a controlled circula- 
tion of 15,000 to manufacturers of 
women’s and children’s wear, will 
have a b&w page rate of $395 and 
$595 for four-color. Mr. Barron, 
who recently resigned as editor of 
Apparel Manufacturer and Sup- 
pliers’ Register, had been with 
Fairchild Publications for 20 years. 


‘Time’ Boosts McCoubrey 

David L. McCoubrey, formerly 
assistant project supervisor with 
the market research department of 
Time, has been named to the pro- 
motion department of Sports Illus- 
trated, New York. 


same ¢ Sey ee ee a veh, 
oi Ee . BED! NSA ages Me 
pees be eee ey PE wy Ricca. tat Ae ce 5 
ad RE ge tes Lo Me ts : 
eo i : ~ Sa uh. nas Poth og ee 7 SUD Bee oe see By oe eee 
rd re a : nM ; ok he Bie Al | MMe? ail aaa | Si aan 
‘hake ie : : ; Bo ead et 2 SR ie ae fo PS ssh = a 
an. See UC ee 
ep: || eee aa = te A ‘= _ 
pa me - Sela 
oe iy 
Meee 
Bi of 
Ree 5 é 
at = aa y! Ad i 
Pa a sistas ee 
ee oe ' 
oe P| 
eens 7 , 
ae —s “are 
Bs. 
Se ran 
Bea! 
ae OT -— ————E 
aoe: a ana 
eT tae 
ye af 2 smety mente s 6 
Seas : t - = Woe Aree: 
Rea , : tte 
ct be : —— 
he ~~ > = pen Se 
oe a : ‘ ree aes 
+ { 
ae va f 
“oe wi SF . 
de tae ae ee 4 ke md 
h te : 8 . ; oe Fg 
ee = ce: 
Rags ite: Se ¢ f FORD MOTOR COMPANY 
poe as — x! caueeen sen Snaneneane 
aes « . | a a j , . ’ The Ford Family of Fine Cars 
ee 4 i. : oa 7 
ee . . 
Boa 3 Fe . 
ects | , 
Ae al ; 
ae ‘ TEs OLA hele aad ge aa ae | ‘ 
a oe se a) Se ae a 
Pe rrr 
Pees ' 
vot tae 
ess 
ahs (cS haem gl | 
Weed: i, em Pk, Foe ee 
\ Ai Bae eas oe i oe ee “G } 
ae \e3) alee ote Renn a bi , een wae 
eee rere tay: # See A 4 ae : eee > ae — . 
" mt ay. * ; A Se : ‘ge Pay lee ae ; 
sey = . foe ' sale Ni aa De phe 4 ii ‘ Be = 
ae ee ee BN sists | if 
Mee , . har if 
i ae “ PSs a ie ir. Se pat: ‘d eas, at ae | 
tae > ME ENT se Mao a a Te ‘: ae | 
ee a : | wen 5" 2" H Bie’ — | 
a F ae ‘leven = | i 
zi i ‘See ser ge 
rab : le: ae eee ee 
is ‘3 | 
aii } 
eae | 
i x ; | 
ae } 
+ TSS iy if 
ees [ it 
ee 3 + , y 
a 
eae aoe ; | | 
Pees: Pe Sa ee as : | 
¢ * ok eae eee i ‘ oo 4 iF! 
Nee ] y elope’ ; : | | 
: a ) 3° ‘ et a | | 
ae. Ss te 4 ‘ a 
eka. . Reyahoen ° . . Ss 
Boe ry "s : G | 
‘ ei . Winchenden . m “ : i 
rant am Biherrnom ae" 5 | 
A get e ; } | 
Lakh Je y y * “20 3 ot 
tap y h ef es Poly xy Aihes ane “ 
ae : ¥ * : Cardnee Ciny ee) | 
ae | ce, aa Fochoog Cy ° Tn Te, 3 “4 
Ds uaeS " Wemntee ae : | 
hey Leama - a 
Bk . Cay # a 2 
Bae). 9 . (nthendeen a ¥ 
beg Pee nom wits tele: = 
ee i us . a a . i *y ix 
Rie Bove be e ¢ 
bees i . oh : 
Bade ‘ tas ~~, ain * 
Pees > Hordwich * W oyhton Bova am : : | 
ei 2 Ockham . + sete - aie 
1 ies Fo j era er: | 
Bh 4 ~ New Bromtree ae - ane Br 4 
STi ; / ‘ ° = - ees Se 
2 43 ah f a m N Book hetd ° . ee P 7 | 
oe : 7 “ aw . WORCESTER Ae 2 | 
i gi ~ : . ; : Brook hetd Spun: - te aes = 
seeiel e, ; ’ Lewester . a £4 i . 2 
a 2 <a iy “aa t : . ° aes . pc: j 
eae aren . ine OY . 
Pies: fe Brookheid i : ‘: | 
Ear a ¥ : . c . e . sattesd %. : “i | 
f eee Kay ey ; ; P aoe © Chorton 9S Swmon ° . + ; : | 
rei BA 4 ‘ 4 ort Srbridge Onterd Northridge OO Mae aa | 
a si ~ y, . 7 . ° 5 | 
ao Se i > Soa + A rs Unbrwdge Mendon ‘ 
nee, : <n ae A | } 
aes oS : omens une f , : e ° : | | 
¥ ig SBF ; =i aan ace y oe See em lati Oy V5, Se bvdie oe : | 
eben, Ss i pa w a) pa = 
ee. <8 ey : wegher oe ‘ a / os ¥ 
fot cit Wee, ys ,0 sn A i , ry ; 
eo a” i, Ply o * 7 
ek: te ea a. i Ry ‘ 2 
va is 5 eee Mas a a A % P . ; “3 i 
ae Ps brea . mee ES t + “@ os cs 
ete ‘ “era er ad ce 4 a _e ’ . ] 
Bc + =" : . ait a er. ” ae > * be | 
si ae : : ar SH 3 : - : 4 ° 
ae ae he Se : a gS : | 
ca i Bi ay a? ‘ ee gael ae ra, ig | 
Bes Lee oe see ihe * wee ihe ae : } 
er, Ay oF Cee : wes ‘ val se g 
ras 5 ae en = . se : se i ae bs re eee8 oad 
12 ae ~ ee ; get ee ee “a a ; * ale | : ; 
eet } Fok = > = | 4 
Noh 3 . ‘ : o S ae a a : - hag eke me 7 er . a 
pea ec . : ‘ ot a as “ : 2) * : j | 
ig td > : 4 = Lem i Sa | ies 
+ ayo OM ‘, | ; i, i * 2 i 2 ve ~ Med ¥ : | 
i By ~ 7 ee P ai 4 a } i 
uA “Gh : : I [ 
‘ oe eae a 
Bi i * : - 
ae j 
iS | { 
Bory... q 
F Bar, ] 
3 os | 
gee } 
4 | | 
Ps. | 
Brees 
* ied bs s 1 
ae : f 
pares | } 
Ln {fi 
ee 
ies | 
me i: a, 
Hee’, Ser . , 
ode : e : 
acs : > | 
eek ‘ 
ey 
. 5.6 as 
MF ue Sy 
Ave 
Pe 
Pe at ' 
tees . y + 
os _ eS oe - x F 7 * os SH 4 * = ~ 
PE aE See te ALPE RE eee os ee 4 
oe a es 7 — on cal 1a ee OL eae am Bae * 3 eee a 7 ee ? : . 
7 ee t—“(‘“‘“‘“‘ : . © eer ae ———————— 
ee. ee ee Re: ‘ 
eee 


~ Yeah, but what 


about Texas 
and Oklahoma? — 


Progressive Farmer, in a recent “influence” survey among 
“ccunty agents” of 16 Southern states, showed The Farmer- 
Stockman in third place among all farm magazines that circulate 
in the area studied. 

All of the 1143 returns were supposed to have come from 
county agents, who are not permitted* under the terms of their 
public employment to take sides in a competitive situation. 

It is remarkable that The Farmer-Stockman, claiming to 
cover only two of the 16 states surveyed, scored near the top— 
even with all 16 states included. 

Look at coverage figures from Publishers Statements to the 
ABC for June, 1956, and it becomes crystal clear who’s doing a 
farm selling job in Texas and Oklahoma. 


Look at it first for total coverage: 


wlio | ee to oe 
TEXAS 292,947 251,286 247,023 
OKLAHOMA 118,979 55,742 117,272 
Total 411,926 307,028 364,295 
Now take a peek at on-the-farm readership as revealed by officially 
audited RFD figures: 
Tote! Farms ee Farmer a 
TEXAS 292,947 128,730 162,214 
OKLAHOMA 118,979 35,847 81,585 
Total 411,926 164,577 243,799 


Marketwise, Texas and Oklahoma are the best of the South. For 
advertisers who are out after more sales in rural Texas and Okla- 
homa, there's one best buy. That’s The Farmer-Stockman. 


*We will be glad to show you letters trom Texas A@M 
College, and Oklahoma A®M College on this very subject. 


The Farmer-Stockman 


OKLAHOMA CITY ¢ DALLAS 


FIRST where a farm magazine ought to be FIRST... 
on the farms and ranches of the Southwest! 
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76 
With the growth of the chains, 


Use of Credit to Balance Depreciation 1: zimican stic!ine sation 
Is Told at Boston Distribution Meet 


aware that his franchise on grocery 
shelves may not be as strong as it 
| was.” A recent survey by his mag- 
azine, he said, disclosed that 77% 


Speakers Also R rt gold available as the fifth color for : 

desea ses ca ‘the traditional four-color advertis-_ sad ntact yg 
More Diversification, ‘er. Color tv is here, and those who P . 
Fashion in Marketing | have seen it do not have to be re-| s Major reasons for this, he said, 


‘minded of the tremendously in-| are that private label brands (1) 
Boston, Oct. 30—Growing use of | creased impact of the message in offer more profit, (2) fill in lines 
instalment credit in buying dis- | Color over b&w presentation.” 
tribution equipment is creating an | 
even-flow pattern in which this| ® R. G. Zimmerman, publisher of lower cost brands to take care of 
equipment is depreciated at the Super Market Merchandising, pre- lower income families. 
same rate it is paid for. dicted that by 1965 a figurative’ “I don’t want to suggest that the 
, : _| handful of large supermarket or- | supremacy of the national brand is 
“Sagres ee fl — ganizations will control 75% of the in eclipse,” Mr. Zimmerman said, 
tor, the oldtime general store. | country’s food business. , - 
“ a | “In 1955,” Mr. Zimmerman said, the national brand manufacturer 
e Fashion as a marketing tool is «there were 15 chains with annual | will have to find new ways to com- 


spreading through an increasii‘gly sales of $100,000,000 or more.| bat this trend in controlled labels.” | 
Another important trend in dis- | 
$11.5 billion in aggregate sales last | tribution, he said, is the movement | 


broad range of products. | These 15 companies racked up over 
These were some of the principal . 
points stressed by speakers at the year, and through their cash reg- | of food supermarkets to sell more 

28th annual Boston Conference on |isters went roughly 30¢ out of ev-| and more non-food products. 
Distribution last week. ery dollar spent in U. S. grocery; “The conclusion seems clear,” 
stores.” 


| Mr. Zimmerman said. “The super- | 


market industry is, to all intents 
and purposes, coming full circle. 
The food retailing establishment 
of the future will be in every way 
a supermarket, selling mass mer- 
chandise of every description. Its 
difference from the general store 
'will be in the efficiencies and 
| economies that only the supermar- 
ket method of mass distribution 
can give.” 


® Kenneth Kramer, managing ed- 


retail executives, and urged stores 
| for their own security to put more 
emphasis on attracting, training 
jand keeping executives. 

| John G. Forrest, financial and 


| Times, suggested the formation of 
|a special committee by the confer- 
ence “that might even include ad- 
vertising along the lines of the Ad- 
vertising Council’s program” to sell 
| the importance of consumption in 
our economy. 

“Our big purpose,” he said, “is 
not only to sell our individual 


Advertising Age, November 5, 1956 


products. It is to enlarge total con- 
sumption for the benefit of all. To- 
'tal consumption goes up with the 
population, with increases in take- 
home pay, with advances brought 
about by new inventions or more 
economical production methods— 
and only rarely as a result of any 
improvement in distribution meth- 
ods. What we need,” Mr. Forrest 
| said, “is an elaborate detailed pro- 
| gram for preaching consumption.” 


|where national brands are not itor of Business Week, stressed the # Robert E. Kenyon Jr., publisher 
leasily obtainable and (3) provide pressing need for more and better|of Printers’ Ink and president- 


elect of the Magazine Publishers 
Assn., told the conference that 
“while marketing includes many 
| specific activities designed to cre- 
ate customers, advertising is the 


|“I simply want to point out that} business editor of the New York | key factor. 


“In this present day economy of 
tremendous production potential, 
high earnings and varied desires 
or wants,” Mr. Kenyon said, “ad- 
vertising must dominate market- 
ing. 

“Personal selling,” he pointed 
out, “is not adequate. Customers 
must be created in as great a 


® Sydney D. Maddock, president | 
of C.1.T. Corp., told the conference | 
that increased instalment financing | 
in both industrial and distributive 
channels is indicated in the years 
ahead. Under plans now in opera- 
tion, he said, many industrial com- | 
panies are paying for new machin- 
ery at substantially the same rate. 
it can be depreciated, which makes | 
the relationship between a com- | 
pany’s depreciation reserves and | 
expenditures for capital equipment | 
“much more realistic.” 

“Sound instalment financing in| 
distribution,” Mr. TMaddock said, | 
“speeds the distribution of goods | 
just as the invention of a new 
conveyor system or machine tool 
makes life fuller and more enjoy- 
able for the average family.” 


® Abraham Feinberg, board chair- | 
man of Julius Kayser & Co., 
stressed the growing value of fash- 
ion for faster turnover of mer- 
chandise. 

“You all know,” he said, “how 
successful Pepsi-Cola has been 
with its fashion approach to selling 
soft drinks. Pepsi once concentrat- 
ed its advertising on the ‘twice as 
much’ theme. But in doing so, Pep- 
si failed to give the leader Coca- 
Cola a real run for first place. But 
now Pepsi is breathing hard for 
dominance in the soft drink field. 
The product is the same, but the 
fashion sales approach makes the 
difference. 

“Those who leaf through the 
fashion magazines may have been 
startled to see the elegantly simple 
advertisement for Hunt’s ketchup. 
Ketchup may be ketchup, but there 
is no doubt that Hunt’s, which is 
giving Heinz stiff competition, rec- 
ognizes the strong pull today of 
fashion in advertising. 

“Our communications media,” 
Mr. Feinberg said, “are devising 
new ways to give manufacturers 
greater range and flexibility in 
their promotions. The Saturday 
Evening Post now makes the color 


A GREAT Little PREMIUM! 


Handi-Kutter 


CLICK——It's A Razor-Blade Knife! 


CUICK———"" Safe for Pocket or Purse! 
EVERYBODY can use it . . . Ideal for 
moting sales — building will. 
Eoanpact — attractive — with ample | 
space for imprinting name or trademark. 


Ask for FREE Sample, Prices, and — 
Details about Ad Card Distribution | 
i 


Method. 


KENWORTH MFG. CO. 


12317 W. Lisbon Ave., Milwaukee, Wis. 


Llecttonie Engineers Need 


...that’s the reason for 


electronics’ 


2 extra editions! 


There’s a rising tide of interest in the business 
side of the electronic industry. 


For instance, the engineer who used to be con- 
cerned chiefly with designing a circuit or a product 
... now wants to know where and how it can be sold. 


His need, increasingly, is for marketing, topical 
or business information. 


This trend could be foreseen . . . was foreseen by 
the editors of electronics. For they keep in close 
and constant touch with its subscribers. Thousands 
of editorial questionnaires, hundreds of personal 
interviews all over the country, readership studies 
by McGraw-Hill’s research staff . . . these gave the 
editors advance knowledge of this growing indus- 
try’s growing needs in terms of information. 


One of the clearest indications was the increasing 
readership of electronics’ “Industry Report” and 
“Plants and People” sections. Letters, comments 
and requests for information showed that these 
features of electronics should be expanded... 
the amount of business information increased. 


The answer ? Two extra editions of electronics. 
Otherwise, electronics remains unchanged. 


On the 1st of each month, starting in January, 
1957, electronics will appear as it always has. 
This will be the Technical Edition. On the 10th of 
each month will appear a Business Edition. On the 
20th of each month, another Business Edition will 
appear. The same 46,000 subscribers will receive 
all three editions. 


As for the advertiser, he will have 37 issues to 
choose from. (This includes the annual BUYERS’ 
GUIDE issue.) He can run all his ads in the original 
first-of-the-month, Technical Edition, if he wishes. 
Or in either of the two Business Editions. Or in 
both Business Editions. Or in all three editions. He 
can run a staggered schedule, using any editions. 


We would put it this way: “Schedule your ad¢ in 
electronics according to your own good judg- 
ment and needs. electronics simply provides a 
wider opportunity with 36 issues, 10 days apart, 
(plus the mid-June BUYER’ GUIDE). 


electronics 


... Of course! 


A McGRAW-HILL PUBLICATION © 330 West 42nd St. * New York 36, N.Y. 
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quantity as products are mass- 
produced. Advertising is the mech- 
anized process by which prospects 
are created for countless products, 
converted into customers and kept 


as steady customers. Advertising | 


Consumers. It does consumer re- 
search on a voluntary basis, deal- 
ing with standards in household 
goods and other products. It has 
succeeded in stripping from some 
goods deceptive wrappings, which 


is to marketing what the machine had a tendency to mislead.” 


is to manufacturing.” 


® Ellen L. Fairclough, M.P., Ham-| 
ilton, Ont., discussed the Canadian | 
viewpoint of American distribu- 
tion. 

“Mr. and Mrs. Canada,” she said, 
“are influenced to a considerable 


extent hy U. S. eGvertising, both in: organization for the brand, is using 


magazines i -| ‘ 
& es and over the airwaves |color pages in Newsweek (Dec. 3), 


Also, the evidence of the results of | 


mass production and distribution 
methods is generally accepted. The 


very proximity which simplifies a|". 
steady flow of advertising, news| 


and entertainment lends itself to) 

ready acceptance of a growing 

common level of living. 
“However, Canadian shoppers | 


about it. There is an organization | 


known as the Canadian Assn. of | 


| Myers to Use Color Ads 


For the first time in 22 years, 


| Myers’ Jamaica rum will use full- 


color advertising to promote the 
use of Myers rum in the traditional 
Christmas eggnog. General Wine & 
Spirits Co., New York, marketing 


The New Yorker (Dec. 8) and the 
| January issue of Esquire. Gotham- 
| Vladimir Advertising is the agency. 


‘Controller’ Goes ABC 
The Controller, official publica- 


|tion of the Controllers Institute of | 
America, has become a member of | 
are suspicious and, once aroused, Audit Bureau of Circulations. The | 
are quite likely to do something monthly’s current circulation is | 


18,500, of which 4,000 are non- 
members of the association. 


SPREADING OUT—Honig-Cooper Co., San Francisco, added 40% more 
elbow room to its company-owned office building with completion | 
of a new three-story wing. Through the main entrance, shown | 
| here, are seen the lobby and landscaped central patio that’s flanked 


by the agency’s two “working wings.” 
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A MEGRAW-HILL PUBLICATION + PRICE 75 CENTS 


New TV Sound Detector 
Recognizing Lost Pulses 
iriple-Tuned Circuit Design 


Mare Sysineee Information 


source 


curate, 


The electronics Buyers’ 


GUIDE, which is the industry’s 
electronic products and serv- 
ices. Published each year mid- 
June, it contains the most ac- 


what to buy and where. 


Published on the 


of each month 


Published on the 


of each month 


Published on the 


of each month. 


book for purchasing 


up-to-date listings of 


Clarence H. Russell 
and Critchfield Merge 


Cuicaco, Nov. 1—Clarence H. 
Russell & Associates consolidated 
with Critchfield & Co., effective 
today, in the Critchfield offices, 
520 N. Michigan Ave. 

Mr. Russell will become a vp 
and creative director of Critch- 
field. John A. Grandland, a Russell 
account executive, joins Critch- 
field in the same capacity, and 
Vincent Brown, Russell art direc- 
tor, becomes associate art director. 
All Russell accounts ‘will move to 
Critchfield. 

Before forming his own agency, 
Mr. Russell was creative director 
of Beaumont & Hohman and was a 
partner of Olmsted & Foley. 


MacLachlan, Ungar Naines 


‘Three VPs; Appoints Four 


Jordan Goldman, A. R. Klein 


jand Arthur W. Poretz, account 
jexecutives with MacLachlan, Un- 
|gar, Fruhling & Zysk, Hempstead, 


N.Y., have been appointed vps of 
the agency. Mr. Goldman heads the 
national advertising division; Mr. 
Klein is in charge of the retail . 
promotions division, and Mr. Po- 
retz heads public relations and is 
also in charge of the pr subsidiary, 
MacLachlan & Co. All three men 
joined the agency in 1955. 

Howard Stapf, formerly with 
Lewin, Williams & Saylor, New 
York, has been appointed produc- 
tion and traffic manager. Phyllis 
Hochberg, formerly with the Long 
Island Press, has been named to the 
pr staff. John Carley, previously 
with Conover-Mast Publications, 
New York, has joined the agency 
as an account executive in the in- 
dustrial division, and’ Russell Suth- 
erland has been appointed to the 
art staff. 


the station 
that made 
ROANOKE 


VIRGINIA’S 
NO. 1 

TV market 
73.2% 


station share 
of sets... (ans) 


WSLS-TV 


CHANNEL 10 
ROANOKE, VA. 


Reprosented Nationally-—Avery-Knodel, Inc. 
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WE WERE THERE... 

One Hundred Years Ago...when Henry 
Hentz opened his brokerage office... the 
investor had little choice. He might buy rail- 
road stocks (the favored industry of that 
era) or shares in @ bank or coal mine or 
canal company. And he could buy govern- 
ment bonds. But that about covered it. The 
only alternatives were private investment, 
or the purchase of an ««‘erest in a business. 
The firm of H. Hentz & Co. remembers this 
period well...for it was there. 

But today, the investor has an aimost 
limitiess choice available to him — ranging 
from the older established industries to 
the newest and brightest exponents of this 
electronic and atomic age. And the investor 
Who wishes to select those securities which 
best suit his needs, does well to consult « 
reputable broker, 


=m H.HENTZ & CO. 


100"" MdmReRS MEW TORK STOCK FECHANGE AND OTHER 
[HAOING STOCK AMO COMMOOITY ERCMANOES 
LALL.EE 9680 SANTA MONICA BLVD. 
Tol: CR 5-5492 + OR 32-0765 
toes 


Sevemy mnie, Car . 
Mein Ottine Mew Vert City - Crenchas im Other Principat Cores 


“WE WERE THERE’—H. Hentz & Co. 

takes a quick look back over a 

hundred years in this newspaper 

ad celebrating its 100th anniver- 

sary. Groody Advertising Co., New 
York, is the agency. 


Hentz Marks 100th 
Year, Wins Honors 
for Financial Ads 


New York, Oct. 30—H. Hentz 
& Co., pioneer among financial ad- 
vertisers in the use of cartoons, to- 
day laid plans for the celebration 
of its 100th anniversary Nov. 15. 

The company, whose 1956 ad- 
vertising appropriation is the larg- 
est in its history, is using a two- 
month campaign, principally in 
newspapers across the U.S. and in 
Europe, to proclaim its anniver- 
sary. 

In keeping with its recent trend 
toward cartoons, the present series 
runs through Nov. 15 and is high- 
lighted by a “We were there...” 
approach. The campaign is running 
in 10 newspapers, and insertions 
are generally 2-col., 130 lines. 

While Jerome Lewine Sr., senior 
partner in Hentz and sole surviving 
partner of the founder, was an- 
nouncing the expansion program, 
Standard & Poor’s, investment ad- 
visory organization, awarded the 
company its action in advertising 
trophy for the most outstanding 
advertising campaign in the in- 
vestment field for 1956. 


@ John McKenzie, chairman of the 
awards committee, said in an- 
nouncing the award that the Hentz 
campaign “was not only outstand- 
ing for its continuity and copy, but 
represented a refreshing departure 
from the usual institutional re- 
serve characteristic of investment 


Attention! 


MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multicolor letterpress, offset 
or web-fed offset. Ample paper 
supplies available. 

For detailed information, write 
M-F.A. Publishing Department, 
200 South 7th, Columbia, Mo. 


and financial advertising.” 

Mr. Lewine, said one of the 
partners, Gerson D. Lublin, re- 
search manager and in charge of 
advertising, was mainly responsi- 
ble for the campaign. 

Hentz, with 14 offices in the US., 
Europe and South America, will 
run ads‘in 28 newspapers in Europe 
and the U.S. on its anniversary— 
all of the cartoon variety. The first 
ad Hentz used with a cartoon ap- 
peared in the New York Times 
Aug. 30, 1953. 


Mr. Lublin said that for several 
years prior to the campaign he had 
been looking for a tool to drama- 
tize more effectively Hentz’ finan- 
cial message. 


s “By using cartoons, I believe the 
dramatic point can be more effec- 
tively produced. The light touch 
makes its point more graphically,” 
he said. The account is handled by 
Groody Advertising. 

The centennial celebration will 
be featured at a dinner Nov. 8, at 


which representatives of 100 lead- 
ing charities will receive a total of 
$100,000 in bequests commemorat- 
ing the occasion. 


Pfizer Opens in Canada 

Chas. Pfizer & Co., Brooklyn, 
107-year-old drug and chemical 
firm, has opened a new manufac- 
turing plant in Canada at Arn- 
prior, Ont. It is one of 17 plants 
outside the U. S. completed or now 
under construction. Other plants 
are scheduled to be opened this 
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year in Chile, Argentina and Ja- 
pan, and next year in Italy and 
Turkey. In its first phase of oper- 
ation, the Arnprior plant will 
package such drugs as Terramycin 
and the new antibiotic combina- 
tion, Sigmamycin, for the Cana- 
dian market. 


Perry to ‘Nation's Business’ 

George W. Perry, formerly with 
Progressive Architecture, has join- 
ed the Chicago sales staff of 
Nation’s Business. 


To the ACCOUNT 
EY SE GUVs 


Tuese ARE IDEAS you can use only if you are not yet placing advertising in 


The Wall Street Journal. If you are using The Journal, your client already is 


enjoying all or many of these benefits. 


But let’s suppose you have yet to experience the things we have in mind. How 


many of these ideas can you use? 


@ Get to your best prospects with speed and economy no matter where 


they are located. The Wall Street Journal is the only national business 


CAN USE 


daily. It concentrates on business and business only. It gives you deeper 
penetration into business markets everywhere without a lot of unprofitable 


hitch-hike circulation. 


@ Get more merchandisable prestige PLUS more traceable sales. The Wall 


Street Journal gives both for the same advertising dollar. Offer your client 
a program that covers his sales prospects and the opinion leaders without 
ballooning the budget. If he likes to count inquiries, use The Journal—he 


CAN USE 


won't feel let down when the time comes to count conversions to sales! 


@ Give your client a test program that can deliver information within days ! 


Remember that The Wall Street Journal publishes four daily editions out 
of five strategically-located printing centers. Would he like to compare 
product appeal North and South? East and: West? Would he appreciate 
a sound cop) testing plan without costly color and agonizingly long oo 


closing dates” 


@ Does your client have a feeling that he'd like both broader markets and a 


better corporate recognition? Remember that financial people also read 


CAN USE 


The Wall Street Journal—because they, too, appreciate its timely, com- 
prehensive business information. If your client is becoming more public 
relations conscious as well as sales conscious, here’s your answer! 

-_ ————————————————————— 


© Dow Jones & Co., Inc, 1956 
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TV Repair Groups Hassle Over Licensing Plan 


as St. Louis BBB Unearths Overcharge Cases 


St. Louts, Nov. 1—The television 
service industry in Missouri and St. 
Louis is split on the question of li- 
censing and regulation of television 
service companies. Also involved 
in the wrangle is the Better Busi- 
ness Bureau of St. Louis. 

Petitions are being circulated 
by the newly-created Electronics 
Assn. of Missouri, opposing licens- | 


ing by either the state or by St. 
Louis. 

The older Television & Electron- 
ics Service Assn. of St. Louis, es- 


tablished three years ago in a) 
merger of two earlier organiza-| 


tions, favors licensing and regula- 
tion as a means of protecting the 
public from “unscrupulous opera- 
tors.” 


A bill providing for the licensing | 


legislature last year. It was backed | 
by TESA, but failed to pass. 


s The Better Business Bureau, in 
a special bulletin, charged that, 
seven tv repair organizations are) 
overcharging customers by making 


Harry W. Riehl, BBB president, | 
and regulation of tv service firms | said the overcharges were discov- | 
was introduced in the Missouri|ered after an electrical engineer | 


intentionally created minor me- 


|chanical difficulties in 12 tv sets. | 
The seven companies were asked | 


to repair the sets by persons posing 
as customers. He said the charges 
in each case should have been| 
from $7 to $10, but that the bills| 


needless substitutions of parts and actually ranged from $21.92 to| 


excessive 
some cases charging for work that | 
was not performed. 


labor assessments—in | | $42.50. 
John V. Glass, president of the 


Electronics Assn., blasted the bu- 


published at: 


(oe eg SY 


for “something new 
and different” for 1957 


You are in advertising. You know there’s more to The Wall Street Journal story 
than these few hints. If this ad just oils up your imagination, we'll leave it to your 
own good judgment to get more detailed information. 


The thing to remember is that your client probably already is aware of how use- 
ful The Journal is to him as a reader...and he can easily imagine how equally 
useful it must be to thousands and thousands of other businessmen —his prospects. 


Isn’t that a great starting point for a strong recommendation, as you take a chair 
by your client's desk and he looks at you with confidence and expectancy? 


EASTERN EDITION 
NEW YORK and WASHINGTON, D. 
1015- jath Bt. 'N. W. 


44 Broad Si. 
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RICHARD E. LAVERY hias been named 
advertising and sales promotion 
manager of the sewing machine 
division of White Sewing Machine 
Co., Cleveland. He has held sales 
and administrative posts with 
White Motor Co. for the past few 
years. 


reau regarding the bulletin. He 
expressed doubt that the BBB 
could cross-check repair work for 
evidence of unnecessary replace- 
ment or repairs or excessive labor. 

“In 99% of the cases, only the 
repair man who did the work 
knows whether the customer has 
been overcharged,” Mr. Glass said. 


® The bureau reported, however, 
it had a tv expert check the dozen 
sets before and after being sent out 
for repairs; parts were marked for 
identification purposes. 

Mr. Glass said two of the seven 
companies mentioned by the BBB 
were among the organizers of the 
Electronics Assn. This independent 
tv service men’s group is fighting 
against any licensing or regulation 
of tv repair firms. But Mr. Glass 
said he was “not trying to judge” 
whether they had overcharged 
customers or not. 

The Television & Electronic 
Service Assn., which supports the 
licensing and regulation proposal, 
Says it represents about 65 St. 
Louis tv service organizations, 
including most of the major com- 
panies in the city. 


Benson Leaves Stone for TPA 
Murray Benson has resigned 
from Stone Associates to become 
director of merchandising of Tele- 
vision Programs of America Inc. 
TPA licensing and merchandising, 
formerly handled by Stone, wili 
now be handled by TPA under the 
supervision of Mr. Benson. 


‘Self Preservation 
Being the First 
Law of Living— 


New London people eal 
well and live weil. in fact, 
average fomily “Eat & 
Drink” sales here are high- 
est of any Connecticut city 
of 25,000-or-over population 

. « Specifically: $470 per 
family (S.M. ‘56 Survey). 

Your cue? Boost your 
**Eot & Drink” product sales 
here in New London's only 
newspaper . . . blanketing 
95.6% of the 66,547 ABC 
city zone, splendidly iso- 
lated. 


Che Bay 


NEW LONDON, CONNECTICUT 
National Representatives: 


GUMAN, NICOLL & RUTHMAN 
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ads notes that the 15% agency) 
er ae ot Walter Edge. Former 


Advertisers who already have 7 cy has since been liquidated. 
signed for the timetables include Adman, Publisher, When he was 20, he founded the 


Time Inc., Statler-Hilton hotels, | Go M | “Atlantic City Guest,” a daily pub- 
Hertz car rental service and a vernor, Dies at 83 |lication distributed among the re- 
30—Walter sort hotels. Later in 1905 he 


scope. He sold his interest in it 
early in the century, and the agen- 


Sate CHICA » Herts Rent a cor 
ce eee eae "ee Ot A 


a SSeS. number of regional advertisers. | New York, Oct. 
+3: 83 s2De35° Philip Everest, vp for advertis- Evans Edge, 83, who made his ini- founded the Atlantic City Press 
‘ S= Es = ing and sales at TDI, said the/tial fortune in advertising and and subsequently combined it with 
sf =e = timetables will be available in publishing and later became gov- the Atlantic City Union, which he 
eee Str = strategically located boxes at air-|ernor of New Jersey, U.S. senator | bought. 
izes Ss .. ports. Business executives and|and ambassador to France, died 
PE =% & & S35 others will get them by mail, and yesterday at Memorial Hospital. ® In the meantime, he had become 
; |} z= se = He established timetable distribution | Mr. Edge was born in Philadel- |interested in politics, banking and 
3 ibe = e > Z companies will distribute copies to phia; his parents died while he was ‘other business activities. After 
E eS eS: & 2 x most hotels and clubs. |a child, and he became the ward serving as journal clerk of the New 
‘st : oS S = =F | of a maiden aunt. His first job was Jersey senate, as a Presidential 
is ites SS = Ss} |® TDI, which covers such media as a printer’s devil on the old At- | elector and delegate-at-large to the 
z res : as suburban car cards and air and lantic Review, Atlantic City, N.J.| Republican national convention in 
rts ‘$55 e, Sp rail terminal poster exhibits, has| He also did odd jobs for an adver- | 1904, he was elected to the New 
if ot = 3 : for some time been in the railroad | tising agency which handled ac-| Jersey assembly in 1909. The fol- 
33 |; = a S35, timetable operation. It prints and counts for resort hotels. | lowing year, he was elected a state 
Ef = = $i >, distributes more than 30,000,000 Fed up with his newspaper job,| senator, and in 1912 he became 
= =S = Et timetables for more than 30 com- | he joined the old Dorland Adver- | majority leader. He became presi- 
oi 8 i muter railroad and ferry lines|tising Agency. Two years later,’ dent of the senate in 1915, and the 
i S . $s serving the suburbs of New York when the proprietor died, Mr. following year was elected gover- 
&: ~ and Boston. More than 3,000 indi-| Edge bought the business for $500. nor of New Jersey by a large 
. y § vidual advertisers are on its client He built it into a multi-million- plurality. 
&. ; > roster. |dollar operation of international In the period he was in the sen- 
8S 8 
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NEW MEDIUM—The background in this picture is a blow-up of the 

new consolidated airline timetable being put out by Transportation 

Displays Inc. Timetable shows all flights of all airlines to a given 

city, and contains advertising space. Benjamin Page, TDI vp, hands 
a copy of the new ad medium to Lorraine Rogers, of ABC-TV. 


York and Chicago, New York and 


Transpo rt Disp lay s Boston, New York and Washington 
ed and New York and Miami. % y 
Offers Consolidat In addition to showing the 63) - va j j 
pla flights each way between New Zz 
Airline Schedule Ads York and Chicago, for instance,| ~~~ +++ Oe SSaanenel + — 
New York, Oct. 30—They'| information given also will include AL 3 
streamlined the planes; now the| name of airport, airline and type| ~ a2 7 
timetables are getting the treat-| of plane, flight number, class of| —— _ CS | i 
ment. 4 flight, and local phone numbers of 7 4 
Starting Oct. 28, Transportation | each airline. " ” 
Displays Inc. is making available | Gane 
its TDI Airads—a timetable and|# TDI Airads reports its first JAZ | 
advertising medium. The idea is| print order is for 300,000 copies a JESSE (41° SERSER ESS Gee Ses . 
to provide a consolidated timetable | month. After Jan. 1, schedules be- LY ° 
with all flights of all major air-| tween New York and Los Angeles a ’ 
lines appearing in a format similar | and between Los Angeles and San Af Lz i} 
to timetables given to railroad| Francisco will be available. ‘AG 
commuters, Six two-color advertisements a 
TDI’s move eliminates the need | will be carried in each timetable | S47 i 
fo consult five or six bulky time-| issue. Space will be sold by indi- AS 
tables to figure out flying sched-/| vidual timetables, or in combina- a . Sees! ES ee pe 2 
ules. tions. For the first four available MAS 
At the start, TDI Airads will) timetables, rates per month for a 2 Z 
provide timetables showing arrival | six-month period will range from 4/ i 
and departure times of all non-stop | $615 to $1,539 depending on size Sel # 
and one-stop flights between New | and location of the copy. TDI Air-| —--——- Ne Re Net 
pabisdlliessosill 
peice ie Pane oe 
————. ---—- -___- abit xe oe 
AC. Nielsen Company | | | tI 
it eel Reports...WLW Radio | of} r | 
__consistently withone oo) fi) f Leone 
| 


__of the ten largest Pieri 

audiences among the Sid ft tii ti id of 

more than 2870 Radio 08 Ge SORES ERS Get 
__ Stations in America. _ jtti ti 
And WLW Radio gives | 
_______ you the nation’s fifth 
_ largest unduplicated 
‘a radio audience. 
___So before you buy 
radio time, check 

with your WLW Radio 

—______|______ representative. You'll || [i 
be glad you did! | 1} 


i —— 


xu\S HAND-TO 


illustrates the indispensable 
hand craftsmanship 

of the Finisher... 

whose skill in following copy 
often means the difference 
between ordinary 


COLLINS, Ra eS 
: MILLER & NS | 
and exceptional , 
photoengraving reproduction. HUTCHINGS, INC. | — 
America’s Finest Photoengraving Plant for Letterpress and Gravure 


AT WACKER DRIVE - CHICAGO & 


333 WEST LAKE STREET, 
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ate, he had sold out his interest in| 
the Dorland agency and sold his | 
newspaper properties to his em- 
ployes. 

In 1918, he was elected to the 
U.S. Senate. He was re-elected in 
1924, and in 1929 he was appointed 
ambassador to France by President 
Hoover. Subsequently he retired 
and spent several years on his es- 
tate in Thomasville, Ga. 


® In 1943 he returned to New Jer- 
sey politics and was again elected 
governor, serving until 1947, when 
he retired once more from public 
life and published his memoirs. 
One of Mr. Edge’s several es- 
tates, Morven, at Princeton, N.J., 
a 20-room mansion built in 1701, !| 
he gave to the state in 1951 to be! 
used as an executive mansion by 
New Jersey governors. | 


FREDERICK LINDER 


spent most of his career with the 
brewery, starting as an office boy 
in 1911. 

Born in Newark, N.J., he attend- 
ed public school there and served 
in the army in World War I. In 
1930 he was made purchasing 
agent of the brewery. In 1934 he 
became treasurer and in 1948 was 
named exec vp and general man- 
ager. Later that year he was elect- 
ed president. 


While the late Col. Ruppert 


;owned the New York Yankee 
| baseball club, Mr. Linder was its 


treasurer. 

Mr. Linder was president of the 
New York State Brewers Assn., 
president of the New York Brew- 
ers Board of Trade and a director 
of the U.S. Brewers Foundation. 

For his work in Roman Cath- 
olic charities he was made a 


Knight of Malta and was named later at Northeastern University.|in which he had a varied career. 


JOHN HOSCH JR. 

New York, Oct. 30—John Har- 
rison Hosch Jr., 50, a vp of Sul- 
livan, Stauffer, Colwell & Bayles, 
died Oct. 27 in Roosevelt Hospital 
after a short illness. Before join- 
ing SSC&B in May, 1955, Mr. 
Hosch had been a vp of J. Walter 
Thompson Co. 

Born in Gainesville, Ga., he was 
graduated from the University of 
Georgia and later took his master’s 
degree at the Harvard graduate 
school of business administration. 
After leaving Harvard, Mr. Hosch 
joined W. F. Young Inc. as sales 
promotion manager for Absorbine 
Jr. In 1937 he joined the Thomp- 
son agency as an account executive 
and was made a vp in 1946. 
| Mr. Hosch had served as an in- 
structor in advertising and selling 
lat the University of Georgia and 


|to the Cardinal's committee of the |Last year he was a parttime in- 


New York, Oct. 30—Frederick | laity. He also was chairman of the | structor at Columbia University. 
Linder, 64, president of Jacob Rup- |New York City Cancer Committee | 
pert, brewer, died yesterday of|and a director of the New York|# He was a former town repre- 
cancer in Doctors Hospital. He had | Convention and Visitors Bureau. 


|sentative of Greenwich, Conn., a 


| former board member of the. 
Greenwich Community Chest coun- | 
|cil and a former campaign chair-| 
jman of the Greenwich Health 
|Assn. He was president of the) 
corporation for the General Coun-| 
cil of Congregational Christian 
Churches of the U. S., and was a 
member of Phi Beta Kappa. 


A. URBAN SHIRK 

New York, Oct. 30—A. Urban) 
| Shirk, 66, inventor and industrial 
|consultant, recognized as an au-| 
‘thority on merchandising in the 
food industry, died Oct. 20 follow- 
jing an abdominal operation at 
North Shore Hospital, Manhasset, 
N. Y. 

After graduating from the 
Wharton School at the University 
of Pennsylvania in 1910, Mr. 
| Shirk entered the food business, 


He was director of research for 
the American Chicle Co. for many 
years and invented a _ synthetic 
chicle, for use as a chewing gum 
base, that would not oxidize and 
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harden. He also was sales mana- 
ger of International Products 
Corp., president of the Snider 
Packing Corp., a sales consultant 
for the Claridge Food Corp., and 
merchandising consultant for the 
Fisk tire division of the U. S. Rub- 
ber Co. 

Among Mr. Shirk’s merchandis- 
ing accomplishments was the in- 
troduction of vitamin capsules in 
grocery stores. He was the author 
of “Marketing Through Food 
Brokers,” and was one of several 
co-authors of “Food Marketing.” 


MILTON J. GOGER 

EvizaBeTtH, N. J., Oct. 30—Milton 
J. Goger, 49, president of Ameri- 
can Type Founders Co., died Oct. 
22 of a heart attack while on a va- 
cation in Bermuda. Born here, Mr. 
Goger joined ATF 31 years ago as 
a machinist’s helper. He was elect- 
ed president of the company April 
9, ’56. 

In 1938, he was graduated from 
the Pace Institute school of ac- 
counting and business administra- 
tion, and in 1953 was graduated 
from the Columbia University 
graduate schoo! of business. In the 
company, he had served as super- 
visor of branch accounting, as- 
sistant to the controller, assistant 
to the president and vp. 

Mr. Goger was a member of the 
Controllers Institute of America, 
National Assn. of Cost Account- 
ants, and the Chamber of Com- 
merce of Union County, N. J. 


GEORGE B. BASSLER 

Cuicaco, Oct. 30—George B. 
Bassler, 59, veteran space salesman 
for consumer and farm publica- 
tions, died of a sudden heart at- 
tack Oct. 21 in Evanston Commu- 
nity Hospital. Before joining the 
local sales staff of Town Journal 
and Farm Journal 10 years ago, 
Mr. Bassler was associated with 
the old Pathfinder magazine for 
more than 20 years. A resident of 
suburban Wilmette, Mr. Bassler 
was a member of the Agate Club 
and was a past commander of 
American Legion Posi 170. 


GLENN C. MORROW 

Rocuester, N. Y., Oct. 30— 
Glenn C. Morrow, 62, executive 
secretary of the Rochester Ad Club, 
died here Oct. 22. He had been ex- 
ecutive secretary of the club from 
1923 to 1942 and again from 1950 
until his death. From 1919 to 1922 
he was associated with Eastman 
Kodak Co. 


McDevitt Moves in Chicago 

George A. McDevitt Co., pub- 
lishers’ representative, has moved 
its Chicago office to larger quar- 
ters at 230 N. Michigan Ave. 


SMOKE SIG 
CHIEF 


WISCONSIN 


DAILY 
NORTHWESTERN 
seus your & 
PRODUCTS IN THIS 
“HEAP RICH” 
MARKET 
— 


MERCHANDISING HELPS 
INCLUDE — 

@ BULLETINS TO TRADE 

@ PERSONAL CALLS 

@ TIE-IN SOLICITATIONS 

® BRAND CHECKS © 


Represenied by 
Johnson, Kent, Gavin & Sinding, Inc. 
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The NEWS of the Rockies 


First nine months last year we car- 
ried 40.8% of the total retail linage 
of Denver. This year, 42.8%. 


\ews 


Tountain 


LHe 


) Department Store Sales... 


WASHINGTON, Nov. 1—Depart- 
ment store sales in the week end- 
ing Oct. 27 edged 2% ahead of 
sales in the comparable week of 
1955, the Federal Reserve Board 
reported today. 

For the four weeks to that date, 
sales were 1% ahead, and for the 
year to that date they were 4% 
ahead. 


® Of the 12 FRB districts, four re- 
ported losses: Boston, 4%; New 
York, 2%; Philade|phia, 5%, and 
Chicago, 1%. The remaining dis- 
tricts showed gains as follows: 
Cleveland, 2%; Richmond, 4%; At- 
lanta, 6%; St. Louis, 1%; Minnea- 
polis, 12%; Kansas City, 2%; Dal- 
las, 6%, and San Francisco, 4%. 
Detailed breakdown of these dis- 
trict figures will be available next 
week. For the two weeks previous 


2% Gain in Week Ending Oct. 27 


sales broke down as follows: 


% Change from "55 
Week ending 
Federal Reserve Oct. Oct. 


District, Area, and City 


UNITED STATES 


Besten District 
Metropolitan Areas 


12 


Downtown Boston 
Suburban Boston ........ 
Cambridge 


THING ON FAST... 
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YELLOW PAGES EMBLEM 
directs more prospects to /ocal dealers! 


To increase the value of this emblem to you 
and your prospects, we are promoting it in a 
national advertising campaign in leading consumer 


More and more well-known advertisers such as 
Graflex, Keepsake Diamond Rings, Delco-Heat — 
users of Trade Mark Service in telephone directories 
display the Yellow Pages emblem in their ads. 
This Yellow Pages emblem is a visual sales help 
for national advertisers. It tells readers quickly 
where they can find the names, addresses and 
phone numbers of dealers carrying your products. 


magazines. 


So ...(1) use Trade Mark Service in the 
Yellow Pages of telephone directories; (2) use this 
emblem in your national advertising to make it 
easier and more convenient for prospects to buy. 


Yellow Pages emblem artwork for use in print and TV advertising is available from the 
Trade Mark Service Representative. Call him at your local Bell telephone business office. 


Advertising Age, November 5, 1956 


Department Store 
Sales Barometer 


Change from 1955 
Week Ended g + 2% 
Oct. 27, °56 


Jan. 1 to 


Oct. 27,56 | + 4% 


Metropolitan Areas 
II icctinniinnesntdigmmeede 
1 or 


Philadelphia 


Wilkes-Barre—Hazieton . 
Cleveland District ............... 
Metropolitan Areas 


Columbus ....... 
Springfield 
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Wheeling-Steubenville ... 
Richmond District ................ 
Metropolitan Areas 

Washingt 


a7 
[tl ++ +4+4+4+4+4+4+4! 


Downtown Washington ‘3 


Atlanta District ........................ 
Metropolitan Areas 
Birmingham ... 
Jacksonville 


Augusta. 
New Orleans 
Knoxville. _ 
EEN 


+++ | 


eee 
Louisville 
St. Louis . 


1 
2 
3 
5 
0 
5 
5 
1 
1 
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Metropolitan Areas 
Minneapolis-St. Paul 
Minneapolis and Suburbs 

Minneapolis City ............ 
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Metropolitan Areas 
Topeka .. 
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San Francisce District 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angeles .... 
San Francisco-Oakland .... 


11 +e lett + 
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WCWAGwInworrKwon- 


+$4++ 14+] | 
—-eOweawuwe COnwe 
Lit t+ 


+++ | 
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Tacoma ... 
r—Revised. *—Data not available. 


WGN Appoints FC&éB 

WGN Inc., Chicago, has ap- 
pointed Foote, Cone & Belding, 
Chicago, to handle consumer ad- 
vertising for WGN and WGN-TV. 
FC&B, which also handles consum- 
er advertising for the station’s 
parent, the Chicago Tribune, is 
WGN Inc.’s first agency. 


KDKA-TV Names Reeves 

Westinghouse Broadcasting Co. 
has appointed Jerome R. (Tad) 
Reeves, general manager of 
KDKA-TY, Pittsburgh. Mr. Reeves 
formerly was director of programs 
and operations of WBNS-TV, Co- 


lumbus. 
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Current 
Circulation 
Guarantee 


Page Rate 
(B/W) 


Cost per M 
(Guarantee) 


Circulation 
Delivered 
6/30/56 


Cost per M 


Circulation 
Guarantee 
February, 1957 


Circulation 
Guarantee 
Increase 


Page Rate 
(B/W) 
February, 1957 


Cost per M 
(Guarantee) 
February, 1957 


in whi 


1,250,000 
$2,700 


$2.16 


1,362,456 
$1.98 


1,250,000 


1,150,000 
$2,415 


$2.10 


1,206,928 
$2.00 


1,150,000 


ch Mechanical 


900,000 
$1,620 


$1.80 


1,024,400 
$1.58 


950,000 


50,000 


$1,800 


$1.89 
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POPULAR | 
SCIENCE 


: -” 


Median Age 34.4 years 34.3 years 32.6 years 


Median Income $5,010 $5,075 $4,960 


High School 
oy 79.3% 86.3% 85.1% 
81.6% 83.0% 83.6% 


Home Ownership 72.9% 70.5% 68.6% 


Car Ownership 92.5% 93.0% 92.6% 


Looking at reader characteristics, the three monthly mechanical magazines are in a dead heat... successful young 
married men, interested in their homes and cars... with money to spend. But, with new rate announcements 


MECHANIX ILLUSTRATED is in by a mile as the economical buy. Call your nearest MI representative today 


Source: Publishers’ Statements to ABC, June 30, 1956 
Standard Rate & Data Service 
Starch Consumer Magazine Report, May, 1956 
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Advertising Age, November 5, 1956 


Keep Radio Flexible, 
Brent Urges Canada 


Broadcaster Group 


HAMILTON, ONT., Oct. 30—Don’t 
use radio as a measuring instru- 
ment; it never falls into set pat- 
terns, Ralf Brent, vp of Station 
WIP, Philadelphia, told the Cen- 
tral Canada Broadcasters annual 
convention last week. 

He warned that if broadcasters 
permit radio to solidify in set pat- 
terns, “it is more than possible that 
we will freeze it to death, with the 
unalterable formula of music, 
news and sports.” 

He asked the Canadian radio 
men how they know what will or 
will not work on radio. 

“In 30 years of broadcasting, we 
still have failed to discover how 
to attract more than 25% to 30% 
of the people at a time to listen to 
us on any regular basis,” Mr. 
Brent pointed out. 

The speaker explained that 
broadcasters have no way of know- 
ing truly what the public prefers 
regularly or not regularly. But he 
urged station managements and 
program men to try to be creative 
in using their broadcasting instru- 
ments. 


s “If you will only exercise your 
ability to think, to create, to ex- 
periment, to dream,” he stated, 
“and if you approach the other vi- 
tal individual in the unalterable 
theorem of mass communications— 
the listener—with humility and 
zeal, with an attitude of ‘this is for 
you,’ then radio will be listened to 
passively, if not avidly.” 

Mr. Brent urged the Canadian 
broadcasters to think of radio not 
as it was before television, but as 
it will be. 


® In the course of a panel discus- 
sion on media selection, moderated 
by Cecilia Long, account executive 
and director of women’s promo- 
tions at Ronalds Advertising Agen- 
cy, Toronto, four major factors 
were outlined by R. R. McIntosh, 
marketing vp, General Foods Ltd. 
The four factors were product 
characteristics, marketing area, 
psychological approach, and budg- 
et. 

Flexibility is one of the most im- 
portant assets in radio advertising 
for retailers, G. W. Brown, mer- 
chandise manager, Eames & Son 
Ltd., told the panelists. 

“Of course, with the added ad- 
vantages of flexibility, planning, 
and access to ingenious techniques 
in radio, much more research into 
the selling techniques of retail 
stores is required,” he admitted. 

Mr. Brown said that at present, 
with live television production still 
in the amateur stage, local retail 
stores did not yet find it worth 
while to advertise on television. 


Advertising Aid Catalog Issued 
to Help Shaw-Box Distributors 

The Shaw-Box Crane & Hoist 
division of Manning, Maxwell & 
Moore, Muskegon, Mich., has pub- 
lished a catalog of “Distributor 
Advertising Aids,” designed to as- 
sist Shaw-Box distributors in pre- 
paring local advertising. The book 
describes a variety of advertising 
and merchandising aids available 
to distributors including literature 
and product display racks, and ad- 
vertising mats and photos of all the 
distributor line products manufac- 
tured by Shaw-Box. 

A supplementary display service 
is offered, and the advertising de- 
partment’s copywriting and layout 
services,. available to distributors 
without charge, are described. 


Gordon Schonfarber Adds One 

Gordon Schonfarber & Associ- 
ates, Providence, has been ap- 
pointed to handle advertising for 
the Rhode Island Assn. of Insur- 


GALLERY—Mrs. Ruth Hook, Birmingham, Ala., showed 14 of her oil 
paintings to New Yorkers via this General Outdoor Advertising Co. 
panel in Times Square. The oils, protected by plastic covers, were 

displayed for ten days at a cost of $400. 


pot aa 
RUTH HOOK 


464 Cornelius Dr. 
Birmingham, Ala. 


eA 


85 
IN CANADA: 
» more than 24rds — 
| of all major 
goods and services 
sold in Toronto 
ore bought by 
readers of the 


TORONTC 


DAILY STAR 
80 KING ST. WEST 


I 
7 


Aone 


ance Agents. 


IN CANADA ... 


‘They Do 
THEIR SHOPPING 


From The 


Daily 


Newspaper... 


The 8 Southam Newspapers 


OTTA 


Citizen = Spectator 


influence more than 


1,550,000 Canadians 
every shopping day 


of the week! 


Nugget 


UNITED STATES REPRESENTATIVE / 


YOU GET 


ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 


Tribune 


Herold 


News Journal 
Cresmer & Woodward Inc. (Can. Div.) 
New York, Detroit, Chicago, 

San Francisco, Los Angeles, Atlanta 


WA - HAMILTON - NORTH BAY - WINNIPEG - CALGARY - MEDICINE HAT - EDMONTON - VANCOUVER 
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Macy Joins ‘Family Circle’ 
Macy, 
Gourmet, has joined the New York 
sales staff of Family Circle. 


Orrin 


Photographers 


formerly with 


Agency Representatives, Inc. 
285 Madison Avenue 
New York 17, New York 
MUrray Hill 5-3141 


SPECIALISTS IN RADIO & TV 
PYTviriciiiiiiriitiiti ty $ |charges she was libeled, ridiculed 


Brief Backs Up 


Against Marboro, Springs 


New York, Oct. 30—The Amer- 
|ican Society of Magazine Photog- | 
FF a ame plans to file a “friend of 
| the court” brief in support of Mary 
®| Jane Russell, fashion model who 


Sersen’s 


IMPRINTING, Inc. 


Imprinting— our —" 


> —* 


Catalogs 
Meil sample fes Quotation eatton Phe vi us te Coll 
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and professionally injured by a 
Springs Mills bedsheet advertise- 
ment for which she did not pose. 
Charles E. Rotkin, president of 
the ASMP, has asked New York 
state supreme court for permission 


ers, not only in New York City, 
but also throughout the country.”’) 

In his petition, prepared by the 
law firm of Gray & Grossman, Mr. 
|Rotkin asserts flatly that photog- 
raphers are the rightful owners of 
all negatives, transparencies and 
prints produced in the course of 
doing a job for a client. 


® Citing the code of ethics of the 
ASMP, Mr. Rotkin states that 


|member photographers work on 
|specific assignments for specific 
iclients and the 


jused only by this particular client | 


“picture can be) 


| 


he retained the photographer’s 
professional services initially.” 
Mr. Rotkin adds that “not only 
cannot the picture be transferred 
to any other person for his use, but 
even the client cannot use the pic- 


He adds that these principles are 
“generally adhered to by the ad- 
vertising clientele.” 

ASMP’s action buttresses Mrs. 


Russell’s contention that Springs | 
Mills had no legal right to use the 
picture which showed her in _ 


with a man reading books. 


® Mrs. Russell originally posed for 
the picture to illustrate a Marboro 
Book Club ad. After running the 
ad, Marboro sold the picture to the 
bedsheet manufacturer for $200. 
Springs Mills retouched the picture 
slightly and used it in a full-page 


|for the specific purpose for which'ad in the Ladies’ Home Journal, 


ee Gow should hnow about Seilg 
PLASTICTYPES' 


If proper manufacturing techniques are employed, plastic plates can be 
made which reproduce newspaper advertisements better than any other 


method. Outlined here are the materials and methods used by Reilly 
Electrotype Division for the consistent achievement of these results. 


The most important step in plastic plate manufacture is 
the making of the pattern plate. This pattern must be 
absolutely faithful to the foundry lock-up. The only proven 
molding medium that can accomplish this is Vinylite . . . 
every other molding material loses three times as many of 
the tonal values. 


Reilly believes that the preparation of the pattern plate 
is a most important quality factor. For this reason, Reilly 
spends extra time and money on functions not considered 
necessary by other electrotypers. For example, Reilly is the 
only electrotyper in the industry employing pressmen and 
engravers to assure quality control and to check Reilly 
standards, including depth of fifty-five thousandths of an 
inch in open areas. These men know —and remove the 
trouble spots that will show up on the newspaper press. 


The stumbling block for many electrotypers is the fe- 
male matrix used to mold plastic plates. Reilly really has 
the secret in its DURAMATRIX. The molding quality of 
the Reilly DURAMATRIX is truly remarkable. 


The molding machinery used to make plastic duplicates 
must maintain temperatures and pressures within very 
close limits . . . this means electronic control. Since such 
machines were not available commercially, we designed 
and built our own —to highest specifications. 


Every PLASTICTYPE that we produce is inspected 
microscopically by men who are trained to accept nothing 
bur flawless precision in dot structure, type formation, 
plate thickness and depth. Proofs are pulled at every 
critical stage in the process for checking and quality com- 
parison. 


We suggest that you inquire into the materials and 
methods of your plastic plate manufacturer. If you find 
that they don't measure up to Reilly standards, act accord- 
ingly. There's no point in paying re prices for 
low-grade products! 


Remember that at Reilly every PLASTICTYPE mailed 
to newspaper publishers is the same top quality for the 
same price ... and delivered on time. 


REILLY ELECTROTYPE DIVISION 
305 EAST 45TH ST., NEW YORK 17, N. Y. 


C) Please have Representative call to give me full details. 


C) Please send free booklet “The Truth About PLASTICTYPES.” 


State 


Zone 


Advertising Age, November 5, 1956 


Look and Promenade. 

Mrs. Russell, who is one of the 
highest-paid models in the fashion 
photography business, alleges that 
the Springmaid bedsheet ad had 
strong implications of obscenity, 
portraying her as “a female wait- 


NEW YORK o to enter the amicus curiae plea,| ture for any purpose other than the 
Russell Lawsuit pointing out that the issue of own-| one for which it was made.” ing to be used by a stranger who 
REPRESENTATION ership of advertising art is “of} Mr. Rotkin says advertisers may | was whetting his sexual appetite” 
FOR YOUR vital importance” to his group. reproduce pictures in more than| with the book he was reading. 
Model Release Limited, (ASMP claims a membership of | one medium “if this is done by ex-| In their replies to the complaint, 
AGENCY ‘ 400, including “most of the leading| press pre-arrangement with the|Springs Mills and Marboro have 
ASMP Agrees, in Action magazine and fashion photograph- | photographer.” contended that Mrs. Russell for- 


feited all control over the commer- 
cial use of the picture by signing 
the standard model release form. 
This form gives the advertiser 
“unrestricted use” of the picture 
“for advertising purposes or pur- 
poses of trade.” 


= Mrs. Russell, on the other hand, 
has maintained that models must 
retain “complete control over the 
commercial uses of all pictures.” 
The American Society of Magazine 
Photographers makes the same 
claim on behalf of photographers. 

Referring to the release form, 
Mr. Rotkin states, “It is understood 
by all the parties involved that this 
release is intended to be limited to 
the specific task upon which the 
photographer is then engaged for 
the specific client.” 

Mr. Rotkin points out that it is 
essential for a photographer to be 
informed in advance of the in- 
tended use of his picture, because 
his fees are to a large extent gov- 
erned by such factors as what 
medium is going to carry the pic- 
| ture. Photographers, he explained, 
charge more for pictures used in 
jnational mass circulation maga- 
zines than for those used in maga- 
zines of smaller circulation. 

Mr. Rotkin further pointed out 
that agreements between photog- 
raphers and clients are, “in prac- 
tice,” stated “orally,” with the 
photographers and clients relying 
“on each other’s honesty and in- 


tegrity.” 


® Noting that pictures can be 
“readily altered” by air brushing 
techniques, Mr. Rotkin said that if 
advertisers were allowed to resell 
pictures, the effect would be “to 
deprive the photographer of val- 
uable property rights and sharply 
to diminish the earnings to which 
he is entitled as the result of his 
skills and talents.” 

Mrs. Russell’s attorney, Emily 
Marx, submitted a new complaint 
in the action last August in com- 
pliance with the ruling by Judge 
Felix Benvenga that the original 
complaint was improperly drawn 
(AA, July 23, Sept. 10). 

The defendants have since moved 
that the new complaint be dis- 
missed on the grounds that it is 
also defective. Hearings on this 
motion have been set for Nov. 20. 

Defendants, in addition to 
Springs Mills and Marboro, are 
Friend-Reiss Advertising, Mar- 
boro’s agency; C. L. Miller Co., 
Springs Mills’ agency, and the 
three magazines which carried the 
disputed ad. 


= Mrs. Russell alleges 16 separate 
causes of action and demands dam- 
ages totaling $4,000,000. A plaintiff 
with Mrs. Russell is Edward T. 
Russell, her husband, an account 
executive at Doyle Dane Bernbach 
Inc., who claims use of the picture 
by Springs Mills impaired his 
“comfort and happiness in her 
society.” 


O’Brien Joins Knox Reeves 
Wallace D. O’Brien, formerly 
advertising supervisor of the dog 
food department of Nutrena Mills 
feed division of Cargill Inc., has 
joined the account staff of Knox 
Reeves Advertising, Minneapolis. 


Oneida Paper Names Agency 
Oneida Paper Products, Clifton, 
N.J., has named Williams & Lon- 
don Advertising, Newark, as its 
agency. Riedl & Freede Inc., Clif- 


| 
| 
! 
| 
| 
vou ca nau ae on Reilly Plastictypes | = ict! 


ton, is the former agency. 
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This Seal 


INFLUENCES THE BUYING OF ALL MOTHERS 


M 
per << 


SERVICE BUREAU 


PARENTS’ 


% MAGAZINE = 
Voy, ve 
ERTiseD * 


END 


BY THE 


whether they read Parents’ Magazine or not! 


: ICK UP almost any newspaper or magazine... 
ae in TV, look at store windows or counters 
...and more than likely you will see many fine 
branded products which are being helped by 
the powerful, sales-stimulating PARENTS’ 
MAGAZINE COMMENDATION SEAL, 
builder of consumer confidence. 


5 fouLaeal MAGAZINE'S | 
CIR 


ULATION GUARANTEE 
. ; Y - ack ge “bo @ Ao) 


. 


Millions of mothers—as well as millions of other 
people—know that this Seal is awarded only to 
products suitable for use by families with chil- 
dren. And it is this unique confidence in PAR- 


ENTS’ MAGAZINE and in the products. ad- 


vertised in it, that can also help you increase sales 
for your brand! Details gladly given on request. 


gt: PARENTS’ MAGAZINE’S COMMENDATION SEAL 


ee PARENTS) CREATES CONFIDENCE AND INCREASES SALES! 


&. 


re nseo “ 


MONTHLY READERSHIP 
5,700,000 


(Readership study on request) 


PARENTS’ MAGAZINE - 52 Vanderbilt Avenue, N. Y. 17 - Chicago - Atlanta - Boston - Los Angeles - San Francisco 
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‘McCall's’ Debunks 
Other Magazines’ 
Diets: Boosts Its Own 


jexistence of rival -magazines, it 


gives opponents the bird in the 
November McCall's. 

A front-cover paste-on says, 
“Doctors expose fad diets—Mc- 
Call’s presents a diet you can live 


New York, Oct. 30—The McCall | by.” Opening of the article asks: 


Corp. not only acknowledges the | 


“How many of these fad diets 


EL PASO—the capital city of the 
Fabulous Southwest—24 counties of 
West Texas and New Mexico. 


This is a swell place te de business. 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
| EVENING 


do you remember? How many 
have you fallen for?” It lists “The 
9-Day Harper’s Bazaar Diet,” “The 
High-Protein Holiday Diet,” “The 
Low-Protein Look Diet,” “The 
Ladies’ Home Journal Formula 
Diet.” 

Rivals get a quick kiss-off in the 
text: Samples: 

“‘Weight is determined by a 
balance of three types of foods— 
fats, carbohydrates and protein. In 
a fat person the balance is wrong.’ 
This fanciful statement appeared 
last summer in Look... .” 

“Meanwhile, science was dis- 
proving Holiday’s «|aim that a diet 
of protein and fa‘. in the ratio of 
three to one, wou!d miraculously 
speed up the meta! olic process and 
leave no residue «! unburned cal- 
ories—regardless »{ how much you 
ate.” 


Hoffer to U.S. Industries Steel 

James J. Hoffer, formerly vp 
and sales manager of Ames Show- 
er Curtain Co., New York, has 


We handle contests 
we judge contests 


We perform every step and follow thru 
with every phase of a contest and its 
operation, from its very inception to its 
final completion. 


Advertising Distributors of America are 
fully equipped with all the necessary 
facilities and manned with experienced, 
skilled personnel to carry out 

particular assignments thoroughly, 
professionally and efficiently. 


We solicit advertising agency consultations. 


Colgate-Palmoli.« Co. + United States Steel Corp. 


Fram Corporati » + Bates Fabrics Inc. 

National Biscuit ‘ 0. - Donut Corporation of America 
Atlantic & Pacif': Tea Co. - Safeway Stores Inc. 
General Foods Corp. — Calumet Baking Divn. 
Schenley Distille:s - Breakstone Bros. 


McKesson & Rol.) ns + Federal Pacific - Sylvania 
Electric Corp. + |} ord Motor Car Co. 

Downyflake — Lox Cabin Sweepstakes 

White Rock Corp - Gunther Brewery 

General Foods (orp. — Post Cereals Divn. 

Bonomo *« Disable American Veterans 

Columbia Broadcasting System - Nash-Kelvinator 
General Baking “orp. « Minnesota Mining & 
Milling Co. + Premier Foods « Transworld Airlines 
Dixie Cup Company + Canada Dry Ginger Ale Inc. 


ADVERTISING DISTRIBUTORS OF AMERICA incorporaTeD 


CHICAGO 


NEW YORK 


PITTSBURGH ¢ ST. LOUIS * DETROIT * SAN FRANCISCO « ALBANY * BALTIMORE ¢ CINCINNATI *¢ TORONTO, Canada 


PHILADELPHIA 


A partial lis’ of the clients we have served 


Greiner Mitchell 

Glavin Preston 
DINNER PARTY—Head table guests at the 19th annual dinner of the New 
England Newspapers Advertising Bureau, held in Boston, are Wil- 
been appointed marketing director) liam Dwight, president, Holyoke Transcript, and president of the 
of U.S. Industries, also New York.| American Newspaper Publishers Assn.; E. Craig Greiner, vp and 


|New England manager, N. W. 
Ayer & Son; Robert W. Mitchell, 
publisher, Rutland Herald; Rich- 
jard C. Steele, general manager, 
| Worcester Telegram-Gazette, and 
| president, New England Daily 
| Newspaper Assn.; Anthony G. 
Glavin, director, NENAB, and 
Richard Preston, commissioner of 
the Massachusetts Department of 
Commerce. 


‘Ivy Look’ Leaves 
Ivy League; Now Its 
FocusIs Madison Ave. 


New York, Oct. 30—In the first 
of a series of articles analyzing the 
sources of American Fashion, Ap- 
parel Arts depicts in its November 
issue the growth of the “Ivy look” 
in men’s fashions from its original 
moorings on Madison Ave. to the 
“Main Streets” of America. 

(Apparel Arts defines the “Ivy 
look” in dress as: Three-button, 
natural shoulder jackets; pleatless, 
tapered trousers; button-down ox- 
ford shirts.) 

The growing demand for “Ivy 
clothes” has made merchants in 
areas adjacent to New York aware 
that “unless they bring Madison 
Ave. to their stores, their best 
customers will virtually hop a 
train or plane to Madison Ave. to 
buy their clothes,” according to the 
article. 

Many merchants, the article con- 
tinues, find competition through- 
out the nation growing from the 
“traveling emissaries” of Brooks 
Bros., Chipp and others, creators 
of the “Ivy look.” 

Apparel Arts feels that the cur- 
rent trend is not an indication that 
America’s men’s stores should 
overnight be converted into Madi- 
son Ave. shops. 


s “But there ‘isn’t a shadow of a 
doubt that every city and town in 
America has what we might call 
the Madison Ave. Man... They 
want that touch, that color, that 
outline that denotes Madison Ave. 

“Not all of the customers in a 
non-New York store have the 
Madison Ave. perspective. But the 
top-quarter, or more, most certain- 
ly does.” 


Steller Adds Slideview 

Steller, Millar & Lester, Los Af- 
geles, has been appointed to han- 
dle advertising for the Slideview 
Door & Window Co., manufacturer 
of steel and aluminum sliding 
glass doors. 


Bedell Joins Research 

Jane Bedell, formerly assistant 
to Mademoiselle’s managing edi- 
tor, has joined the Institute for 
Motivational Research, Croton-on- 
Hudson, N. Y., as director of press 


and public information. 
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Builids for tle Fotena 


When a newspaper in rich southwest Texas grows fast. it grows big, too, like 


everything in Texas. In less than ten years the people’s demand for the San 


Antonio Light has exceeded most publishers’ dreams of great circulation — 


leadership. To meet this progressively increasing demand for its newspaper, the 


San Antonio Light has entered upon this expansive modernization program: 


3 The erection of a spacious, modern production building to 
accommodate all mechanical facilities under one roof. 


ee Installation of 14 Goss High Speed Units with the capacity to 
print 96 page newspapers in full color. 


Such a revitalization program will fulfill many objectives, but primarily it 
will give to the big circulation of home delivered subscribers more late news 


faster than it was ever possible before. 


This rebuilding and modernization of the San Antonio Light is part of a far 
reaching expansion program of aggressive journalistic moves under way in 


the eleven metropolitan areas where Hearst newspapers are published. 
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“| locked my 
inhibitions 


in the. closet" 


That's a tall order, but the feature editor 
of the Chicago Daily News said it... 
and he and 600,000 reader-families are 
happily stuck with it. As a result, the 
Women’s Pages of the News are lively 
reading at its liveliest. A Society travel- 
story may be captioned: “Where Society 
Sneezes.” A Social Security story about 
housewives with maids may be head- 
lined: “Lady, the U.S. Can Put. You in 
Jail!’ The editor responsible for every 
sprightly feature, from cookery and 


Gleason Blackout on 
U.S. Outlet Angers 


Canadian TV Viewers 


OTTAWA, Oct. 30—Tv fans 
throughout the Ottawa-St. Law- 
rence Valley, irate over the fact 
that Jackie Gleason’s show is not 
going out over WCNY-TV, Water- 
town, N.Y., are girding themselves 
for an all-out battle with the spon- 
sors of Gleason’s show, Bulova and 
Old Gold cigarets. 

The Watertown tv station, 

owned by the Watertown Daily 
Times, is a CBS independent out- 
let, and almost up to the time 
Gleason was due to air his new 
show, it appeared that WCNY-TV 
would get the nod from the spon- 
sors. 
Then Old Gold blew cold on the 
idea, claiming that their product 
wasn’t seld to any extent in Cana- 
da. Bulova was willing to go along, 
provided Old Gold could be con- 
vinced to follow. 

Finally Old Gold said yes, and 
things looked rosy for Gleason fans 
among the station’s audience. But, 
at the last minute, Bulova had an- 
other change of heart, and so the 
show went on the air without the 
Watertown station in the charmed 
circle. 


s The majority of fans had seen 
Gleason’s show each week when it 
was carried by CBC, and when 
that august body announced some 
weeks ago that the fat boy was 
being dropped this year, their pro- 
tests were loud and prolonged. 

Then it was realized that Water- 
town would carry Gleason if plans 
matured, and everyone (save 
CBC) was happy. 
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POPCORN MAM A— 
America’s 1957 
Popcorn Queen is 
Reggie Dombeck 
of Chicago, 
shown here 
wrist-deep in, of 
course, popcorn. 
Miss Dombeck 
reigned over Na- 
tional Popcorn 
week, which 
> started Oct. 27, 
' sponsored by the 
Popcorn In- 
stitute, Chicago. 


Right now that happy frame of 
mind has turned sour, and irate 
letters asking “how come?” are 
pouring in to Bulova’s Canadian 
offices at Toronto. 

James W. Higgins, director of 
television at WCNY-TV, says the 
same thing is happening there, and 
that most of the letters are from 
Canadian listeners. 

Mr. Higgins adds that the major- 
ity of his station’s viewers are 
from the Canadian side of the St. 
Lawrence—something like 186,000, 
in comparison to around 80,000 to 
90,000 in New York State. 


Grant Joins Burke, Dowling 

Stuart Grant, formerly advertis- 
ing and sales promotion manager 
of Walter Kidde & Co., has joined 
Burke Dowling Adams Inc., Upper 
Montclair, N.J., as an account ex- 
ecutive. 


David Mendelsohn Adds 2 

Cyril Johnson Woolen Co., Staf- 
ford Springs, Conn., and Rocham- 
beau Worsted Co., Providence, 
R. L, have appointed David J. 
Mendelsohn Advertising, New 
York, to handle advertising and 
public relations. 


Mowery Joins MGM-TV 

Paul Mowery, a consultant and 
former ABC and CBS executive, 
has been retained by MGM-TV, 
New York, for a special sales as- 
signment in the Midwest. He will 
| work out of the film company’s 
New York office. 
| 
‘Schiller Joins Atherton 
| Jay L. Schiller, formerly media 
|research director of Compton Ad- 
|vertising, has joined Atherton & 
Currier, New York, as director of 
research, 


hip with that 


KENTUCKY FLAIR! 


Never mind the girls —the important view is 
this “bottom” of Kentucky Lake —the world’s 


largest man-made lake, 


and Kentucky's newest, 


most glamorous playground! 
In a State that’s known for showmanship, Ken- 
tuckians look to WAVE-TV for the best in 


television showmanship. 


Here's the proof: 


PROGRAMMING: Two 1956 Surveys® show that 
WAVE-TV gets audience preference! 


COVERAGE: WAVE-TV has 66% greater coverage 


than the second Louisville station be- 
cause of its low Channel 3, full power 
and greater tower height (914' above 
sea level) ! 2,437,000 people are served 
by WAVE-TV in 70 mid-Kentucky 
and Southern Indiana counties! 
EXPERIENCE: WAVE-TV was first on the air in 
Kentucky, in 1948. Its experienced 
crews have the know-how to help your 
programs and your commercials sell! 


fashions to comics and the Roto maga- | 
Nas is (brace yourself!) Tom Collins, 


with his staff of also-uninhibited writers. | 
Collins’ columns are one more reason | 


why advertisers know that— 
Let NBC Spot Sales give you all the facts! 


The CHICAGO DAILYNEWS wig 
it bcecaal ! sins oan ae 


FIRST IN KENTUCKY 
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Dobeckmun Co., Anderson & Cairns Win Top 
Honors in Cleveland Art Directors’ Awards 


CLEVELAND, Oct. 29—Color pho- 
tography addressed to the carriage 
trade and advertising Lurex me- 
tallic yarns took best-in-show hon- 
ors in the eighth annual competi- 
tion of the Cleveland Art Direc- 
tors Club. 

Anderson & Cairns, New York, 
placed the ad for Dobeckmun Co. 
of this city in the Detroit Athletic 
Club News and The New Yorker 
last November. 

John Rawlings’ photograph 
showed a fashionable young wom- 
an, attired in Lorex clothes, en- 
sconced on Lurex upholstery, at a 
car-less steering wheel. The head- 
line read: “Lurex Surrounds You 
With Luxury.” 


®& The show-topping entry took 
first in unit design for consumer 
magazines and won honors for art 
directors Tom Shem and Alex 
Moltaries in addition to the agency 
and photographer. 

A record 1,218 entries in 23 cate- 
gories were submitted to the 
awards committee, headed by Ted 
Lozier, art director of G. M. Bas- 
ford Co. More than 300 were dis- 
played for a week in Hotel Cleve- 
land. 

Georg Olden, art director of 
Columbia Broadcasting System, 
said at the awards luncheon: 

“The art director must conduct 
a constant search for new avenues 
of expression and for fresh sym- 
bolism. He must reject precon- 
ceived and rigid dogma on what is 
good art and good art alone. When 
he does that he has already gone 
a long way toward solving the 
problem of the visual cliche.” 


® Mr. Olden said advertisers rec- 
ognize they are in a “new visual 
era” when vision is more important 
than ever for moving merchandise. 

Citing the surge in Cadillac sales 
when the car got its “fish tails” in 
1948, Mr. Olden said: 

“Never before have looks played 
such an important role in the se- 
lection of things we buy. In print 
advertising the hard-sell concept is 
becoming increasingly suspect. 
New successes are being rung up 
by such ads as those honored in 
this show.” 

“More and more agencies are 
including the art director in the 
initial planning stages of cam- 
paigns,” he said. “This is better 
than dumping a_ heterogeneous 
mish-mosh in his lap, then expect- 
ing him to provide lay-outs and 
follow-through.” 


s In the competition, two art di- 
rectors won three first awards 
each: Clark Maddock of McCann- 
Erickson and Hugo DiZinno for 
Fuller & Smith & Ross and for 
William Richards. 

Awarded first place in other 
“unit design” classifications were 
these agencies, companies, art di- 
rectors and other individuals: 


Business Magazines: Fuller & Smith & 
Ross for Alcoa, with honors to Al Jenkins 
and Ken Lipstreu, artist. 

Newspaper—regular: Higbee Co., de- 
partment store, with honors to Carol Dix- 
on Klein and James Savas, artist. 

Newspaper—coler: McCann-Erickson for 
Standard Oil Co. (Ohio), with honors to 
Clark Maddock and Clem Cykowski, artist. 

Trade—regular: McCann-Erickson for 
Standard Oil Co. (Ohio), with honors to 
R. Seitas and Clem Cykowski, artist. 

Trade—coler: McCann-Erickson for 
Switzer Bros. Co., with honors to Robert 
Seitas and Clark Maddock, art directors; 
Fred Rentschler and Walter Green, artists. 

Small ads: Pitt Studio, with honors to 
Richard Blakemore and Richard Slater, 
artist. 

Booklets: McCann-Erickson for Bell 
Telephone Co., with honors to Clark 
Maddock and William Richard, photog- 
apher. 

Direct mail: Entry by Clark Robinson, 
with honors to him and King Photog- 
raphy. 

Company magazine: Lou Federman & 
Associates for McBee Co., with honors to 
Bill Arter and to Byer & Bowman Pho- 
tography. 

Pesters: Griswold-Eshleman for Hotel 
Cleveland, with honors to Charles Bowen 


and William Richards, photographer. 

Package design: Pitt Studios for West- 
| inghouse Broadcasting Co., with honors to 
| Richard Blakemore and Richard Slater, 
artist. 


® Winners in the advertising art 
division: 

Anderson & Cairns for Dobeck- 
mun Co., with honors to Tom 
Shem and Alex Moltaries; John 


| Rawlings, photographer. 


Business color ad: Fuller & Smith & 
Ross for Libbey-Owens-Ford Co., with 
honors to H. E. DiZinno and Siegfried 
Darcey, photographer. 

Business—regular ad: Fuller & Smith & 
Ross for Libbey-Owens-Ford, with honors 
to H. E. DiZinno and William Richards, 


photographer. 

Newspaper—coler: Higbee Co., with 
honors to Carol Dixon and Dorothy M. 
Shimp, artist. 


Newspaper—regular: Halle Bros. Co., 
department store, with honors to Evelyn 
Goldstein and Lee Kolozi, artist. 

Trade—general art: Fuller & Smith & 
Ross for Ferro Corp., with honors to H. 


| E. DiZinno and two artists, Link Hafner 
and H. Brinkers. | 

Trade—product art: G. M. Basford Co. | 
for Baker-Raulang Co., with honors to 
Ted Lozier and to Manning Studio. | 

Booklets: Lou Federman & Associates 
for the Montefiore Home, with honor to 
Burt Adams. 

Humoreus illustration: Morgan Studios 
for Ohio Bell Telephone Co., with honor 
to Carol Sweeney. 

Posters: McCann-Erickson for Standard 
Oil (Ohio), with honors to Clark Maddock 
and Clem Cykowski, artist. 

TV slide: McCann-Erickson for West- 
inghouse Electrical Mig. Co., with honors 


to Larry Gray and the Cykowski Studio. 


singularly different... 
Masonry Buliding’s over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 
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effective Oct. Ist in 
the Enquirer and News 


The Battle Creek Enquirer and News 

now becomes the third daily newspaper 

in outstate Michigan to offer advertisers 

the effectiveness of Full Color ROP. 

Battle Creek’s 1,000 line minimum, daily and Sunday, 
gives greater flexibility in scheduling. 

Make your Full Color reservations now 


for increased advertising results 
in this important mid-Michigan market. 


Battle Creek ABC 
Retail Trading Area 


A proven market offering outstanding 
sales opportunities. 


POPULATION ..... 2.62 eee eeeee 


BATTLE CREEK 


MICHIGAN 


REPRESENTED 


NATIONALLY 


BY 


Ask The Man from 
Sawyer-Ferguson-Walker Co., 
Or Write to the 

Enquirer and News 

For Information 

On Color Rates 
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Grant Appoints Five 


Grant Advertising, Detroit, has Public relations director; William 
appointed three new department D. Adams, creative director, and 
heads of its Plymouth account Jack E. Gillary, merchandising di- 


EN 
fro 


"| Qapital 


: AIRLINES 


group. They are Neil W. Talling, 


rector. Mr. Talling formerly was 
with Brooke, Smith, French & Dor- 
|rance. Mr. Adams previously was 
with MacFarland, Aveyard & Co., 
and Mr. Gillary formerly was with 
Merrick Lithograph Co. Grant also 
has promoted Floyd G. Sease Jr. to 
assistant director of field opera- 
tions. Dennis Stone, formerly on 
| the sales promotion staff of D’Arcy 
Advertising Co., New York, has 
joined Grant’s Chicago staff. 


|Two Join Howard Monk 

Edwin L. Karpick, formerly vp 
jand account executive of Denham 
|& Co., Detroit, has joined Howard 
|H. Monk & Associates, Rockford, 
|Ill., as a member of the creative | 
and contact staff. At the same} 
time, James Loges, formerly assist- 


ant advertising manager of Central Reed, Pittsburgh, has been ap- | ican Broadcasting Co., New York, 
Scientific Co., Chicago, joined the pointed to handle advertising for 
agency, where he will write indus-| the line of machine tools produced eastern sales representative of the 
| by Walker-Turner, Plainfield, N. J. ABC radio western network. 


trial copy. 


GA ni cok a ere 

RE-DRESSED—A repackaging job is part of a new marketing and mer- 

chandising progrum for Doeskin Products, New York. Shown here 

are the new Dvocskin packages designed by Container Corp. of 

America, Chica;0. Harry B. Cohen Advertising Co., New York, is 
Doeskin’s agency. 


| ABC Radio Promotes Nangle 
Clinton E. Nangle, with Amer- 


Marsteller, Rickard Adds I 
Marsteller, Rickard, Gebhardt & | 


‘since 1955, has been appointed 


HERE’S HOW TO AIM YOUR 
RELEASES FOR MORE AND 


Completely revised for 1957. Over 2,000 vital 
_ changes in listings. 


Compiled with the help of over 3,000 editors. 
Coded to help you aim your publicity better. 


Proven in use by top public relations houses, 


ed agencies, manufacturers, associations. | 


BACON’ 
“3 n Dec 


CLIPPING BUREAU 
born 


Street, Chicago 4,1 2 
Abash 2-8419 


SENT-ON-APPROVAL ... 


BETTER PLACEMENT ! 


Here it is! Bacon’s 1957 Publicity Checker. 
Completely revised to give you the latest correct 
magazine, business paper and farm journal 
listings for preparing your publicity release lists. 
Over 2,000 changes — addresses, editor’s names, 
circulations, issuance dates, all brought up-to-date 
for 1957 use. Actually compiled and coded by the 
editors themselves. Each editor filled out complete 
data sheet on his own publication. Fool-proof coding 
system enables you to direct your releases to the 
publications using that particular type of material. 
End “hit-or-miss” methods! (see typical 61" x 94" 
page at left). 3,356 publications listed and classified 
under 99 separate market headings. 


Bacon’s Publicity Checker has been proven in use 
by top-flight agencies, public relations men, adver- 
tising managers, associations, research organiza- 
tions, and manufacturers. Write for your copy today! 


BACON’S CLIPPING BUREAU 
343 South Dearborn, Chicago 4, Illinois 
Please send me ( ) copies of Bacon’s 1957 
Publicity Checker @ $15.00 each. 
CD Bill my firm 
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Des Moines’ Use of 
Filter Cigarets Is 
Up 250% Since ‘54 


Des Mornss, Oct. 30—Residents 
of this city have taken to king- 
size filter-tip cigarets like ducks to 
water, according to the fifth Iowa 
Brand Inventory study conducted 
by the Des Moines Register & 
Tribune. 

The number of families using the 
long filter-tips jumped from 35,- 
214 (7%) in 1954 to 122,569 
(24.6%) this year. Winston is far 
ahead among brands, with 50.7% 
of the market, an impressive gain 
over the 26.6% it held in 1954. 

Viceroy was in second place 
with 17.5%, a sharp dip below the 
58.5% it recorded two years ago. 
Old Gold, which did not market 
this type of cigaret two years ago, 
was in third spot, with a 12.1% 
share. 

Among cigarets of all kinds 
smoked in this market, Winston 
finished second with 19.4% of the 
market, a 16.4% increase over its 
3% of the market in 1954. Camel 
continued as the leading brand 
with 22.5%, but this figure was 
smaller than its 29% share in 1954. 


® Frozen beef and chicken pies 
showed marked increases in this 
market over the past two years, 
the Register & Tribune reported. 
The number of families eating beef 
pies jumped from 4.2% in 1954 to 
11% this year. Consumption of 
chicken pies increased from 8.6% 
two years ago to 17.8% this year. 

Swanson continued to lead each 
category for share-of-market hon- 
ors, with 66.5% for the beef (down 
from 75.5% in 1954) and 65.2% for 
chicken (down from 77.1% in 
1954). Banquet, which was second 
in both categories, had 11.2% of 
the beef pie market (it had no beef 
pie two years ago) and 11% of 
chicken pie buyers (up from 3.2% 
in 1954). 

Crest, a new dentifrice intro- 
duced in the past year, captured 
215% of this market to finish 
third behind Colgate (30.9%, down 
from 39% in '54) and Gleem 
(27.9%, down from 31.1% in 54). 

The three leaders in the soft 
drink field, Seven-Up, Coca-Cola 
and Pepsi-Cola, continued to in- 
crease their dominance in this 
market. Seven-Up had 46.9%, up 
from 41.4%; Coca-Cola had 41.6%, 
up from 39%, and Pepsi-Cola 
had 31.4%, up from 26.7% in 1954. 

The study was based on a sam- 
ple of 7,000 families in 99 Iowa 
counties. The sample was drawn 
from 14,087 questionnaires re- 
ceived in response to a contest. 


K&E Gets Nabisco in Canada 

Nabisco Foods Ltd. of Canada 
has appointed Kenyon & Eckhardt, 
Toronto, to handle its advertising. 
Nabisco markets Shredded Wheat, 
Shreddies, Rice Flakes, 100% Bran, 
Dromedary dates, Milk Bone, 8- 
Pack and Ross Miller line of dog 
and cat foods in Canada. These 
products are handled by K&E in 
the U. S. MacLaren Advertising Co. 
is the previous agency. 


ARF Adds Four Members 
Gardner Advertising Co., St. 
Louis, Lebhar-Friedman Publica- 
tions, New York, Harvard Univer- 
sity and Agence Yves Alexandre, 
Paris, have become subscribers of 
the Advertising Research Founda- 
tion. ARF now has 246 subscribers. 


West to Continental Baking 
John L. West, formerly a contact 
man with Young & Rubicam, has 
joined Continental Baking Co., 
New York, in the new post of as- 
sistant advertising manager. 


Scorgie Joins Cockfield 

Allister Scorgie, formerly adver- 
tising and sales promotion manager 
of British American Oil Co., has 


a 


joined Cockfield, Brown & Co., To- 
ronto, as an account executive. 
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IMPORTANT 
ANNOUNCEMENT 


Stuart List, publisher of the Chicago American, recently acquired 
by the Tribune Co., announces that Hearst Advertising Service 
Inc., for 37 years national advertising representatives of the 


Chicago American, will continue in the same capacity. 


Mr. List states, 


“T am happy that the Chicago American will continue 
its long affiliation with Hearst Advertising Service Inc. 
and that advertising agencies and their clients will con- 
- tinue to be serviced by them. Their knowledge of the 
market and of our newspaper, and the fine personnel 
in their offices in 15 cities, makes Hearst Advertising 
Service Inc. a vital factor in our design for a better-than- 


ever Chicago American.” 


CHICAGO: si: AMERICAN 
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FIRST QUARTER CENTURY—Charies E. Claggett (seated), 
president of Gardner Advertising Co., St. Louis, was 
the surprised guest of honor at a special staff cele- 
bration of his 25th anniversary with the agency. 
William D. Fisher, Gardner tv-radio chief, served 
as commentator and producer of “This Is Your Life, 


and an alarm clock watch. 


Charlie Claggett,” which reviewed his 25 years with 
the agency where he started as a copywriter. A lit- 
tle “horseplay” was included in the program. Mr. 
Claggett was given a testimonial volume of individ- 
ual letters from each of the agency’s 245 employes 


ae ee 


IT’S COMEI—Push button mixing for Manhattans and Martinis is the 
brain child of Stanley L. Brown, president of Park & Tilford Dis- 
tillers Corp. One bottle holds both the liquor and vermouth needed 
to mix a Manhattan or Martini. As shown above, the home bar- 
tender simply lifts out upper compartment and uses pushbutton 
atomizer to spray vermouth into mixing glass. 


Shawn Fellows Goodspeed 
NARTB MEETING—Enjoying a break between sessions at the National Assn. of Radio & 


Television Broadcasters’ regional meeting in Birmingham are Fred P. Shawn, WSUN, 
St. Petersburg; Harold Fellows, NARTB president; Rev. A. G. Goodspeed, WWL, New 
Orleans; John C. Doerfer, Federal Communications Commissioner, and Robert Kearns, 
WBRC-TV, Birmingham. In the center photo, Police Sgt. C. J. Patillo hands out dep- 


Patillo Danforth Graham Biddle Doerfer Outler 
uty sheriff badges as a part of a promotion for ABC Film Syndication’s “Code 3” 
show to Tom Griscom, WSM-TV, Nashville; Joe Porter, ABC Film, and Harold P. 
Danforth, WDBO, Orlando. At the right are Walter Graham, WRBL, Columbus, Ga.; 
Dick Biddle, WOWL, Florence, Ala.; Commissioner Doerfer, and John M. Outler Jr., 
WSB, Atlanta, host director for the Region 3 conference. 


Donovan Stuort Dunn 


QUEENS FOR ALL DAY—It happened every hour on the hour all day long—a new queen 
was crowned at the annual Artists’ Guild of Chicago “Talent File Day.” Festivities 
started at 7 a.m. on a Friday and lasted until after 1 a.m. Saturday (queen-judging 
ran from ten until ten). Among the queens, would-be queens and just plain Artists’ 
Guild people present were Miss Nearnorthside (Taffy Scott) and Malachy Murray. 


Lewis 


Brown Walsh 

Kamm Filo ‘Gilda’ 
Miss Chicago (Sandra Stuart) is flanked by Gregg Donovan of NBC and Cal Dunn 
president of the guild. Mr. Dunn has a protective arm around last year’s Miss Artists 
Guild (Carol Joan Lewis). Ready to play tug-of-war with a tiara are Rhoda Brown, 
Sally Walsh, Carlyn Kamm and Dottie Filo, while the Artists’ Guild’s “Gilda” (Holly 
Ray) attends one of the queens, Miss Bertsch & Cooper (Carlyn Kamm). 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens ! 


4,250,000 COPIES EACH MONTH 
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The complete action-influencing value of BH&G only during the year... : 


begins with its huge current-issue audience. Back-issue 

readership is tremendous, too. 9,400,000 readers recently 1 st 

referred to ads or articles in an issue of “‘the book” 4 to f Am d 
12 months old. An average issue of BH&G is read by Ve O erica rea Ss 
15,500,000 people. One-third of the 123,800,000 people . 


vey taiwinen Thiru mecrsu Better Homes and Gardens § 
Homes and Gardens—and over 40% of them are men. cs 


Meredith Publishing Company, Des Moines 3, Iowa *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Modine Boosts M. ]. Druse 

M. J. Drusé, director of adver-| Vision Inc. has appointed Ed- 
tising and public relations of Mo-| ward Kiel to the midwestern ad- 
dine Mfg. Co., Racine, heating and | vertising staff of Vision. Mr. Kiel, 
air conditioning equipment manu-/}| who will work from the company’s 
facturer, has been given the addi-| Chicago office, has been with Leo 
tional assignment of market re-| Burnett Co. for the past several 
search manager. years. 


| Kiel Joins ‘Vision’ 


Effective November 1, 1956 
Stanley Publications, Inc. 


STANLEY PUBLISHING CO., '«. 


publishers of 


Transportation Supply News 
Jobber Product News 


General Offices: 431 S. Dearborn St., Chicago 5, Ill. WAbash 2-0636 


NEW YORK . DETROIT . BIRMINGHAM (Ala.) « TULSA . SAN FRANCISCO . LOS ANGELES . 
PORTLAND 


Hotel Liquor Sales 
Were Up 0.5% in ‘55, 
"New Yorker’ Finds 


New York, Oct. 30—The New 
Yorker’s annual survey of alcohol- 
ic beverage sales for 1955 in 16 
leading New York City hotels, 
just released, shows that sales in 
the 16 hotels amounted to $16,806,- 
508, an increase of slightly more 
than 0.5%—$93,295—over 1954. 
Nine of the hotels did less business 
than in '54; seven showed a gain. 

Vodka had the greatest percent- 
age of increase—up 99.38%, the 
survey shows. Dollar gain for yvod- 
ka was $216,103 over '54. Vodka 
drinks have caught on in these 16 
hotels, but they still accounted for 
only 2.58% of sales. 

Scotch whisky increased 14.43% 
—$141,699—and represents 6.69% 
of the hotels’ total liquor business 
—yielding $1,123,452. 

In the domestic whisky category, 


only blends of straights increased. 


, Brandy, rum and wines declined. 
| Drinks reported most popular 
|are the Manhattan and Martini 
‘cocktails, the scotch highball and 
| the whisky sour, in that order. 


het Largest selling brands by vol- 
|ume of case sales are reported as 
| follows: 

| Spirit blends: Seagram’s 7 Crown 
_ (1,959 cases), Park & Tilford Re- 
| serve (1,893), Four Roses (1,563). 

Bonded whisky: Old Grand-Dad 
(1,034 cases), Old Forester (864), 
I. W. Harper (475). 

Straights and blends of straights: 
Park & Tilford Private Stock (510 
eases), Early Times (247), Jack 
Daniel (187). 

Canadian whisky: Canadian Club 
(3,461 cases) Seagram’s  V.O. 
(2,541), MacNaughton’s (137). 

Scotch whisky: Dewar’s White 
Label (2,801 cases), Ballantine 
(2,264), Black & White (1,633). 

Gin: Fleischmann’s (1,770 cases), 
Gordon’s (886), Milshire (770). 

This is the first time The New 
Yorker survey has included the 
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is the key to the sea 


To open the door and achieve maximum im- 
ct on customers in this $1,222,296,000 mar- 
et you must use the proper key and that’s 
the Blade-Times. There are no duplicate keys. 
And if you want to achieve maximum impact 
on all your trade factors in the Toledo mar- 
ket just ask for THE BIG PLUS.* After the 
Blade-Times goes into action with THE BIG 
PLUS* nothing has been left to chance. 


*The Newspaper Advertising Executives Association has 

issued an informative brochure called The Big Plus 
which agencies and adverlisers can read with profit. 
Phone Moloney, Regan ¢ Schmitt, Inc. 


Niath largest port in the U. $., Telede is 
the center of a billion-dollar market 

now. What will it be when the St. Lawrence 
Seaway is completed? Keep your sights 
trained on Toledo, the key te the sea. 


is the key to the 


BILLION 
TOLEDO 


DOLLAR 
MARKET 


TOLEDO BLADE Daily ond Sunday. TOLEDO TIMES Mowing 


REPRESENTED BY MOLONEY, 


REGAN O39 


SCNUMITT, 


ine. 


Advertising Age, November 5, 1956 


actual case sales by brand in ma- 
jor categories. 

The following hotels are cov- 
ered in the survey: Ambassador, 
Biltmore, Commodore, Essex 
House, Gotham, Lexington, New 
Yorker, Park Lane, Plaza, Roose- 
velt, St. Regis, Savoy-Plaza, Sher- 
aton-Astor, Sherry-Netherland, 
Statler, and Waldorf-Astoria. 


‘EBONY’ FINDS NEGRO 
IS BRAND-CONSCIOUS 

New York, Oct. 30—The pur- 
chasing patterns of families in Ne- 
gro communities often differs from 
those of comparable white families. 
But two important characteristics 
of the Negro consumer are (1) that 
the Negro buys by brand and (2) 
that he has a definite preference 
for quality. 

These assertions are made in the 
fourth continuing report of alco- 
holic brand preferences in urban 
Negro markets just released by 
Ebony and Jet. 

The survey covers 12 markets: 
New York, Philadelphia, Balti- 
more, Washington, Atlanta, Cleve- 
land, Detroit, Chicago, St. Louis, 
New Orleans, Los Angeles and 
Houston. 

Best selling brands over-ali are 
reported as follows: 

Spirit blends: Seagram 7 Crown 
(26%), Calvert Reserve (16.6%), 
Schenley (7.4%). 

Straight bourbons: Old Crow 
(29.8%), Old Taylor (14.4%), An- 
cient Age (11.8%). 

Bottled in Bond: Old Grand-Dad 
(23.7%), Old Taylor (16.1%), I. 
W. Harper (12.6%). 

Scotch: Ballantine (20.6%), 
White Horse (17.8%), Teacher's 
(17.1%). 

Gin: Gordon’s (32.5%), Sea- 
gram’s (27.2%), Gilbey’s (12.9%). 

Rum: Bacardi (36.1%), Carioca 
(21%), Ron Rico (11.4%). 

Brandy: Hennessey (31%), Cor- 
onet VSQ (29.7%), Christian Bros. 
(14.1%). 

Vodka: Smirnoff (36.3%), Sam- 
ovar (11.6%), Gilbey’s (6.4%). 

Vermouth: Martini & Rossi 
(26.1%), Cinzano (9%), Le jon 
(8.9%). 

Beer: Budweiser (14.2%), 
Schlitz (11.1%), Pabst (9.1%). 

Ale: Ballantine (33%), Carling’s 
Red Cap (21.1%), Ram’s Head 
(8.6%). 

Domestic wine: Italian Swiss 
Colony (13.7%), Gallo (7.7%), 
Manischewitz (6.9% ). 


s Of the 249 package stores, 27 
drug stores, 274 bars, 38 delicates- 
sens and grocery stores, 5 restau- 
rants and 19 unclassified outlets 
(private clubs, state stores, etc.) 
covered in the survey, 6.6% of the 
respondents’ customers are report- 
ed to be buying more liquor than 
in 1954; 23.4% are reported as 
buying less. No net change figure 
was given. 

During the year, the survey 
found, there has been a 29% in- 
crease in vodka sales, a 20.4% in- 
crease for bourbon and a 14.4% 
increase in scotch volume in the 
Negro markets covered. 

Bottle size preference is as fol- 
lows: Half-pints, 61%; pints, 23%; 
fifths, 5%; not stated, 11%. 

Detailed information for each of 
the cities is available on request 
from the merchandising depart- 
ment of Ebony or Jet, 55 W. 42nd 
St.. New York 36. 


FASTER... 


complete mailings, multi- 

graphing, mimeograph- 

ing, addressing, fill-in on 

—_ letters, 
penceres ing. 

_ Marie keeps your Mail- 

ing List up-to-date, frees you 

from detail work. For rush pick “eD, 


xc service and fast delivery 
LL WAbash 2-8655. 


. ae 


431 S. Dearborn Street, 
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September Song | 


| “The days grow short,” says the sony, “when you reach September .. . 
| But the PHILADELPHIA DAILY NEWS humbly begs pardon of the authors. 


” 


Our September days were full and long! 


CIRCULATION 


© In September 1956, the Philadelphia Daily News was the ONLY daily paper to show a gain i 
over September 1955. 3 
© In September, the Daily News had its highest net paid circulation of any September in | % 
the past ten years. 


| RETAIL ADVERTISING : 


© In September 1956, the Daily News was the ONLY Philadelphia daily newspaper to show 
a gain in retail linage. | 

@ in fact, the ONLY gain among Philadelphia dailies for the four summer month period — 
June through September. 

© in further fact, the ONLY Philadelphia daily to gain in 1956. . . for the ten month 
period — January through September ! 


SWEET MUSIC 


Yes, the music was sweet for us in September. And in October it keeps getting sweeter. 
‘a Because circulation keeps climbing as Philadelphia takes the bright new DAILY NEWS to 

its heart. And retailers, who see what’s happening in the precinct of their own cash BS 
registers, swing more and more advertising to the DAILY NEWS. Pe 


1 If you'd like to hear sweet music from down our way, follow the lead of smart retailers 


... and swing to the NEWs! | 
ir PHILADELPHIA DAILY ; 


REPRESENTED BY: REYNOLDS FITZGERALD NewYork + Chicago + Detroit - Syracuse + Atlanta * Los Angeles + SanFranciseo + Seattle * Philadelphia 
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Two Join Market Facts 

Kenneth H. Utech, formerly su-) 
pervisor of research production of 
Meredith Publishing Co., Des) 
Moines, and Vincent B. Byrne, for~ | 
merly research consultant of Do-| 
mas Advertising, Dubli’, Ireland, | 
have joined Market Facts Inc.,| 
Chicago marketing research and| 
counseling company, as research! 
analysts. 


SEALS TIGHT 
CY FINGER 
PRESSURE 


CAN'T TIP 
CAN'T STICK 
CAN'T DRIP 


HABERULE 


. Rubber Cement 
DISPENSER 


coment —no adjustments necessary. A! your 
supply stove or direct. Only $2.95 


_ THE HABERULE CO. 
BOX AG-245 + WILTON, CONN. 


| 


VOTING PICTURE—Reporting on the results of the Ad- 
vertising Council’s Register and Vote campaign at 
The Barclay in Philadelphia, before the Philadel- 
phia Council of the Four A’s, is Allan M, Wilson, vp 


of the Council. Others are: Walter A. Fox, president and Richard A. Turnbull, vp of the Four A’s. 


Advertising Age, November 5, 1956 


Ad Council's Vote 
Campaign Must Do 
| Better, Wilson Says 


PHILADELPHIA, Oct. 30—Amer- 
ica’s advertising men each year 
must make every attempt to con- 
vince more eligible voters to vote, 

| Allan M. Wilson, vp of the Ad- 
| vertising Council, told the fall in- 
dustrial meeting of the American 


"s Assn. of Advertising Agencies here 


| last week. 
He pointed out that the Ameri- 
| can voter today is shamed by the 
voting records of his great-grand- 
parents. In 1952 only 63% of the 
eligible voters voted. In 1880, 
78.4% of the qualified Americans 
voted, he said. 
“We in advertising—communi- 


Turnbull cations—are faced with a problem 
of Fox and Mackenzie Advertising Agency; Gran- and a job,” he said. “Our first task 
ville Worrell, Gray & Rogers; Earle Steiert, Richard ‘5 research. We don’t know enough 
A. Foley Advertising Agency, chairman of the Coun- 
cil; Charles H. Eyles, president of the Foley Agency, 214 educati on to reach everyone in 


about why people don’t vote. Our 
next job is one of communication 


America and get out the vote.” 
Mr. Wilson said the 63% figure 


Louisville’s 
BEST KNOWN FIGURE 


The WHAS-TV Channel 11 figure drives swiftly across viewers’ 
screens many times each week with a reminder to watch 
Shell Oil’s 6:15 pm WHAS-TV News with the exclusive daily 
newsreel. With his camera, on other slides, he heralds the 
every-night 10:30 News for Greater Louisville First Federal 
Savings and Loan Association. 
Whenever they see the Channel 11 figure, viewers are 
reminded they are tuned to WHAS-TV where superior 
rogramming is the rule. 
K He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 


programming PAYS OFF! 


Are you participating? 


VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Lovisville Times 


is particularly puzzling in view of 
the newspaper space, outdoor ad- 
vertising and radio and tv time 
given to the Advertising Council’s 
“Register and Vote” program in 
past years. 


® He said the Council has learned 
a lot in this campaign to make it 
possible to do a better job in adult 
education on the importance of 
voting than was done in the past. 


Framberger Named Manager 
of American Dairy Assn. 
Martin J. Framberger has been 
appointed general manager of the 
American Dairy Assn., Chicago, ef- 
fective Jan. 1. He will succeed 
Lester J. Will, 
who will join J. 
Walter Thompson 
Co. on that date 
(AA, Oct. 8). Mr. 
Will has been 
general manager 
of the association 
since January, 
1953. 
Mr. Framber- 
ger currently is 
Martin Framberger Manager of the 
association’s Wis- 
consin unit and has been with the 
ADA seven years. He will move to 
the Chicago office Nov. 15 to pre- 
pare for his new duties. 


‘Welding Distributor’ Bows 

A new publication, Welding Dis- 
tributor, will be published by 
Welding Engineer Publications, 
Chicago, on a bi-monthly basis be- 
ginning Feb. 20. The magazine will 
be distributed on a_ controlled 
basis to welding supply distrib- 
utors, mill supply houses, auto 
supply houses, and heating, plumb- 
ing, ventilating and air-condi- 
tioning supply houses which sell 
welding equipment and supplies. 
Anticipated circulation is about 
5,000 copies. The one-time b&w 
page rate is $400. 


Shapiro Takes KTVX Post 

L. A. (Bud) Blust has resigned 
as vp and general manager of Tul- 
sa Broadcasting Co., operator of 
KTVX. Programming, sales and 
full control over the tv station will 
be supervised by Mike Shapiro, 
recently appointed managing di- 
rector. Mr. Shapiro joined KTVX 
in September from WFAA-TV, 
Dallas. Mr. Blust has been with 
Tulsa Broadcasting Co. since 1941. 


Lund to Columbia Outdoor 

William P. Lund has joined Co- 
lumbia Basin Outdoor Advertising 
Co., Pasco, Wash., and Inland Ad- 
vertising Co., Lewiston, Ida., as 
exec vp. His headquarters office 
will be in Pasco. Mr. Lund was 
formerly manager of C. E. Stevens 
Co., Portland. 
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RICHARD A. R. PINKHAM, formerly vp, | 


television network programming, 

has been appointed vp in charge 

of advertising of National Broad- 

casting Co. Before joining NBC in 

1951, Mr. Pinkham was circulation , 

director of the New York Herald 
Tribune. 


Hathaway Will 
Operate Gantner 
as Subsidiary 


WATERVILLE, MeE., Oct. 30—C. F. 


| Bymart-Tintair Sets 
TV Push for New Products 
Bymart-Tintair, New York, will 
|introduce two new women’s hair 
grooming products shortly after 
| the first of the year and will back 
{them up with a $1,150,000 cam- 
| paign. The products are Ten Day 
| Beauty Set Shampoo and Ten Day 
|Beauty Set Conditioning Creme. 
| Mail order testing on television 
|has been going on in 50 markets 
|for some time. Response to a six- 
week campaign for the products 
was such that it was decided “to 
_move into all retail channels with 
|a heavy merchandising campaign.” 
In the meantime, the tv drive is 
being stepped up. Besides the mer- 
chandising program, major share 
of the $1,150,000 budget will go to 
spot tv. Product Services Inc. is 
the agency. 


Hitchcock to Warner-Lambert 
Warner-Lambert Pharmaceuti- 
‘cal Co., Morris Plains, N.J., has 
appointed Frederick C. Hitchcock 
to the new post of director of new 


| products for the Lambert-Hudnut 
| division. He will be responsible 


|for the commercial development 


and marketing of new proprietary 
and toiletry products designated 
for mass distribution. Formerly 
with General Foods, Mr. Hitch- 
cock was most recently senior vP 
of Simonds, Payson Co. 


Associated Spring Appoints | 
Kent S. Putnam has been ap- 
pointed advertising manager and. 
Reginald C. Morrell market re- 
search manager 


of Associated | | Ss 


Olmsted Starts New Division 

Olmsted Sound Studios, New 
York, has formed a paperback re- 
cord division. The new division 
will offer a “talking brochure,” a 
promotion piece consisting of a pa- 
perback recording which becomes 
the front cover of a general sales 
brochure, with an inside printed | 
text. 


‘Cardinal OKs Missionary Ads 


According to Samuel Cardina! 


|spondence course on the Catholic 
'religion in newspapers, buses and 


subways. The cardinal put his 
stamp of approval on using mod- 
ern methods in trying for converts 
in a letter to Rev. Maurice Fitz- 
gerald, director of the Paulist Fa- 
thers Home Study Course in Chi- 
cago. 


| fepene Ortiz to Geyer 


Eugene Ortiz, formerly with Ed- 
ward Kletter Associates, has joined 


tritch, archbishop of Chicago, it Geyer Advertising, New York, as 


Spring Corp., Bristol, Conn. Both|is all right to advertise a corre- (a television art director. 


positions are new in the company. 
Mr. Putnam wes formerly with 
Hugh H. Graham & Associates, 
New Britain. Mr. Morrell had been 
market research manager for the 
Wallace Barnes division of Asso- 
ciated. 


Brightman Adds Manchester 
Julian Brightman Co., Boston, 
has been appointed to handle ad- 
vertising for the hosiery division of 
M.K.M. Knitting Mills, Manchester, 


N.H. 


Write for full facts: 
ELECTRIC HEAT 
& Airconditioning 


2 W. 45th St., N.Y. 36, N.Y. 


j 
| 
| 
| 


| 


Hathaway Co., shirt manufacturer, | 
last week announced the purchase | 


of Gantner & Mattern Co., San 
Francisco bathing suit maker. 
Terms of the agreement were not 


revealed, but Gantner will be op-. 
erated as a subsidiary of Hath- 


away. 
Raymond F. Kozen Jr., 


director | 
of industrial relations for Hatha- | 


way, said that at present the com-| 


pany plans no agency changes. 
Gantner’s domestic advertising is 


handled by Bernard B. Schnitzer | 


Inc. and its foreign advertising by | 


Gotham-Vladimir Advertising Inc., 
both in San Francisco. Hathaway’s 
agency is Ogilvy, Benson & Mather. 


John O.*Gantner remains as 


president of the company, with 
Vincent J. McDermott, exec vp of 


Hathaway, serving as chairman of. 


the board. 
Mr. Kozen said present sales of- | 


fices in New York, Chicago and 
Los Angeles will be maintained. | 
Control by Hathaway probably 
will affect Gantner’s future mer-| 
chandising policies, but it is still | 
too early to determine the nature 
of the changes, he said. No change | 


will be made in the brand name or 
the stock. 

Hathaway last July bought out 
Wellington of Canada, maker of 
shirts and sportswear. 


P&G Names Three VPs: 
Cole, Robinson, Upson 

H. Schuyler Cole, D Donald H. 
Robinson and Mark Upson have 
been elected vps of Procter & 
Gamble, Cincinnati. 
head up three of the company’s 
divisional operations. Mr. Cole is) 
in charge of the toilet goods divi- | 
sion; Mr. Robinson, overseas oper- 
ations, and Mr. Upson the food 
products division. 

The vp positions for toilet goods 
and food products are newly cre- 
ated. The overseas vice-presidency 
has been vacant since 1954 when 
Walter L. Lingle Jr. was appointed 
exec vp. Mr. Cole and Mr. Upson 
were formerly managers of the 
toilet goods and food products 
divisions, respectively. Mr. Robin- 
son was formerly director of over- 
seas operations and prior to that 
he served as managing director for 
Thomas Hedley & Co., England. 


Radio Club Elects 

Benedict Gimbel Jr., president 
and general manager of WIP, Phil- 
adelphia, has been elected the 
first chairman of the newly-formed 
Delaware Valley chapter of the 
Radio Pioneers Club. Other of- 
ficers are Ned Rogers, Gray & 
Rogers, ist vice-chairman; Jake 
Mathiot, WGAL-TV, 2nd vice- 
chairman; Hal Simons, WFIL, sec- 
retary, and William Banks, WHAT, 


| 
| 


| 
| 
j 


They will 


Another thinly disguised WJR Success Story 


Well, fellows, “Milk” offered a lot of weight- 
conscious listeners a chance to eat heartily and 
take off pounds simultaneously. 


Any wonder they addressed 4,255 letters to 
“Milk,” WJR, Detroit 2, Michigan? 


That was the address for a free booklet offered by 
an advertiser who sells milk. The booklet was full 


US Man. 


Say, who is this guy “Milk” up at WJR, anyway? 


of good advice on how to lose weight, still eat lots 
—and, naturally, drink lots of milk. 

The offer was made on a noon newscast. Of the 
4,255 requests, metropolitan Detroit accounted 


for nearly half. 


Whether you want to sell Detroiters, or the more 
than 16 million persons in the Detroit-Great Lakes 
market, your best buy is WJR. 


The Great Voice of the Great Lakes 


WIR... 


50,000 Watts 


CBS Radio Network 
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Fergus Co. Names Welsh 

Pau! A. Fergus Co., South Bend, 
Ind., has appointed Thomas F. 
Welsh an account executive. He 
formerly was manager of advertis- 
ing and sales promotion of Wells 
Specialty Co., North Liberty, Ind. 


Judd Joins ‘Bend Bulletin’ 
Jack Judd, formerly advertising 
manager of the Idaho Free Press, 


president. 


Nampa, has been named advertis- Newman Merges with Ad Fried 
ing manager of the Bulletin, Bend, Louise Newman Advertising 
Ore. Agency, recently opened by Louise 
Spiro Newman in Oakland, Cal., 
Wings Shirt Names Karger | has merged with Ad Fried & Asso- 
Herbert J. Karger has been pro- | ciates, Oakland. Mrs. Newman be- 
moted to head the new special fore forming her agency was with 
sales department of Wings Shirt| King Features Syndicate, New 
Co., New York. Mr. Karger contin- York, as assistant promotion man- 
ues in his duties as assistant to the | ager in charge of advertising and 
| public relations. 


) ae 


MARY GAYLE and ERNIE 


3 i 


Wichita Windy says: 
“Mary Gayle and Ernie keep Kansas 
viewers wide-eyed with LATE DATE. 
(Selected films from NTA Selznick, NTA 
‘TNT, and 20th Century Fox packages — 
plus other choice groups from Hollywood.) 


To sell KANSAS buy KTVH 

with unduplicated CBS-TV coverage, 
reinforced by local-impact 
programming.” 


CHANNEL 12 
CBS — BASIC 


Howard O. Peterson, General Manager 
Represented Nationally by H-R Television, Inc. 
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Nielsen Network TV Ratings 
Two Weeks Ending Oct. 6, 1956 


Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Program 
World Series (Gillette, Sat., NBC) 
| Love Lucy (Procter & Gamble, General Foods, CBS) .... 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
World Series (Gillette, Wed. & Fri., NBC) 
Saturday Night Spectacular (RCA, Oldsmobile. NBC) .... 
$64,000 Question (Revion, CBS) ..... 
Ford Star Jubilee (CBS) 
Climax (Chrysler, CBS) 
Jack’e Gleason Show (Old Gold, Bulova, CBS) 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
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PROGRAM POPULARITY} 


Program 
World Series (Gillette, Sat., NBC) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
World Series (Gillette, Wed. & Fri., NBC) 
Saturday Night Spectacular (RCA, Oldsmobile, NBC) 
Ford Star Jubilee (CBS) 
$64,000 Question (Revion, CBS) 
Game of the Week (Falstaff Brewing, American Safety Razor, CBS) 
Jackie Gleason Show (Old Gold, Bulova, CBS) 
Climax (Chrysler, CBS) 


Nielsen Average Audience** 
TOTAL HOMES REACHED 


Program 
| Love Lucy (Procter & Gamble, General Foods, CBS) 2000.00... 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
World Series (Gillette, Sat., NBC) 
$64,000 Question (Revlon, CBS) .............ccccccccccccecseeseseeeseescevsneenees ainisamtete 
GE Theater (General Electric, CBS) 
The Lineup (Brown & Williamson, Procter & Gamble, CBS) 
$64,000 Challenge (Revion, P. Lorillard, CBS) 
I've Got A Secret (Winston cigarets, CBS) 
Climax (Chrysler, CBS) 
Jackie Gleason Show (Old Gold, Bulova, CBS) 
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PROGRAM POPULARITY} 


Program 
1 Love Lucy (Procter & Gamble, General Foods, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
World Series (Gillette, Sat., NBC) 
$64,000 Question (Revion, CBS) 
GE Theater (General Electric, CBS) 
$64,000 Challenge (Revion, P. Lorillard, CBS) 
I've Got A Secret (Winston cigarets, CBS) 
The Lineup (Brown & Williamson, Procter & Gamble, CBS) 
Climax (Chrysler, CBS) 
Jackie Gleason Show (Old Gold, Bulove, CBS) 
* Homes reached by all or any part of program, except for homes viewing only one 
to five minutes. 
** Homes reached during average minute of the program. 
| + Percented ratings are based on tv homes within reach of station facilities and by 
| each program. 
| 
‘Detroit News’ Boosts ‘member of the newspaper’s east- 
Oettinger: Moves N. Y. Office ern office staff since 1952. The 
The Detroit News has promoted |News also has moved its eastern 
Howard P. Oettinger to eastern |office to larger quarters at 260 
| representative. He has been a! Madison Ave., New York. 
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CONTRAST—Americans have it soft, as proved by these mattresses 


shown by Grant Simmons (left), 


president, and John W. Hubbell, 


vp, Simmons Co. The Russian-made mattress, a flimsy cotton- 
stuffed product, sells for about $42.50 when available. Mr. Hubbell 
got the mattress on a recent visit to the Soviet Union. 


Broadcasters’ Promotion Assn. Will Hold Its 
First Annual Seminar in Chicago Nov. 16-17 


Cuicaco, Oct. 30—Leonard Kent, 
vp and director of research at 
Needham, Louis & Brorby, will be 
the featured luncheon speaker at 


the first annual seminar of the) 


Broadcasters’ Promotion Assn. to 
be held here at the Sheraton Hotel 
Nov. 16 and 17. 

Dr. Kent will speak on how an 
agency chooses markets for broad- 
cast media and what information 
stations can supply to help the 
agency reach a decision. 


discuss the telephone coincidental 


' method. Dr. Sydney Roslow, direc- 
| tor, Pulse Inc., New York, will talk 
on the recall method. 
Dr. Seymour Banks, director of 
media, planning and research, Leo | 


Burnett Co., Chicago, will be the 
moderator. 


# Audience promotion in print ad- 


_vertising, publicity, station-spon- 
| sored special events, direct mail to 
|civie organizations, 


exploitation 


The two-day seminar will open | and utilizing facilities of the pro- 
at 8:45 Friday morning with a/ gram department, will be dis- 


session outlining the purposes and 
formation of the association. Com- 
mittees will be appointed, includ- 
ing one to nominate officers. 


® At 9:30 a panel will discuss how 
to promote the sale of time to local 
accounts, local-national co-op situ- 
ations and national and regional 
accounts. Members of this panel 
will be Donald D. Davis, vp, com- 
mercial manager and promotion 
manager, KMBC, KMBC-TV, Kan- 
sas City; Frederick Gregg, account 
executive, Young & Rubicam, and 
Gil Berry, commercial manager, 
WIBC, Indianapolis. Dave Par- 
tridge, advertising sales promotion 
manager of Westinghouse Broad- 
casting Co., will moderate. 
Between 11 and noon, members 
of the industry will talk on selling 
time. These are Wells Barnett, 
Blair-TV and John Blair & Co., 
New York, who will speak on 
the significant differences between 
selling tv and radio time; Arthur 
Bagge, midwest radio sales man- 
ager, Peter s-Griffin-Woodward, 
Chicago, on whether the job of 
selling the time buyer differs from 
selling the client and the account 
executive; Dudley Brewer, man- 
ager, Branham Co., Chicago, on the 
kind of sales promotion that is 
most helpful to representatives in 
selling station time to agencies 
and advertisers, and Dwight S. 
Reed, vp, H-R Representatives, 
Chicago, on the importance of sta- 
tion contact and promotion among 
local and regional brokers, jobbers 


.and distributors. This session will 


be moderated by Larry Webb, 
managing director, Station Repre- 
sentatives Assn., New York. 


s After lunch, when Dr. Kent will 
speak, the seminar will resume at 
2 with a panel on the evaluation of 
audience rating systems. 

James W. Seiler, director, Amer- 
ican Research Bureau, Washington, 
will speak on the diary method. 
William Wyatt, vp, A. C. Nielsen 
Co., Chicago, will speak on the 
meter method. Frank Stisser, vp, 
C. E. Hooper Inc., New York, will 


eS ei ae 


cussed starting at 3:30 by Foster 
H. Brown, promotion manager, 
| KMOX, St. Louis; Joe G. Hudgens, 


promotion director, KRNT, KRNT- 
TV, Des Moines; Bruce Wal- 
lace, promotion manager, WTMJ, 
WTMJ-TV, Milwaukee; Edward 
Wallis, advertising and sales pro- 
motion manager, KYW, KYW-TV, 
Cleveland. Moderator will be 
Gene Godt, director of promotion, 
WCCO, Minneapolis. 


s Saturday morning’s session 
starts at 9 with a panel on the pros 
and cons of merchandising of ad- 
vertising and sponsored products. 
R. S. McDonald, advertising direc- 
tor of Quaker Oats Co., Chicago, 
will discuss what the client wants 
in merchandising assistance. Don- 
ald P. Nathanson, president of 
North Advertising, Chicago, will 
speak on what the agency expects 
in the way of merchandising serv- 
ice for its clients. Max E. Buck, 
manager, WRCA-TV, New York, 
will talk on how far the station 
can go in providing merchandising 
service to advertisers. R. David 
Kimble, account executive, Grey 
Advertising Agency, New York, 
will moderate. 


= At 10:30 there will be five in- 
dependent round table discussions, 
with table hopping encouraged. 
Table leaders have been chosen 
for three of the five. Two others 
are yet to be selected. The discus- 
sions will be on (1) independent 
radio station promotion (leader to 
be selected); (2) uhf station pro- 
motion, Robert Van Roo, promo- 
tion manager, WXIX, Milwaukee, 
table leader; (3) entries in compe- 
titions for citations and awards 


}and advertisers’ promotion con- 


tests—pros and cons (leader to be 
chosen); (4) trade paper advertis- 
ing, R. David Kimble, Grey Ad- 
vertising Agency, New York, table 
leader, and (5) how to promote 
feature films and syndicated film 
packages, Joe M. Baisch, general 
manager, WREX-TV, Rockford, 
IlL., table leader. 

Following the lunch at 12 there 


|will be a business session to com-| market promotion ads, direct mail, 
plete organization of the associa-| etc., for an exhibit which will be a 


tion and to elect officers. 
Registration fee for the confer- 
ence is $25, which includes the 
sessions, two luncheons, cocktail 
party and the banquet. 
Checks should be mailed to 
Charles A. Wilson, Broadcasters’ 


part of the seminar. 


Morrison Steel Names Hayes 
Morrison Steel Products, Buffa- 
lo, maker of Mor-Sun furnaces and 
air conditioners, Morrison doors, 
service bodies for trucks and pack- | 


Promotion Assn., 200 E. Illinois|aged home heating systems, has 


St., Chicago 11. 

Those interested are invited by 
BPA to submit panels and table 
displays of audience, sales and 


appointed John B. Hayes advertis- | 
ing manager. Mr. Hayes formerly | 


was advertising manager of masa 
ized Metals Corp. 


singularly different ... 


Masonry Buliding’s over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


IN THE DALLAS MARKET 


You'll want this comprehensive, up-to-date survey com- 
piling the percentage of each of the top ten brands of food, 
drug, sundry and household products and their availability in 
grocery and drug stores in the Dallas ABC ay and Retail 


Trading Zones. Listed also are the top ten bran 


appliances , 


automobiles and other products, and characteristics of house- 
holds in the survey area. 


FREE! Upon request, on your business letterhead, to 
either The Dallas Morning News or the nearest Cresmer & 


Woodward office. 


For further information on the Dallas Market and the advan- 
tages of The News’ 22.6% larger circulation, broader influence, 
and greater, more selective coverage, ask a Cresmer & 
Woodward representative . . . or inquire of our research 
department direct, through the advertising director. 


ONLY THE DALLAS NEWS COVERS THE BIGGER DALLAS 


Ghe Dallas Morning 


Member, Metro Sunday Comics Network 


CRESMER & WOODWARD, INC., National Representative + New York + Chicago + Detroit + Los Angeles » San Francisco + Atlanta 


* « . og oe : hn ah ee 
ae 
| Advertising Age, November 5, 1956 , 101 ‘~ 
A 
j | i | % ¥ . 4 j va 
yer ee : ! 
Cee , | An i) __ ane | masonry building |i 
se = fm” ii 
$6 (6 | Se ee 
on / ed ag F/B } Y oe} — “3 
oe f -_— a i, Ms ae. lU,lU a 
, f H y/, a : 
re fl a] a 2 
& / { ae i} SS a : 
’ hee i 3 An a 1 
i : - , a 4 2 
y ff . af _—, ee : 7 
\ " ; — ! SES ogg is | LJ 
mi ‘lee . a Bi = Pe iaee® oP. | ae ® : 
: —_ — I : | a Kai te 
- ee Rif 
ee tCiCizr eS ete Big yao f 
: ve Sk Se a * 
4 ON saa oe : 3 
ct io Fe - ‘i i 
SEE SRS Se a Nae, Bs i f i 3 
- gt My eae ° Ghee MP =, - “ ae ae ae ot: Ey - ee ‘ “1 4 ‘ 4 s 
a - Sa, # , al 3 Ny tee GL ale ai * 4 ‘ 
‘ fi am i rts : tina, fg q é .£ . 
| ety, pee id 7 
° i ‘at PY tine Cy, ee Ps a: 
. ea i s. a Riis a, & ; ~~ sco akd aw * Bs 
ase Tee a Pre des Bes ~ : 
Wy, a : a » em | ‘i ie . ; oo ips g ‘toe 
' : ~~ P is at ae 4 ; ee 3 ee * ee ‘4 ° 
| bel = vee he ay ae Fig : a ie ‘ ~ Oa Es 
fo | . eer. 22 Bie 2. Re te Tae, Ts MEFS P py - ar i ws Bs A “ 
po ee ~~ Sate ead ee eS eae «> idly Ml 5; 
oS OS ee na et A % 
j 4 MT dee, z is , aes ‘ aie é " ‘ Fie ‘a a] 
: ee (“e a -* as: — } 
J “— a ~—_ . ete, © >, *~ Sher ae ; 
Pe Me te Fe er tdi, a 2 
*Son,, / jae > PY . ,- bod “oo i aa 
, = : * o eed Bais Pim * ‘ a , 
| My SUny, ‘Nr, eR _ a” te ee My ay , 3 
| LLas ry Or View os a ca i ; 
#o THe > ~~  — aii : 
ings Cp eas “a “SS , 
tur, — ale . 
! tty *, ay 7 a 
| <*lime, . had ety, *? 4 y . i 
: “Oo i, ; 
Waren = iP 
| on gi = 
{ | ‘ Pen & cd xy om 
| roP SANDS °F 
| | 
amy 
| 
/ 
| ee 
7 | o 
ee | ee ‘s 
"i Po a - ; fe : 
| o D ie Levat nit 
i | ee ee Ve» = 
; | | ay | 
¥ . “i i! 
} 4 
f | . 
ee : 
/ 3 
= ane , 7 } ‘ s Re 
eo | ee : - t - ; : i ge i tse 


102 


ACLU Hits Detroit 
Police for Censoring 
Paper-Back Books 


Derroit, Oct. 30—The American 
Civil Liberties Union last week 
scored the Detroit police depart- 
ment for censoring pocket books. 

The union filed a memorandum 
in the U.S. Supreme Court in the 
case of Alfred E. Butler, Detroit 
bookseller. Mr. Butler was arrest- 
ed in 1954 for selling a pocket- 
size copy of the novel, “The Devil 
Rides Outside” by John H. Grif- 
fin. He was found guilty of vio- 
lating a Michigan law which pro- 
hibits distribution of “any book . .. 
containing obscene, immoral, lewd, 
lascivious descriptions, tending to 
incite minors to violent or de- 
praved acts, manifestly tending 
to the corruption of the morals of 
youth.” 

According to the union, the De- 
troit police department’s censor- 
ship of pocket books is directed 
against the reader, “not of differ- 
ent literary appetite or moral sus- 
ceptibilities, but of scantier purse.” 

The law is also unfair, the union 
said, because, while it may be 
aimed at protecting young chil- 
dren, the readers of pocket books 
are also adults and their freedom 
is curbed. 


® The union also charged the po- 
lice bureau of censorship with 
shrouding “its operation in secrecy 
so that it escapes the curbs of pub- 
lic opinion. This is censorship at 
its unconstitutional worst.” 

The influence of the police bu- 
reau extends far past Detroit, the 
memorandum said. It related that 
Inspector Herbert W. Case, then 
head of the bureau, noted in testi- 
mony before a congressional com- 
mittee that the bureau was in the 
position of a “big brother” to 
smaller communities. 

“In 1952,” the union’s memo- 
randum said, “the bureau was dis- 
tributing its list of proscribed 
books to some 17 or 18 other Mich- 
igan communities as well as to 
communities outside of the state. 
The bureau makes its lists avail- 
able to law enforcement agencies 
throughout the country upon re- 
quest. Inspector Case said he had 
answered in excess of 10,000 let- 
ters from around the country on 
comic books alone. As a result 
Inspector Case conceded that the 
Detroit system of censorship ‘prob- 
ably’ affects the entire national 
circulation of pocket books. This 
appears to be an understatement.” 


BPW Magazine Changes Name 

The National Federation of Bus- 
iness & Professional Women’s 
Clubs has changed the name of its 
monthly magazine to the National 
Business Woman. The magazine 
has been published as The Inde- 
pendent Woman for 30 years. The 
name was changed to “more ac- 
curately describe the Federation 
and its program.” 


know the 
Pittsburgh 


market... 


Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
© Blind Product Tests 
© Opinion Surveys 


Market Survey Bureau 
2 GATEWAY CENTER, PITTSBURGH 22, Pa. 
Court 1-0220 


New Campaigns for Rice 
Krispies, Special K 

Kellogg Co., Battle Creek, is 
now introducing its high protein 
cereal, Special K, in a new Handi- 
Pak containing eight individual 
packages. The new pack is being 
advertised on “Arthur Godfrey 
Time,” “Arthur Godfrey Show” 
and “Art Linkletter’s House Par- 
ty” (all CBS-TV), plus page ads 
in The Saturday Evening Post. 
Another Kellogg cereal, Rice 
Krispies, is being featured in the 
company’s yearly Marshmallow 
Crispy Treat promotion. This con- 
fection, made with Rice Krispies, 
marshmallows and butter, will be 


| advertised in a color page in Life 
|and by commercials on “Wild Bill 
|Hickok” and “Arthur Godfrey 
|Time” (CBS-TV). The package 
features the recipe as well as a} 
mail-in offer for a 14-inch Flying 
Deltawing airplane, available for 
25¢ and a boxtop. Leo Burnett Co., 
Chicago, is the agency. 


Sylvania Promotes Friend 
William L. Friend, Los Angeles 
district lighting sales manager for 
Sylvania Electric Products, has 
been named Pacific Coast regional 
sales manager of the lighting divi- 
sion, with headquarters in San 


Francisco. 


Advertising Age, November 5, 1956 


Barry, Enright Buy WGMA Wolf Joins Curtiss Candy 
Independent radio-tv producers} Carl E. Wolf Jr., for the past 
Jack Barry and Dan Enright have | six years market research director 


‘contracted to purchase WGMA, | of Independent Grocers’ Alliance 


Hollywood, Fla., from the South | and lecturer in marketing at 


| Jersey Broadcasting Co. The trans- | Northwestern University evening 


fer to Eastern Broadcasting Serv-| school of commerce, has rejoined 


‘ice, a newly-formed Barry-Enright | Curtiss Candy Co. as manager of 
‘company, is subject to the usual 


its new market research depart- 
Federal Communications Commis- | ment. 


sion approval. | 


Jettres Joins Raymond Bernard Popick, advertising 

Martha A. Jeffres, formerly sec-| manager of the Poultryman for 
retary of the Western States Ad-'the past seven years, has joined 
vertising Agencies Assn., has Melini’s Hatchery, Vineland, N. J., 
joined Larry Raymond Co., Los as director of advertising and pub- 
Angeles, as office manager. e lic relations. 


Popick Joins Melini's 


a a r Rete 


COLCATES 


sREATEST SHOW 


Greatest Show on Worth floor stand produced for 
Co. by Gibrolter. Uthegraphed sper 


All siz floor stand bases were rubberplate printed in high 
gloss inks by Gibraltar’s exclusive Varnicolor Process. 


Beit ok, Sie 


Vonilia Extract floor stand produced for McCormick 
& Co. by Gibraltar. Lithography by Einson-Freeman Co. 
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Advertising Age, November 5, 1956 


General Foods Sales Rise 


General Foods Corp. had sales of 
$468,593,496 for the six months 
ending Sept. 30, compared with 
$440,555,441 for the same period 
last year. Earnings were $23,429,- 
942 or $1.99 a share, compared to 
$20,817,591 or $1.76 a share in the 
1955 period. 


Safety Razor Boosts Salamon 

Jay S. Salamon has been ap- 
pointed sales manager of the. 
American Safety Razor Corp., New | 
York. Mr. Salamon had been dis- 
trict sales manager in Chicago 
since 1952. He joined the company 
in 1944. 


|Radio and TV Women Elect 
| The Heart of America chapter 
'of American Women in Radio & 


| Television elected their 1957 of- 


\ficers at a meeting in Wichita. 
‘ Sept. Per Cent Jonvary-September Per Cent | They are Ethel Jane King, KAKE- 
Classification 1956 1955 Chonge 1956 1955 Change | TV, Wichita, president; Peg Jost- 
Retail (total)* ....133,610,256 133,529,665 + 0.1 1,117,602,825 spony + 26,edt, Gardner Advertising Co., St. 


(Dept. Stores) 51,626,035 50,135,064 4+ 3.0 408,770,551 405,421,862 + 0.8/LOUls, vp; Marie MacDonald, 


Newspaper Advertising Linage | 
September, 1956 
Media Records Reports for 52 Cities 


,KFBI, Wichita, secretary, and 
General _............ 34,223,030 30,849,425 +10.9 229,024,851 270,780 +10.4 | Hazel Stebbins, KFOR-KOLN-TV, 
Automotive _........ 10,017,975 16,053,721 —37.6 127,894,675 138,623, _ 7.7 Lincoln, treasurer. 
Financial ............ 3,169,384 3,007,493 + 5.4 33,719,984 30,054; $12.2, 

Total Disploy 181,020,645 183,440,304 —13. 1,578,242,335 1,529,197,509 +. 99 ee eee 
4g: | ” » 
Classified ............ 63,035,825 62,713,871 + 0.5 557,607,237 530,066,272 +- 5.2) negotiating for the erection of a 
ee 244,056,470 246,154,175 — 0.9 2,135,849,572 2,959,263,781 a 3.7) new newsprint mill at Sheet Har- 


bor, Nova Scotia. 


* Includes department stores. 
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ColgatePalmolive © SOrh Anniversary floor stand pro- 
} duced by Gibralter. Lithography by Kindred-Mocleen. — 


BEAUTIFUL WINNERS 


Pa 25 eR MOEN 8. 8 oS 


At the 1956 Competition and Exhibit of the 
Lithographers National Association, awards 
were based on Talent as well as Sheer Beauty: 


1. Quality of reproduction from a technical viewpoint. 
2. Excellence of design, art, typography and composition. 
8. Effectiveness of the piece for its intended purpose. 


i Gibraltar’s pleasure, to be tapped as tops 
by those who are themselves tops in the 
production of point-of-purchase merchan- 

disers ... especially so because Gibraltar 
pioneered the combination of corrugated 
floor stand with lithographed material, the 
category in which these ¢ Beautiful Win- 
ners (; were chosen. 


‘ 
: 
; 
i 
f 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


Equally pleasing are the unsolicited testi- 
monials that come in a day’s work... from 
a client’s approving comment interjected 
into a routine call...to his eloquent confir- 
mation of a job well done under the head- 
ing of “Re-order.” 


Everybody loves a winner. For yours, just 
* call The Man From Gibraltar. 


NEW YORK: DiGDY 4-0580 350 Warren Street, Jersey City 2, N. J. 


NEW JERSEY: HENDERSON 2-4462 
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Harvill Names Agency. 
Appoints Sales Managers 

McCarty Co., Los Angeles, has 
been appointed to handle advertis- 
ing and public relations for Harvill 
Corp., Los Angeles, producer of 
die castings and permanent mold 
castings and Tork-Master valve 
operators. Trade magazines, direct 
mail and other media will be used 
in a new campaign. 

Harvill has also appointed John 
A. Carrington, formerly head of 
his own merchandising organiza- 
tion, as sales manager of all com- 
pany divisions, and A. Charles 
Draper, formerly product manager 
of the commercial division of Giv- 
en Mfg. Co., predecessor of Waste 
King Corp., has been named 
sales manager of the Tork-Master 
division. 


Thompson to Research Bureau 

Gene Thompson, formerly with 
Honig-Cooper, has joined the Los 
Angeles staff of the American Re- 
search Bureau as account repre- 
sentative. 


Serves Management 


On Printing And 
Binding 


Letters from coast to coast report 
that advertising executives not only 
read AR, but file monthly copies 
for continued use. Here are typical 
articles on printing developments 
and cost-cutting ideas which were 
popular with AR’s 21,000 readers: 
“Catalog Production” 
“Hard Cover Binding” 
“Offset for Magazines” 
“Production Tips for Offset 
Printing” 
“The Growing Importance of Foil 
Printing” 
“The Advertising Agency and The 
Printer” 
“When Screen Process?” 


Sells Management 
On Printing And 
Binding 


Suppliers with new products, or 
new uses for established products, 
find AR the ideal medium to reach 
advertising managers who are alert 
to product opportunities—and have 
the budgets to invest in them. 
Among leading advertisers relying 
on AR’s marketing power are: 
Chicago Offset Printing Company 
J. W. Clement Co. 

The Heinn Company 

Naz-Dar Company 

Standard Printing Company 
The Burkhardt Company 
American Colertype Company 
Poole Brothers inc. 

K. S$. Crocker Company 
General Binding Corporation 
Whether printing and binding rep- 
resent your problems or your 
products, turn to AR for results! 
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All Its Watches 
Are Self-Winding, 
Mido Ads Declare 


New York, Oct. 30—“Do you 
still wind your watch?” Mido 
Watch Co. of America posed this 
question so successfully in its 
spring campaign that it is repeat- 
ing the query this fall. The cam- 
The Army Navy Air Force Journal—professional nate BAN MAMET Ee ih Life, "yar Ra Goer The 
journal of the career officer—delivers your 3 fi oy Saturday Evening Post and Time 
advertiaing to top ranking officers of all military - t Mido (pronounced meedo) 
services who direct or recommend defense purchasing. [9 claims to be the only watch com- 
For latest data on this influential military rae ; pany making only self-winding 
coverage, call or write “ ! ig watches. The result of this special- 
ARMY WAVY AIR FORCE JOURNAL, 1711 Connecticut Ave. ~~ wy ization is a campaign aimed at re- 
Washington %, D. C., HObert 2 Cy juvenating the watch business by 

= outdating all stem-winders. “It’s 


WEST: CHRIS DUNKLE & ASSOCIATES: 3257 Ww. oth, 1 . = = ~j Pe 
DUn 7-6149—3077 Turk Street, Son Francisco 18, EXbrosk 2-0377" a mevitenie,” says the company— 
We're just leading the way.” 


MID-WEST: L. 8. HAMMOND, 30 N. LoSolle, Chicoge 2, ti!., Ran 6-103 om | Re This pioneering campaign in- 
aed ME o— | 35 eso cludes a b&w page in Life and a 


WRT FOU APN ER AVE HO eee 


¢1 4 DECLASSE—“Winding a watch is a 

. i . Outmoded. Unneces- 

THE » ‘| OREGONIAN... nulsence, Outmoded. Unneces 
pages in The New Yorker, The 

Saturday Evening Post and Time. 


> ates 
series of half-pages in The New 


Yorker, The Saturday Evening 
Post and Time. The half pages are 
headlined (as in the spring cam- 
paign), “Do you still wind your 
watch? You never have to wind a 
Mido.” The copy then declares, 
“Winding a watch is a nuisance. 
Outmoded. Unnecessary!” 


® Self-winding is only part of the 
modern watch story, the company 
believes. So all ads also assert that 
a Mido is a “worry-free” watch: 
“Swim with your Mido. Shower 
with it. Play tennis or golf with 
it. Waterproof. Shock-protected. 
Unbreakable mainspring.”’ 

The Life ad, scheduled for Nov. 
19, pictures 14 different Mido 
watches and is headlined, “You 
don’t have to wind any watch on 
this page—you never have to wind 
a Mido!” 

“The public simply isn’t aware 
of modern watch improvements,” 
the company maintains. “No won- 
der the replacement market for 
REACHES MORE watches is so low.” To substanti- 

ate this stand the company points 
to a recent house-to-house survey 
conducted in Syracuse by the 
Watchmakers of Switzerland. The 
study disclosed that only 25% of 
the population knew of the ex- 
istence of self-winding watches. 
Only 16% knew about shock-re- 
sistant movements, and only 8% 
were aware of calendar dials. 


circulation TOTAL DAY ® These findings were augmented 
CIRCULATION LEAD b 
y another survey conducted 
LEADERSHIP 7 OVER 2ND PAPER among middle-income men. This 
one showed that 18% had been 
- pr nm wove - wearing their present watches for 

Pic an average of 10 to 14 years, 
while 19% were pushing the 15 to 
25-year mark. The jeweler who 
shows them a modern “worry-free” 


: oer i 
ogee iy TOTAL ADVERTISING LEAD self-winder has made a sale, the 
7 averising 7 8 564 3I] OVER 2ND PAPER “Te Mee dete, tee 
o its 3, ealers, ido is 
LEADERSHIP 7 7 Year: 1955 mailing out a series of cartoon 


Li postcards plus “Mido Minutes,” a 
NES Retail Lead — 3,312,727 lines collection of news briefs and sales 
General Lead — 1,242,320 lines hints “issued from time to time.” 

Classified Lead — 4,009,264 lines Free selling helps include news- 

Sources: ABC Publishers’ Statements for 6 months ’ paper mat service, brochures, 
ending March 31, 1956; Media Records total : counter and window displays, a 


motion display and animated one- 
minute tv and theater films. 
Spreads in the September issues 
of Jeweler’s Circular-Keystone, 


Largest Circulation in the Pacitic Northwest pons Dally » THE Oregoni ar National Jeweler and Southern 


edvertising, less AW and TW, 1955. 


PORTLAND 1, OREGON pees a the fall cam- 
™ ¥ GF ONONET, GROAN & SCHMITT, INC. Mack LeBlang Co. is the Mido 
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LIFE COVER PHOTOGRAPH BY DR. MARCEL TOUZE 


Average weekly circulation—5,7 14,310 (Publisher's ABC Statement, Jan.-June 1956) 


‘ 


At 9:55 on Saturday night, October 20, two million copies of the cover 
of LIFE’s October 29 issue had rolled off the presses. Each carried a picture of 
Anne Boleyn from the first instalment of Sir Winston Churchill’s “History 
of the English-Speaking Peoples.” 

- But when LIFE appeared onThursday, October 25, you saw the cover picture 
below—a brilliant 3-color photograph of the thrilling plane rescue at sea. 

It was the fustest cover change in LIFE’s long history of fast changes— 
beating by more than a day the previous incredible record on the first 
Andrea Doria cover. 

And the lead story was no longer Texas football. It was a 9-page picture 
report that took readers right inside the crippled Sovereign of the Skies. Ex- 
clusive “you-were-there” pictures and vivid text let you live with passengers 
and crew from “brace-to-ditch” order to San Francisco arrival. 


Here’s the step-by-step timetable of how 
LIFE brought home the story in record- 


‘SIR WINSTON CHURCHILL = 
HE WRITES OF HENRY Vill, A WILY KiNc, —<Ac/[imii 
AND OF HIS ROMANTIC MISADVENTURES — 


TUESDAY — 
The veteran Pan-American pilot masterfully ditches 
plane in Pacific. All 31 passengers and crew rescued 
by Coast Guard cutter Ponchartrain. 


WEDNESDAY— 
LIFE radios offer to buy all pictures on Ponchartrain. 


THURSDAY — 
LIFE sends photographers and reporters to San Fran- 
cisco. 


FRIDAY— Sea 
Ponchartrain docks at San Francisco. LIFE reporters 
interview survivors. Buy passengers’ film, sight unseen. 
Rush film processing. Engage passenger on last flight 
to New York as film courier. 


SATURDAY — 
5:00 a.m. Text finished in San Francisco—filed. 
8:00 a.m. Text expanded and phoned to New York. 
10:00 p.m. Decision made in New York to switch covers. 


10:45p.m. LIFE art editor catches plane to Chicago 
printing plant with color transparency. 


SUNDAY— 
1:45 a.m. Art editor arrives at printing plant in Chicago. 
4:00 p.m. New cover on way to foundry. 


MONDAY— 
Everything in the works and rolling. 


THURSDAY— 
Over 5,700,000 copies of LIFE go into circulation 
with new lead article. And people all over America 
start responding to the story in LIFE—as they do to 
every story in LIFE, whether it tells about the excit- 
ing present, the living past...or is the advertising 
message of the products that appear in LIFE. 


‘OCTOBER 29, 1956 


9 Rockefeller Plaza, New York 20, N. Y. LIF F 


| THIS COVER BROKE LIFE’s OWN RECORD ff 
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TV GUIDE is 
the biggest selling 


: magazine in 


supermarkets a 


Your best customer is about to make her weekly shopping trip 
for groceries . . . and TV GUIDE. 


She reads TV GUIDE all week long, thinks of it in connection 
with her weekly grocery shopping. Because she refers to it 
frequently for program information and reads its feature articles 
thoroughly, TV GUIDE-advertised products win greater 


récognition and acceptance from her. 


To get your products on her list, advertise in TV GUIDE. 
This additional fact—that TV GUIDE has more primary women 
readers per copy than any other weekly magazine— 


will get your products on many more shopping lists, besides. 


More than 5,000,000 copies of TV GUIDE are sold 
every month . . . 1,250,000 weekly . . . 
in over 16,000 supermarkets. 


TV GUIDE has more single copy sales than all 


America’s Television Magazine... perp es orb cat 
Six Months Ending June 30, 1956 
Estimated Total Circulation, October 6 issue—4,417,000 TPIS ans sh ey React ase hei 
Other Weeklies*................... 3,086,452 


“Saturday Evening Post, Life. Time, New Yorker, Newsweek, U. S. 
News & World Report. Sports Iilustrated 
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Woolf Discusses Words Vs. Pictures 


Bedell Revises a Retail Ad 


Community Chest Drive Goes Over 


& 
Agencies Aren't Political Masterminds 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Adman (n.), Student (n.), Flays (v.) Teaching (n.)... 


THE NATIONAL NEWSPAPER OF MARKETING 


‘Grammar Is So Much Hay—Forget It!’ Says Adman 
in Vigorous (and Grammatical) Prose 


By Charles A. Shaw 

“Grammar and spelling,” says the Ad- 
vertising Federation of America, “are giv- 
en such back of hand treatment already 
in the school curricula that it is becoming 
increasingly difficult to obtain acceptable 
secretarial help.” 

There is no necessary connection be- 
tween the availability of secretarial help 
and the attention given to grammar in the 
schools. Yet the federation’s complaint is 
likely to cause some fervent pleas for in- 
creased emphasis on formal grammar. The 
Chicago newspapers were full of such 
stuff last winter. 

And that’s a shame. There’s nothing we 
need less than an increased dose of what 
has passed as English grammar for the 
last 200 years. 


® Carefully controlled tests by education- 
al psychologists have proved what most of 
us have known for a long time—that no 
discoverable relationship exists between 
knowledge of grammar and ability to use 
or understand language. Shakespeare 
staggered along pretty well without gram- 
mar. So did many other great writers be- 
fore and after Shakespeare’s time. Even 
today many writers live more comfortably 
than their grammar teachers did. And 
take me: I know lots of grammar, but I’m 
not much of a writer. 

What’s more, traditional grammar has 
even been proved ineffective and futile 
in eliminating “errors.” One study showed 
that pronouns were used incorrectly more 
often in the eighth grade than in the third. 
The investigators then wondered whether 
instruction in the case forms simply left 
the students more confused than before. 

In recent years, the emphasis on sys- 
tematic grammar has fluctuated, although 
it certainly is not neglected as shamefully 
as some people think. But the studies 
made when and where students were fed 
formal grammar until it ran out their ears 
provide little justification for demanding 
more of the same. In the '30s many in- 
vestigations disclosed that more time in 
high-school English classes was spent 
upon grammar and usage than upon any 
other phase of instruction. It did no good. 
The same “errors” showed up year after 
year, throughout elementary school, high 
school and college. Years of diagramming 
and parsing were wasted. 


s What’s wrong? Listen to a few modern 
students of language. 

Professor Charles C. Fries, of the Uni- 
versity of Michigan, had this to say in his 
“Structure of English”: 

“From the point of view underlying 
this study, the principles, the procedures, 
the definitions of formal grammar are 
unsound... [This] means that conven- 


tional formal grammar is, like the Ptole- 
maic astronomy, falsely oriented. Being 
falsely oriented, formal grammar, as it is 


If English grammar isn’t the most sacred of the sacred cows of teach- 
ers in our schools, then things have changed sharply since we went 
to school. Which is to say that if you feel strongly about the value of 
grammar and your blood pressure is already dangerously high, you 
had better skip this piece and go right on to something milder and 
less likely to cause apoplexy. What Mr. Shaw has to say about gram- 
mar can definitely not be defined as either equivocal or flattering. Mr. 
Shaw is advertising manager of Tekni-Craft, Rockton, Ill., manufacturer 
of Taylor freezers for soft ice cream, and an authority on grammar and 
related subjects—a hobby which he has pursued avidly for 20 years. 


studied’ in relation to English, cannot be 
expected to provide any satisfactory in- 
sight into the mechanisms of our language 
or any grasp of the processes by which 
language functions.” 

Professor L. M. Myers, of the University 
of Arizona, puts it this way in his “Amer- 
ican English”: “.. during the 200 years 
in which English has been seriously 
taught in our schools, its grammar has 
been taught almost entirely upon a set of 
theories which are demonstrably wrong; 
and a great deal of the effort that has 
gone into the instruction has been worse 
than wasted.” 


® Professor Myers adds an interesting 
comment about the “rules of grammar,” 
which so many persons consider im- 
mutable laws: “A study of our older 
grammars shows beyond question that 
many of our rules were invented rather 
suddenly by writers with no particular 
qualification and copied from one book 
to another until they became familiar 
demons of the schoolroom.” 

These early “grammarians” seem most- 
ly to have been country philosophers and 
retired clergymen who tried to force 
English into the mold of Latin. 

To see how inconsistent and confused 
our traditional grammar is, you need only 
consider the usual definitions of the parts 
of speech and terms like “sentence,” 
“subject,” and “object.” Believe it or not, 
grammar, as it is still taught in most 
schools, does not even have a workable 
set of definitions. 


® Start with nouns, usually defined as the 
name of a person, place, or thing. Even 
trained grammarians admit that they 
cannot distinguish nouns from other parts 
of speech on the basis of this definition. 
Isn’t black in “black horse” the name of a 
color? Don’t verbs like “run” name an 
action? Don’t prepositions (or adverbs) 
like up name a direction? Then why 
aren’t they called nouns? 

Somebody told me that black in “black 
horse” is obviously an adjective because 
it modifies a noun. (Notice how the defi- 
nition has shifted from meaning to func- 


tion.) Then why don’t all grammars call 
John’s an adjective in “John’s hat”? 

Pronouns are usually said to be words 
used in place of nouns. But many nouns 
are used in place of other nouns (for ex- 
ample: the writer, the undersigned) and 
here again you must use criteria not given 
in the definitions if you want to dis- 
tinguish them from pronouns. And what 
noun does the pronoun I substitute for? I 
is the usual form, and it would be more 
accurate to say that your name is a sub- 
stitute for I—but what part of speech 
would that make your name? 

Pronouns are said to have “antecedents” 
with which they are supposed to agree in 
person, gender, and number. What is the 
antecedent of I or you as these words are 
customarily used? What is the antecedent 
of none, anybody, or the interrogative 
who? 

An adverb like then can stand for a 
noun like Thursday. There can take the 
place of a noun like Philadelphia. Don’t 
then and there fit the definition of pro- 
nouns? 


# Is an adverb a word that modifies a 
verb, adjective, or another adverb? May- 
be it is, but we often find adverbs modify- 
ing phrases, clauses, and entire sentences. 
Some grammarians say they modify 
prepositions, too. Moreover, many adverbs 
seem to modify nouns; and many adjec- 
tives, especially participles, seem to func- 
tion adverbially. 

A sentence, we are told, expresses a 
complete thought. But nobody has agreed 
on a suitable definition for thought or 
complete. We are told that a sentence con- 
tains a subject and a predicate. But many 
constructions are considered sentences, 
even though they do not contain these 
supposedly essential members. The miss- 
ing elements are said to be “understood.” 
Students—and modern grammarians and 
linguists—do not understand why this 
supplying of “understood” words cannot 
just as logically be applied to other locu- 
tions usually condemned as “incomplete” 
or “fragmentary” sentences, 

Perversely enough, the theory of “un- 
derstood” words, or ellipses, is also ap- 


plied where it cannot be proved that the 
missing element ever appeared. 


s Subject is usually defined as something 
like “what you talk about,” or “the word 
or group of words about which something 
is said or asserted.” Then, “The man 
promised his girl a ring” has four sub- 
jects: a man, a promise, a girl, and a ring! 
And as Professor Fries pointed out, it 
seems a little unreasonable to insist that 
cat is not the subject in “What killed the 
cat?” 

Is the object the person or thing directly 
affected by the action of the verb? in “I 
saw a flash,” most of the action seems to 
be in the object rather than in the verb, 
and it is the retina of the subject’s eye 
that is affected by the action. 

What about the statement that a verb 
must agree with its subject in person and 
number? This might apply to one verb (to 
be), but other verbs show no “agreement” 
except for the third person singular in the 
present tense, as in “He calls.” 


® Parsing and Ciagramming are often 
praised as means toward better under- 
standing of sentences. But today’s experts 
have pointed out that we understand the 
sentence BEFORE we identify the con- 
structions. How, then, can the identifica- 
tion help our understanding? 

Obviously we need something better 
than this wandering maze of intricate in- 
accuracies. The wonder is that traditional 
grammar was not laughed out of existence 
long ago. No doubt it has survived only 
because few persons have studied it with 
alert minds. Very likely boys and girls 
have been interested in more important 
things—like each other. If you will T- 
lyze the definitions and procedures of con- 
ventional grammar as carefully as you do 
a marketing or advertising problem, you 
will agree that they are unsound. 


@ What we need is a grammar that ade- 
quately describes the structure of modern 
English. Good men are working on this 
and have made much progress. But the 
schools will be slow to accept it, especial- 
ly high schools and elementary schools. 
After all, teachers will not readily admit 
that what they have tried to beat into the 
kids’ heads is not an English grammar ai 
all, but just a pale reflection of Latin 
grammar mixed with. fallacious Eight- 
eenth-Century reasoning. 

Meanwhile, it is ridiculous to call for 
increased emphasis on conventional form- 
al grammar or to insist that advertising 
men must conform to rules that conflict 
with the actual usage of real people carry- 
ing on the affairs of the world. Grammar 
is and always will be subject to change; 
precept must conform to practice, not the 
other way around; and copywriters are 
born with the right to mold the language 
to their thoughts. 
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On the Merchandising Front... 


Well-Fed Parasites That Stay in the Line 


By E. B. Weiss 

I was talking recently with a bank ex- 
ecutive who has played a role over the 
last year in the reorganization of some 
eight fairly large businesses. Each of these 
businesses was sick. Volume was good. 
But net profit was 
either microscopic or 
non-existent. 

Towarti the end of 
our conversation I was 
suddenly struck with 
the realization that, in 
the overhaul of each of 
these businesses, line 
simplification was a 
part of the reorganiz- 
ing program. In other 
words, every one of these eight businesses 
had accumulated parasites in the line 
which waxed fat on the profits produced 
by the remainder of the line. 

Presumably, in each instance, there 
were persuasive reasons for continuing 
production and sale of these “dogs.” This 
banker told me, in fact, that in five of 
the eight companies, studies made long 
before he was called in had made it self- 
evident that these companies were being 
milked by items which, for various rea- 
sons, simply had outlived their profit 
usefulness. But there were certain cus- 
tomers to be pleased; certain competitors 
to be blocked off; certain factors of pres- 
tige, etc., involved—all combining to make 
it “totally impossible” to perform drastic 
surgery on the line. 

Yet when the figures made a major 
operation clearly imperative, these can- 
cerous growths were cut out with aston- 
ishingly little kick-back from the trade. 


E. B. Weiss 


= I was struck by this incident because 
I know it to be a fact that in those by- 
gone years when we periodically had a 
recession and even a depression, hun- 
dreds and thousands of manufacturers 
would ultimately begin to pare their lines. 


In this instance, necessity wasn’t exactly 
the mother of invention—because the re- 
quired procedure was well known. But 
necessity most certainly compelled pro- 
nouncing the death sentence on items that 
were barely hanging on, or which existed 
only because they had developed into 
pretty successful leeches. 

In brief, every boom era generates 
loose practices. One of these loose prac- 
tices is the perpetuation in the line of 
items that have little if any justification 
for continued existence. 

We have had a decade of postwar boom. 
Few manufgcturers have overhauled their 
lines during those 10 years; necessity 
hasn’t compelled the use of the scalpel, 
not to mention the axe. 


® But why wait for a crisis? Why not at 
least an annual review of item perform- 
ance and, what is at least equally im- 
portant, why not an annual review of 
specific action taken to give a decent 
burial to items that have clearly out- 
lived their economic usefulness or which 
show every indication of becoming. sub- 
marginal? 

Interestingly, this is as important with 
respect to retailing and wholesaling as it 
is in manufacturing. Every large retailer 
knows that it is vastly easier to add an 
item than to cut it out of inventory after 
it has been merchandised and promoted 
for a period. Ditto for every wholesaler. 

Because of years of boom-time profits, 
it is probably pretty safe to generalize 
and to make the sweeping statement that 
never before has American industry been 
so charitable in continuing the life tenure 
of innumerable items. Maybe most busi- 
nesses today require a Vice-President in 
Charge of the Death-Knell of Decrepit 
Items. 

As a matter of fact, a General Manager 
in charge of the same function would 
probably perform equally well, but this 
is the Era of the Vice-President! 


Looking at Radio and Television... 


Agencies Aren't Political Masterminds 


By The Eye and Ear Man 

Can an advertising agency elect a Pres- 
ident? This is the subject of a popular 
novel and the subject of many conversa- 
tions. The answer, of course, is: No more 
than a smart agency tan sell a bad prod- 
uct. All the clever thinking in the world 
will not make a good product out of a bad 
one—political candidate or soap. 

This year’s election campaigns were 
master minded by smart agency men. The 
counseling on both sides was good. The 
results were due completely to the skill 
of the candidates in selling themselves to 
the voters as individuals. 

The television camera is one of the 
cruelest instruments in the world. It 
penetrates polite society like the mind of 
a child. If a woman has a blemish, it picks 
up and exaggerates the blemish. On the 
slightly plump actor, it coldly hangs the 
label “fat.” To the insincere, it hands the 
verdict “phony.” No agency television di- 
rector can mask these failings—only re- 
casting couid correct them. 


= The professional consultants did indeed 
help the candidates in the case of makeup, 
camera positions—and a number of gim- 
micks were invented. Among, them: the 
five-minute speech in relaxed, low-pres- 
sure surroundings; the man-on-the-street 
quiz; scenes at home romping with the 


little woman and the kids; meeting the 
press; birthday party; “this is your life,” 
and a number of other little gadgets de- 
signed to sugar-coat the speech and the 
man. 

Cleverest device of all was the five- 
minute commercial tacked on the end of a 
live popular program. The mentors, who 
had access to the rating services and the 
ability to interpret them, quickly deter- 
mined what everybody in the world has 
known since Cicero began shooting off his 
mouth in the Roman senate—political 
speeches are deadly dull. Regardless of the 
vital issues and the importance to the in- 
dividual voter, it all adds up to so many 
hollow-sounding, biased words and 
phrases pouring out of an American bag- 
pipe. 

The five-minute capsule is similar to 
any long commercial. It isn’t long enough 
to say anything important or to get dull— 
well, not too dull, that is. Nobody can get 
too mad about cutting five minutes out of 
an hour show (might even improve the 
show) or even a half-hour show—and 
most viewers will stay, albeit restlessly, 
until the next show starts. After all, they 
know that if they tune to the other chan- 
nels, they will only get credits and a clos- 
ing commercial. 

The best maneuver of all was the cor- 
nering of the audience by the simple act 
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moved in a couple of months ago. 


of self-identity to the ads. 


swings—and why? 


dress or nibbling on a graham cracker. 


ten, twenty years from now? 


It's Intriguing to Be Married 


We've been following the couple in the Lucky Strike ads long enough now to 
feel we know 'em—like the charming young marrieds down the street who 


Lucky has never sought to identify these people or to give them cute names 
—which we think is all to Lucky’s credit. The use of this couple, obviously 
portraying husband and wife, in repeated ads and car cards, and always in 
human and believable situations, adds, in our opinion, a tremendous amount 


Used to be, a couple in an ad had to be single. You couldn’t imply that the 
fun of courtship, the excitement of the chase, might be over. Boy was still to 
get girl and girl was still to be persuaded to say yes. But not any longer. Now 
it’s more intriguing to be married. It’s even good for movie stars these days 
to be known as married folks. Ever stop to wonder how widely the pendulum 


Wholesome situations, now, are preferred. Wholesome used to be connota- 
tive of dullness. It was something to be avoided, like being seen in a gingham 


What impresses us most about Lucky’s couple is the fact that the girl seems 
to represent the ideal of a young wife these days and the boy the ideal of a 
young husband. Wonder what they will look like when looked back upon 


LIGHT UP 
A LUCKY | 
it’s light-up 
time! 


LUCKIES 
TASTE BETTER 


of buying the same time on all stations or 
two networks. This act virtually guaran- 
tees a rating equal to the sets in use. But 
the act of cornering the audience carries 
a severe responsibility. The act better be 
good, or there is more grumbling than it 
is worth. 

Curiously enough, the short form for 
politicos made it seem as though the tele- 
vision air was haunted. The multiple ap- 
pearances of the same faces looked as 
though they were on frequently enough to 
sell cigarets as opposed to other years 
when their appearances were fewer, more 
important, but watched by fewer viewers. 

The studied casualness never seemed to 
come off. Even the press of common man 
interviews appeared to be rigged. The 
everybody-loves-everybody parties were 
as phony as a baby kisser. The little at- 
home philosophical didos were worse. No- 
body really stood up and barrelled out. 

If one may be permitted an objective, 
non-political observation without causing 
a riot, none of the current candidates 
caught the F. D. R. master politico touch. 
There were no clever speeches with 
catchy slogans. Both the conventions and 
the campaign were vapid—and maybe 
that’s the way they ought to be, without 


emotion to cloud the important issues. 

The decision of whether an advertising 
agency should enter into a political cam- 
paign is a delicate one. Most blue-chip 
agencies have policies against taking 
sides, holding that their job is to move 
products, not politicos. Others maintain 
that it is their duty to lend their public 
relations skills to the party—that is, if the 
party suits their fancy or the commission 
is satisfactory. There is much to be said 
on both sides. 


® The conclusion on the effectiveness of 
the counseling when an advertising agen- 
cy decides to take the plunge is apparent 
to anyone. Most candidates are selected 
on the basis of the times, the party, and 
their personal popularity. A good agency 
or public relations outfit can somewhat 
temper the way in which they appear be- 
fore the public or insure more frequency 
or more professional skill, but fortunate- 
ly for the public, no one can sell a zircon 
as a diamond. The feet of clay stick out 
all over television. While it is true that 
the average intelligence quotient may be 
that of a 13-year-old child, it is shrewd 
enough to make democracy work. May the 
best man always win. 
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a homemaker is a voter 


The interests of today’s homemaker range over hundreds of subjects . . . from 
politics to proteins . . . from caucuses to calories. She knows what’s cooking 
whether it’s “pork barrel” legislation in her state capitol or pork and beans in her 

; kitchen. She can spot a senatorial weakness as quickly as a carelessly sewn hem. 
Her drive and her discernment are forces to be reckoned with by everyone who has 
an idea, a service, or a product to sell. Only Woman’s Home COMPANION delivers 

the vital, informative, entertaining reading that modern American homemakers 
want and look for . . . so be sure your advertising appears in company with it. With 
COMPANION on your schedule, you'll have her reaching for your product more often! 


CROWELL-COLLIER PUBLISHING CO 
640 FIFTH AVE. NEW YORK (9 8. ¥ 
PUBLISHERS OF WOMAN'S HOME COMPANION COLLIER'S 
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Salesense in Advertising ... 


Words Vs. Pictures Are Not 
a Debatable Subject 


By James D. Woolf 
Advertising Consultant 

There has been a spate of discussion 
lately concerning the part that pictures 
play in advertising. It now would appear 
that the visual communicator, as opposed 
to the copywriter, is the man of the hour. 
One speech-maker, an 
art director, asserts 
that “weary words can 
no longer carry the 
selling burden.” 
Another orator, a 
newspaper research di- 
rector, declares pas- 
sionately that layout 
and art are more im- 
portant than copy. Said 
Wallace Elton to the 
June conference of Art Directors Club of 
New York: “The Eyes Have It... Truly, I 
think this is the Year of the Art Director.” 

What is the truth of the matter? Are 
pictures more potent than words, or vice 
versa? My answer is that there is no uni- 
versal truth. Everything depends on the 
product, the problem, and the objective. 


® The trouble with us admakers is that 
we are forever searching for universal 
principles. We seek to formulate ironclad 
rules and precepts that apply without ex- 
ception to the whole wide range of adver- 
tising problems. Hence it is that we have 
cults of sincere but fanatical advocates of 
theories and isms which are in sharp con- 
flict, each with the others. We have, to 
mention only a few, the cult of the eye- 
patch and the tattooed hand; the cult of 
“cuteness”; the hard sell cult as opposed 
to the soft sell cult; and the cult of short 
copy (“Modess because...”). Currently 
in the news is the doctrine, first voiced 
by a Chinese, that “one picture is worth 
10,000 words.” 

Let me hasten to say, before proceeding 
further, that I subscribe enthusiastically 
to the gospel that pictures as communi- 
cators of ideas are of vital importance in 
advertising. What’s more, I believe that 
art directors have made and are making 
increasingly important contributions to 
advertising effectiveness; I have no 
quarrel whatever with this concept. What 
I do quarrel with is the preachment that 
pictures—as opposed to words—constitute 
a universal principle of effective com- 
munication of ideas. And I quarrel with 
equal vigor with the concept that, re- 
gardless of the product and the objective, 
words invariably communicate more po- 
tently than pictures. 


® Everything, as I say, depends. There 
are many situations when pictures alone, 
or almost alone, would fail utterly to tell 
the story that needs to be told. Note, for 
example, the Rybutol Saturday Evening 
Post page, herewith, a composition of ap- 
proximately 900 words of reason-why 
copy. The objective of this advertisement 
is not merely one of passive consumer 
acceptance; the aim obviously is to sell 
the product with little or no help from 
the clerk behind the drugstore counter. 
Could pictures do this job? I doubt it. 

Consider also the award-winning Wau- 
sau campaign, of which a typical page ad 
is shown here. The photographic treat- 
ment is excellent, but as a communicator 
it contributes practically nothing to Wau- 
sau’s drive for 100% vote registration, 
which is the objective of the ad. 

As against the Rybutol and Wausau 
pages, note now the Life Savers color 
page. The pictures do the whole job, and 
do it beautifully, and I pay my respects 
to the art director who laid it out. Note 
also the Betty Crocker color page, an 
emotional appeal designed to “weld a gay 


young mother and a strong young father 
and a small young daughter into a single 
whole.” The words in the text are poetry, 
but what gives this ad tremendous impact 
is the perfectly wonderful color photo- 


graph. 


® I repeat: there is no universal principle 
concerning pictures vs. words. I have re- 
fused on several occasions to participate 
in adclub forums on this subject because 
of their utter futility. Most speakers ap- 
pear to forget that advertising is a many- 
sided activity embracing the promotion of 
a wide variety of products in a wide va- 
riety of media, and that what is sauce for 
the goose is not always sauce for the 
gander. 

Because pictures alone, or almost alone, 
have done a good job for such products 
as Jell-O and Life Savers, it does not 
follow that pictures will sell the Book- 
of-the-Month Club or the Encyclopaedia 
Brittanica. And because pictures of a dis- 


it7 


PHOTOGRAPH LEADS, HERE—The charm and 

force of this page are achieved almost 

solely by its magnificent color photo- 

graph. The copy is beautifully written, 

but without the illustration this ad would 
lose most of its effectiveness. 


ee ee 


+ Wausau Story 


COPY ADDS PERSUASION—The award-win- 
ning Wausau campaign makes skilful use 
of both pictures and words. The objective 
of this ad, which is that of encouraging a 
100% registration of voters, would not be 
achieved if the appeal were largely pic- 
torial. The lengthy copy by John Corneli- 
us adds a great deal of persuasion to the 
appeal. 


tinguished one-eyed man sell shirts, it 
does not follow that such pictures will sell 
life insurance or Dr. Scholl’s Zinopads. 
And, by the same token, because words 
are communicating effectively the story 
of Crest toothpaste, it does not follow 
that words alone, or almost alone, will 
be equally potent for, say, Campbell’s 
soup or Arrow shirts. 

Hence it is that I believe nothing could 
be more futile than debates concerning 
the power of pictures over words, or vice 
versa. Everything, if I may repeat, de- 
pends. 


Mr. Woolf's articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price: $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Adver- 
tising,” available on five days’ approval. 


PICTURES HAVE THE PUNCH—The words in 
this Post page, which are mostly recipe 
information, are indispensable; without 
them the ad would have little meaning. 
But what gives this ad its knock-out 
punch is its mouth-watering color photo- 
graphs. Oftener than not, both pictures 
and words are essential in the production 
of an effective advertisement. 


Advertising Age, November 5, 1956 


Accept this 25-Day Supply of 
Rybutoil at our expense 
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AIMS TO SEiL—The obvious objective of 
this ad is not merely that of creating 
passive consumer acceptance, or a favor- 
able brand image. Its aim, selling the 
product with no help from the clerk be- 
hind the drugstore counter, could not 
possibly be achieved if pictures were 
substituted for the approximately 900 
words of reason-why copy. 
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NEEDS NO TEXT—This attractive advertise- 
ment is entirely without text, and it needs 
none. Pictures do the whole job. But it 
does not follow that this same technique 
would be right for tractors, encyclopedias, 
or corn pads. What is sauce for the goose 
is not always sauce for the gander. 


Just Looking... 


If it were possible to be heard above 
the din about symbolism (non-ration- 
al), esthetic response, affective values, 
and that old-fashioned thing called 
motivation, I should be tempted to ask: 

“What about words?” 

For despite the current preoccupa- 
tion with the deeper levels of meaning, 
we are still stuck with words as the 
chief—if not the only—means of say- 
ing what we have to say in advertis- 
ing. 


= And so, it seems to me, far too little 
attention is being paid to the vast im- 
portance of finding the best words— 
the words that can easily make one 
piece of advertising copy measurably 
better than another. 

How much better? There are ways 
of finding out. There are methods of 
testing the value of words, techniques 
so simple and well-proved that it is 
impossible to doubt their practical 
worth. 


By Walter O'Meara 


Using these techniques, it is not un- 
common to find that a certain combi- 
nation of words is from two to three 
times more effective than another set 
of words expressing identically the 
same idea. 

That is to say, a simple variation in 
wording can increase the “pull” of an 
advertisement 200 or 300%, or even 
more—everything else in the adver- 
tisement remaining the same. 

The kind of testing necessary to de- 
termine the copy-power of words, I 
might add, is not expensive. Really 
getting down to cases, it is only a small 
part of the cost of making the elabor- 
ate motivational and other deep-level 
researches currently so fashionable. 

It is costly only in terms of the 
mental energy, hard creative thinking, 
and dogged patience that must accom- 
pany such testing if it is to produce the 
really amazing results it is capable of. 

And that, perhaps, is why more of it 
isn’t done. 


wes ee ; wg a 
nah Orel oe oe . fl 

eat ht P . 

a ene . 

teed a 
oe es 
ee 
ot = eC 
ha ae 
0 Os ae 
te ee : Pe 
‘a 
a ii * 

«3 wert —$$$ $$ _—_—_—— L$ LT ‘ 
nee a ake / 
Aer Rgr < 
year —————— —_— :>) i 

oe el 

ye une ’ 
Be og . 
ey se 

oo ee 
eae Se ne tee + trie i Mapa Cap te eirmemtint 

a Meet ene at ant eaten age aetan oe he Fe 
ae ma ‘momen ¢ martin O we ood move cain ae 
| 
ia Seer ft, | gerber endoet pinned Rew Oe ae tae 
‘ee Se etd Vee? 
a : é satay pee ete es cts Shee ow 
pe eh Fino Capen ameter Seng caak eh seem ae 
ee ee -— ES ges atte e oub Sane es ee ole ook 
ee li —_ < than _— CREA cee ta Se 
a ae es Sh ee === 
i oe: Cte ce SS Se Gein anetenty i rae ws awn ver 
seer ae ee ne aiid ee te ee 
Bee ae bw eS SI wee tne ee Freee kee 
a & 4 3 Ee Sat Sees Senn coneeeaeee 
ees aad ‘ ¢ LSS Ba eee ne enn 

ee Se Fe 
a rome edie Se See 
ea Tet tene  e Saeees este seee 

SY oe : TEM a he ry er . 

oe . « * SLT SES See ee ee ee ene ees wears ees 
ad — SSE SSS Rees Seco 
py (cag ange Ow a on See bo Ge ome © © Sp lle — e e en } 
fos ee es ae | os sack on 
a cae a oe — - “~~ ehotnes 
esi tee Oe 
ee cnt “ a a | - 
a he “a See | Preet 1.08 Size Rybutet oe 
ae Laas SSeS | hav 28-lep See » 
<a A By Te \ 
ae i laa ee Saeowmeee f° tenineieiiiees 
ine | 2 Sov ASRS | Rees 
ea wat ty} pt ee yt a ; 
fe ee —aikatamen Sakeeeesasee | aieeaieee 
a ee ied ere, at eek ae a ogh ee ee 
ye | es: Sor eeet Gere AG | Vineet et eee See abed een he 
‘ Cee os Rend an ae mend Se Ome eee Oot ee Sn tet Oe 
ms x = ive = Y~ ++ = eS page ph Ey ae | me at ee OP nt 
ees See ees | —<———— 

a et F Le wcnel eaten, toma om cee aoe 
a i 4 Rene 8 PR eeeE! Oy me keen COoseRAmen OF seems F wEET Dew frREN! SEe TERE TA Ore reer i 
<a ee 

s es ; | 

‘ee mete ee tertet em beens | 
es oat % et wee hee Neem mee tes fee . 
fe: ways to make eggs 4. == —=-==-—— / 
phe <atemsaepetnp hembesace ss 
= ete. | ' mm Chetan, tagtehin «Lew eae ow 
ep Lae eevee CE © be ayy ee he ty 
pte extra-special! = SI 
nS ee ee a oe 
en a 
& oy ot 7 
Pek om et § : 
SPaeae | 2 4 i 
seer ask foe} g ‘ . ‘ , 
ae ie . P yu . @) | 
is Fi) ao’ —_ i § g et | 
at ae a = ey | 
ae a 4 # I cil eee 
ie bs Siig ee oe } 
yong eee eb 4 ? Gr ae ee a | 
erie nat : a9 a " ee” ee i | 
Bisse, 7 +. ae e = 7 q | 
perteee ie : ' e J . 
ih OME . ea ™ ‘ . 

SG Se - r “ 
ure ae = nee : 6 SR oe cn he tne em \ 
mye, ; = So, Sen ag 
ae! ‘ Se EE =I yt er 
mee tee a} a I I ES 
eit Dit <= fae LL ( 
ost ae . 
ce ae " 4 i eet B his * ———— —_ ——- 
eee re fo oe : i oe 
‘7 ae ie is Eh oa oa he 5 4 . - 
ac he : Et 4 re ear he. a ib Se bs _ ~» st Geet ’ 
eae: a see Me er ee ee ; 

Moe : a oe Sa . aes ‘  e ee et ; 

ee ee: ee i ae iste 2 : { 
Ate a = prueied ; ee ae ae. 4 eam Ss 

+ my at eee Fs a - ao -_ Ne { 

Ret e ae a eee ; ; ee he ee _——eeegetpnntncagieigind 

Sy sce oy eee a Sa s 2 a ae ees 5 te ae 

“sles Ae ee ete Oe aT. Bere WET oe, ———— 

nee pepe ae fel i. a wala ys! = i te a 

ee ee ‘Mi B: oe a Tee eg ’ ‘elt | 

eee neo } A Res Vi Cie Lieneeed 2) 6 Me 1 

mee a ee .:% BB ine tee, ee — a ~s--anatiapagleal 

ei NK Se Bia _ —~—- meen 

a 2 aed ee . . & / a. st ee: ~ ~ ye ee hg —_ 

eer. ean i = rete : > *F—A—hy Ne ie a botamae —4 

ie Poe ees wee Beer! Sr oe Sra ease | 

ae ie Sees aes ea eeo en Sees eS 

we ee P ote e °* . 

fF: a . si (ae eee . ‘4 

ag” oa aa Good cooks cook Giggs with : —~ ~ ) 

Te | we ‘ t a 7 ‘ a+ ' 
oes © s ‘ Neder ’ } 

| 3 “<= : wae 7 _ @ @ 

fee a Tee ghee i 4 
ee es yet 

ae, ty . * P| eae kl a “ 

ee J : age cB oN 

woe ee Ms * I clintiateniieesieesscnsinint =! : = } 

Ba AP , | amen 

ee . ; j a 

gen ee om age ° 

i eS | } 

Be” ; , | 

oe : Oaddy's Cake ’ i | 

ean pa - : ’ __| 

a oa mele eimai | 

ea ey te . 

payee 8 rn em ee ee 1a 

ee 3 ontee oe ce we chee om | geet 6 pete 

rk Ba —T . Se a ee ee te ee 

: 2 pon begets ee eee renee fare Wm eee re Me 
ee waa | 
cia me nes watewr ones came SE ies er ete PM eee as PEOPLE'S 
rae’ adn mrcocmnguapey Steep tanbes aes ‘eiget ES FOR THE CHOICE 
ent t gut ow 5 
feet 
ey 
‘a on te 1 
Brees. 
ae ae 
70 I 
ae Nn. 
oo 
ah * ( 
es 7 
ie 
saci | 
Pg 
basset i ty 
Pate L 
roe 
ee ~ - De ‘ 
aes, » 

ee “4 e ’ 

ae | 

ie ~~ . 

ae ‘ge 

4 ee 

eo Ben i bee ee 

pens rn ee ‘ eae s! 
i: <s ee ie a,  * 

pees Baas ee gl Te 

=, ; o gt. &, : i 
oo we . ee i t 
| ° a : peer, ae a : D t 
eS a a a  s anes 
ue oe ct eke is . 
Re — ded ee a » e 
be 4 ; so: a aera et 4 J 
ey |: 4 8: pe Ss, ; 
St ~~ «. —— aeae - 

Beer ee Sere 4 i 
7a ‘ = —— } 
east cue euaenatigudnpntgne epee 20 om ay } I 
pone. Ss 
oe) mm ~~ t 
Se aa 
2 ee re al a Sg 
owed tots eee owe er ON wee epee w Sa 
ene _— “wet 
tars : © owe ee rage ry 
eas wee. tees te — = } 
aa etn ae » ‘St. } 
aM Sse Se ee me 4 
ee Sess ess ee ( 
4a ert? ars eer 
2 ay |S ages ee eee at aeee =3- MAS ‘ 
os SSeS ee ee eee é 
ae SSeS eee is 
es TALS SSeS eee ees 
ee, * “Te as aspera: Laas aan as = 
ogogee ex ee et ee oat = oom nom bond 
270 => i ee ee ee Cale Cees 
ae4 a Loe Sega Seecccatoe se — | 
a it 3 ye ee : 

. SS a SS 
c (iS TST a sees Cs cateces >> | geen 
ae AS Re eeemeaaness L ema ee oe 
ol ha 
Bere. ‘ 

ae = 
* ard " 
4 | 

an}! 

Hy: 
la 

ea |. | 
i, ' 

: } 
haat! 

<1 | 
a | | 
an. if 
A if 
ae 4 

se 

e. . 

‘ Bj > 4 
ae { 
i ei . e - — 

Sho Nad ae, oe ae rae: ‘iia Mote 
fee , , : =? ee ee me ee ee RR | Teena 
ee a ee ete Me) ee Toa eee ee eS ae 


—— ee ee ile a ar. PM, ee at 20) ~' ssi = a 
e * Bo ee i ; a aS ee 


All postmarks are actual reproductions. Post 
offices mentioned in the text really exist. 
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| Grit is a textbook on how to interest— 


and sell—small-town families 


In 16,000 nonsuburban small towns throughout the 
nation, Grit speaks Lowder CIll.) and with more 
Power (Mont., W.Va.) than any other publication. 
That's because of Grit’s circulation concentration 
in small towns of less than 2500. The exact figure is 
458.53%—high above that of any other national 
magazine. About 4 million people read Grit every 
eek. 

It takes a very special editorial viewpoint to en- 
{thuse small towners. Grit is a textbook on the sub- 
4ject. Its news is weighted on the human-interest side 

(soldier talks to mother after 11 years’ separation). 
'\Its service features are down to earth and immedi- 
lately useful (food, patterns, bringing up the family, 
|how-to-do-it for the handyman). Its entertainment 
His as wholesome—and as much fun—as a square 


ener 


a let tenn 


dance (fiction by people like Clarence Budington 
Kelland; comics like Blondie; short features like 
Pet Peeve, Bright Saying). 

Grit is to small towners what the New Yorker is 
to sophisticates. It breeds the same kind of loyalty, 
the same kind of advertising response. Again and 
again, Grit has proved that its advertisers can count 
on an ever-growing share of the small-town market. 

Whether it’s the Man (W.Va.) or the Dames 
Quarter (Md.) that interests you, Grit can increase 
your sales—economically. A big-space, year-round 
campaign can cost as little as one full-page ad in a 
mass-audience magazine! 


Grit Publishing Co., Williamsport, Pa. » Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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Looking at the Retail Ads 
We Wag new 


ELECTRONIC ORGAN 


ot ee em ee 
Te te ee ee 


= 
Se tow poten comer tate peat See. Neer... slay @ eps 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

In “Why Do People Buy?,” excellent 
book of Fortune’s editors, comment is 
made on the “new generation of salesmen 
—and sales managers—untempered by 
astringent memories of the past. Not kick- 
ing customers in the teeth came to be 
equated with the basic principle in sell- 

” 

I delight in that comment. It has the 
same implications in selling that apply to 
advertising in a statement I make often: 
“There is an entire generation of adver- 
tising people at work now who believe the 
act of advertising is advertising.” In short, 
you buy white space and put ink in it. And 
that’s advertising. ‘ 


@ The ad at left above appeared in a local 
sheet with about a million circulation. It 
was run, presumably, to excite and inter- 
est prospects for an organ, and to get 
them to visit dealers. (I have cut off the 
3 inches on 5 columns that listed 17 deal- 
ers.) 

At the right is one of any number of 
revisions that might be expected to give 
the advertiser and the newspaper a far 
greater break—to say nothing of the deal- 
ers. 

The top headline becomes direct, and 
“new” is emphasized. 

The organ is increased radically in size. 
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Space is used for selling and serving 
readers, instead ef for valueless borders. 

The low price is given more prominence. 

Second and third headlines (the first 
that occurred to me) suggest getting sell- 
ing wallop, emotion and reason into dis- 
play. 

Space for copy is substantially in- 
creased. 

The urge to see a dealer at the bottom 
is made into something better than an 
apologetic whispering. 


® Advertising—according to my defini- 
tion—is professional selling, multiplied. 
Its end objective is to sell as much as pos- 
sible as fully as possible as widely as pos- 
sible. 

An ad that doesn’t begin and progress 
and end with urgencies,upon it to be a 
selling force all the way is not an ad, but 
something less than an ad. Publicity per- 
haps. An availability listing perhaps. A 
timorous announcement. A boast. A shriek 
for business. A price concession bulletin. 

But not an ad! " 

All good selling is serving. A revision 
would serve the public better in inform- 
ing it of this new opportunity in music 
and enjoyment, hence would serve dealers 
and the advertiser better. 

Every ad should be made to fight for its 
life. Its strength and influence with the 
reader should be its ultimate justification 
for being. It should do all it can,-not a lit- 
tle part of what it can. 


techniques in capsule: 

The company uses the “fair share” plan 
whereby employes are informed—and sold 
on—what constitutes a proper individual 
donation. The plan itself is well mer- 
chandised through a letter to the em- 
ployes’ homes; through a special edition of 
the employe magazine, “Dayton Rubber 
News”; through a ladder in front of the 
plant showing “Dayton Rubber Joe” 
climbing as departmental goals are 
reached. The company uses giant bill- 
boards at the entrance to the plant, and 
plant bulletin boards flash the news of 
departmental arrival at the quota within 
an hour of the time it is registered. A huge 
streamer at the plant entrance screams 
the company’s thanks when the quota is 
passed, and each donor receives a per- 
sonal letter from the president when the 
campaign is through. 

The company’s solicitors are not given 
any hasty, random guidance in fund-rais- 
ing. They are given instead a full, de- 
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tailed course of sprouts in how to ap- 
proach a prospect, fortified with a plan 
book which spells out the answers to 
problems. So that there would be no doubt 
about the attitude of management toward 
the “fair share” plan, President Freed- 
lander’s talk this year before the solicitors 
was recorded, and later played at various 
points arogund the plant. 

Clincher in the campaign, many feel, 
was the open and enthusiastic cooperation 
of the unions. Officers and members of 
Local 178, United Rubber Workers (CIO- 
AFL) and the Independent Rubber Work- 
ers Union (the office union) teamed up 
with the company representatives and 
made the drive ringingly effective. 

The Freedlander case history, given in 
a talk before the Dayton Rotary a short 
time ago, has drawn several requests for 
copies. Companies wishing to see one, 
giving the step-by-step procedures, may 
secure it through A. L. Freedlander, The 
Dayton Rubber Co., Dayton, O. 


Knowing what, where and why 


1, What do you want in the picture? 
Considering the third dimension as 
you create can help stir up new ideas, 
give you opportunity to develop and 
communicate novel visual approaches 
to art department. Low horizon, A, 
makes figure B dramatic in relation 
to C. Dog, D, is small, but looks prop- 
er by understanding use of perspec- 
tive. Headline: “Dueling Is Out of 
Date!” is a good lead for many mod- 
ern product ads. 


2. Where do you want the elements? 
Although your Drawthinks should not 
necessarily infringe on final layout, 
they can serve you in determining 
where best to put picture elements 
for effect you want. Folder cover for 
baby diet book, E, is based on realistic 
perspective, this time with high 
horizon, F. 


3. Why is your solution a good one? 


DRAWTHINKS 


PW RITER' 


Use PERSPECTIVE for 3-way benefit 


means better roughs for you. 


When you can see for yourself that 
you have worked out a pretty con- 
vincing picture idea, and understand 
why it’s okay, you are a little closer 
to the art director’s problems. 


Now you know three benefits of using 
perspective when you Drawthink. As 
you discover more, your communica- 
tive powers should increase. ..to your 


Employe Communications... 


Community Chest Drive Goes Over—Big 


year after year. The Dayton Rubber Co. 


By Robert Newcom>d and Marg Sammons 4 
(Mr. and Mrs. Newcomb operate once again has swept beyond its goal; acvamnage. 
their own organization in employe concerns elsewhere in the land could take 
relations.) a cue from the Dayton concern’s cam- 

Next Lesson: 


It’s giving time in plants all around 
the country, as employes are urged to 
respond to appeals by the Community 
Chest, Community Fund and similar cam- 
paigns. Once more solicitors have had to 
cope with worker apathy and sometimes 
open resistance. The reason is plain 
enough: Poor planning. 

Management eyes have commenced to 


paign methods. 


= This is a well-oiled operation, remark- 
able on many counts. Chief reason for its 
smooth functioning is the fact that it is 
sparked by the president, A. L. Freedland- 
er, who refuses to parcel out directorial 
responsibility for the campaign but in- 
sists upon an around-the-clock, active 


How to make ’em look “professional”! 


"No, BUT You ARE ! 


focus on the highly successful fund-rais- supervision of it. His own enthusiasm and DID YOU SEE THIS CIGARETTE. AD, «=, DAYS. 1 CAN * 
ing techniques of a Dayton, O., manufac- personal drive carry down through all ART Dinecror2 . UNDERSTAND } 
turer, where sound advance planning con- levels of giving. : Sc THEM yee 
tinues to push the company past its quota Here are some of the Dayton Rubber the yoo 
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“Like you advertising people say, I'm one of the half million 
who read only one newspaper, the DetroiteTimes 


@ “Couple neighbors and | drive in like this every morning. I drive 

my car about two days a week. We talk about our kids or our jobs. | 

have four kids. Sometimes I wish I had four jobs. But, my family lives. 
comfortably. We,all like good things. And one of the good ite we 

like you ought to know about. 


“We read only one newspaper, the DETROIT TIMES. 


“Want to know why? We like the way they give us the news. A// the 
news. I like to read Frank Morris, Don O’Connor and Art Hinkley on 
local politics. I think Ed Hayes and his fine staff of sports writers do a 
great reporting job. My wife and I both read Dorothy Kilgallen. We 
like the way they have both the national and local writers. 

Yes sir, before our TIMES gets down to the basement it gets a pretty 
thorough going over. Best tomatoes I ever grew happened because | 


read what Isabel Zucker wrote. She’s the garden editor. and I’m the 
gardener in the family. 

“We like the TIMES because the TIMES is like us, reflects the way 
we live. 

“If you want to sell families like mine in Detroit (‘cause we read 
the advertising, too) remember, you can reach us through no other 
newspaper but the DETROIT TIMES.” 

Richest metropolitan market in the U.S. in terms of average 
income per family. National family average $5,465... Detroit average. 
$7,320. Total nuimbe~ of families in the Detroit trading area, one 
million. 

By advertising in the DETROIT TIMES you reach about half the 
families in the Detroit Trading Area, the heart of the Michigan 
market. 
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$111,400 worth of 
something for $1.00? 


Don't make me laugh! 


Yak your head off! But when you see 
and hear the facts, you'll cock your ears 
like an expectant spaniel. On a full-page 
basis, one dollar’s worth of advertising 
in the Chicago Daily News buys $111,400 
more purchasing power than a compar- 
able buck spent in any other Chicago 
daily newspaper. This astounding rev- 
elation is based on an independent 
home-coverage and income survey of 
Chicago and 57 suburban areas... and 
ar analysis of newspaper readership 
among “able-to-buy” families . . . those 
with incomes of $4,000 and up. See the 
figures yourself. Call your News rep- 
resentative. It all adds up to additional 


proof that — 


The CHICAGO DAILY NEWS 
HITS HOME 


Schiavone Sansbury Felix 
TUBES AND SPEAKERS—Here are some of the enrollees and Ernest Felix, WEHT-TV and WECA, Evansville, 
at a cocktail session of the National Assn. of Radio Ind. At right, a father-and-son team, Bruce and 
& TV Broadcasters’ regional meeting in Indianapo- Robert McConnell, WISH and WISH-TV, Indianap- 
lis. At left are James Schiavone and Henry C. Rog- _ olis, chat with Ben B. Baylor Jr., Tri-State Televi- 
ers, WWJ and WWJ-TV, Detroit; 


Rogers R. McConnell B. McConnell 


Cecil Sansbury sion, Ft. Wayne. 


Coming 
Conventions 


Nov. 11-15. Outdoor Advertising Assn. 
- A scan Hotel Ambassador, Los An- 


| 
*Indicates first listing in this yr 


wo 13-14. National Business Publica- 


Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
| Raton Hotel and Club, Boca Raton, Fila. 

*Nov. 16-17. Broad 
Assn., first annual seminar, Sheraton Ho- 
| tel, Chicago. 
| Nov. 19-21. Fifth annual Advertising 
Essentials Show, Statler Hotel, New York. 
Nov. 27-28. American Assn. of Adver- 
| tising Agencies, Eastern Region, Hotel 
Roosevelt, New York. 

Nov. 29. Advertising Research Founda- 
tion, 2nd Hotel Am- 
bassador, New York. 

Jan. 18-20, 1957. Advertising Assn. of 
| the West, midwinter conference, Miramar 
| Hotel, Santa Barbara, Cal. 

Jan. 20-23, 1957. Newspaper Advertising 
Executives Assn., Edgewater Beach Hotel, 
| Chicago. 

Feb. 1-3, 1957. Eastern Intercity Con- 
ference of Women's Advertising Clubs, 
| Baltimore. 

March 22-31, 1957. International Photo- 
graphic Exposition, National Guard Ar- 


1957. Advertising F 

tion of America, Ninth District, Hotel 
Mayfair, Sioux City, Ia. 
| *May 16-18, 1957. Southwestern Assn. of 
Advertising Agencies, Galveston, Tex. 

*June 4-9, 1957. National Business Pub- 
lications, spring meeting, Sun Valley, Ida. 
June 8, 1957. Advertising Federation of 
| America, Fourth District, Hotel Fontaine- 
'bleau, Miami Beach. 
June 9-12, 1957. National Industrial Ad- 
| vertisers Assn., 35th annual conference, 
| Waldorf-Astoria, New York. 

June 9-13, 1957. Advertising Federation 
of America, 53rd annual convention, Hotel 
| Fontainebleau, Miami Beach. 

*June 16-19, 1957. Newspaper Advertis- 
ing Executives Assn., Grand Hotel, Macki- 
| nace Island, Mich. 
| June 24-28, 1957. Advertising Assn. of 
| the West, 54th annual convention, Ha- 
waiian Village, Honolulu. 


| Baker Predicts No Price 
Cut in Color TV Sets 

Dr. W. R. G. Baker, vp of Gen- 
eral Electric Co., expects no dras- 
tic price reduction in color tv sets 
in the immediate future. He told a 
meeting of the Radio-Electronic- 
Television Manufacturers Assn. 
that “Color basically costs about 
three times as much as b&w re- 
production and, unless an unfore- 
seen miracle occurs, color sets 
will always be more expensive.” 


Scheller Named Ad Manager 

James C. Scheller, formerly ad- 
vertising and sales promotion man- 
ager of G. F. Harvey Co., Saratoga 
Springs, has been appointed sales 
manager of Maltbie Laboratories 
division, Wallace & Tiernan, Belle- 
ville, N.J., producer of pharmaceu- 
tical specialties. 


Masse Adds ‘N.E. Hardware’ 

The Siddon Masse Co., Cleve- 
land, has been appointed publish- 
er’s representative of New England 
Hardware, Boston, in Ohio and 
neighboring states. 


| Albert Frank Joins Four A's Agencies, New York. The agency 

Albert Frank-Guenther Law has has offices in New York, Chicago, 
been elected to membership in the | Boston, Philadelphia, Los Angeles 
American Assn. of Advertising| and San Francisco. 


TOM DeBOW 


Director, Advertising and News, 


CITIES SERVICE COMPANY 


“The financial community oper- 
ates on a two-way street. An- 
alysts and investment bankers 
impart information...and they 
get information. Our company 
advertises in Barron's to ap- 
prise these professional money 
managers and the investing 
public of Cities Service's 
growth, progress and future. 
Through Barron's we get their 
undivided attention because 
of Barron's pronounced issve- 
to-issue hold on readership.” 


Barron's readers are not the in-and- 
outers. Their interest in the economy, in- 
vestments and industrial and corporate 
developments is long-range. They are the 
type of folks who are the backbone of any 
public company’s financial support. | Their 
interest in your company is second only 
to yours ! 

BARRON’S—The Financial Weekly. 


BARRON'S} sx" 


tegen CHICAGO 
Leaven of Capitalism 711 W. Monroe St. 
er eee ere 
BOSTON 


388 Newbury St. 
LOS ANGELES 
2999 W. 6th St. 


ATLANTA 
75 Eighth St., N.E. 
Blanchard - Nichols - Osborn 


rity 


too, is read for profit! 


ADV. & P.R. EXECUTIVES 
We'll gladly send next 4 issues to 
your home, free, to acquaint you 
with Barron's profitable rowan 
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Growing 
with Chicago 
... the new 
Sun-Times 
Building 


“In my Chicago Sun-Times, 


I look for the familiar weekly 
invitation to shop at my friendly 
Jewel Food Store!” 


Mm 


“Every week I turn to the pages of Jewel advertising in The Sun- 
Times. They are a real help to me in making out my big weekly gro- 
cery and meat shopping list,” says one young Chicago homemaker. 
Her neighbor adds, “I’ve found that looking at these ads helps me 
_ to make up my mind what I want, which saves me time when I get 
' to my Jewel Food Store.” 
| “Have you noticed how many new Jewel Food Stores there are 
now?” another homemaker asks. “The manager where I shop was 
telling me that Jewel is opening 20 new stores around Chicago this 
year. He says next year they’ll open 25 more . . . a new store opening 
almost every other week!” 
Footnote to food advertisers: Jewel Tea Co. achieved a 
record sales volume of over $174,801,000 in the first half of 
this year—UP 10.2% over the first half of 1955. The Sun-Times 
is proud to be playing a part in this epic growth. For readers 
of The Sun-Times spend an estimated $722,000,000 annually 
for meats and grocery products — and they buy what they 
see advertised in the newspaper they read. 
To build your sales in the Nation’s No. 2 Market, adver- 
tise in The Chicago Sun-Times! 


“= SUN-TIMES 


NEWSPAPER OF THE NEW CHICAGO 


211 W. Wacker Drive . 250 Park Ave., N.Y.C. 
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WRCA-TV Offers 7/40 Plan 


WRCA-TV, New York, has in- 
troduced a new 7/40 plan, where- 
by advertisers who buy seven sta- 


want big-agency quality CLAP ART? 


You can have 4000 proofs now —and 
1000 new ones yearly. Pay only for 
what you use @ $2 each or have Un- 
limited use for $9.95 monthly. We 
ies & Nat 


STIVERS STUDIO 
67 MAIN ST. + SAM FRANCISCO 5. CALIF. 


tion breaks or participations week- 
ly on designated programs may 
earn a 40% discount. This offer is 
the successor to the 14/50 plan, 
which provides 50% discounts to 
advertisers buying 14 spots or 
participations weekly in designated 
programs. 


Reynolds Joins North Agency 

Ruth Reynolds, formerly with 
H. W. Kastor & Sons, where she 
was responsible for all television 
advertising copy, primarily in food, 


drug and cosmetics, has joined the 
copy staff of North Advertising, 
Chicago. 


Donahue to Geez, DuBois 

Warren Donahue, formerly a 
copywriter with Albert Frank- 
Guenther Law, has joined Geer, 
DuBois & Co., New York, in a sim- 
ilar capacity. 


Edwards Joins National Export 
J. Dixon Edwards, formerly with 
the State Department, serving in 


the Far East and India, has joined 
the copy and plans department of 
National Export Advertising Serv- 
ice, New York. 


Weston-Barnett Adds Five 

Weston-Barnett, Waterloo, Ia., 
has been appointed to handle ad- 
vertising for Rath Packing Co.’s 
feed division, Hinson Mfg. Co., In- 
fanseat Co., McCoy Truck Lines 
and Schoitz Engineering Works, 
all in Waterloo, except Infanseat, 
in Eldora. 


Owned and operated by The WKY Television System, 
WKY-TV and WKY Radio, Oklahoma City ° WSFA-TV, Montgomery, Ala. 


Inc. 


REPRESENTED BY THE KATZ AGENCY 


Jew Link in the Chain of 


MUNITY SERVICE 


* WTVT, Tampa, Fla. 
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Year-Old British 
Commercial TV's 


a Husky Infant 


In Competitive Areas, 
ITA Has 79% of Viewers, 
Advertisers A-plenty 


By Derek Jameson 

Lonpon, Oct. 30—British com- 
mercial television has just cele- 
brated its first anniversary with 
more to its credit than the biggest 
optimist in the business would 
have dreamed possible a year ago. 

The facts and figures tell their 
own success story. From 350,000 
viewers to 6,000,000; coverage ex- 
tended to 60% of the nation; an 
audience four times the size of that 
watching the old, established BBC; 
advertisers now clamoring for 
time. 

A year ago many critics pre- 
dicted the British public would 
laugh commercial ads off their 
screens. Now the laugh is on them. 
The commercial has become a part 
of everyday life in most British 
homes. 


® As Sir Robert Fraser, the direc- 
tor general of the governing Inde- 
pendent Television Authority, puts 
it: “This feat represents easily the 
greatest sudden outpouring of 
cleverness, fertility, inventiveness, 
creativeness, and originality in the 
history of British advertising and, 
I dare say, advertising anywhere.” 

Biggest surprise of all is that 


some of the program contractors— 
who stage shows with the revenue 
paid by advertisers—may show a 
| profit before the end of 1956, and 
certainly will do so in 1957. 

| Total ad expenditure in com- 
mercial tv in the first year was 
jabout £10,000,000 ($28,000,000). 
| With bigger support from advertis- 
ers becoming more evident day by 
day, an increase of up to £4,000,- 
000 ($11,200,000) is expected in 
the second year. 


® As coverage expands—the 
fourth tv station is about to open— 
contractors are carrying out more 
networking, giving them two in- 
comes in place of the previous one. 
Growing experience and efficiency 
also are helping to reduce costs. 

What about impact? Here again 
Britain’s newest medium has had 
some astonishing successes. Take 
the example of the Arthur Murray 
School of Dancing, in London. It 
showed a commercial which, in ef- 
fect, asked: “How would you like 
to dance like this?” 

Results: the school got the high- 
est number of inquiries it ever re- 
ceived in a single week. Twice as 
much had been spent previously on 
press advertising without compar- 
able results. Robert Sharp & Part- 
ners Ltd., the agency, reports the 
school will now take time every 
week. 

There are dozens of similar case 
histories. One grocery chain ad- 
vertised a new brand of butter. 
The next day people were lining 
up to buy the product before the 
stores opened. 


= Commercial Television News re- 
ports that Gumption household 
products registered a sales increase 
of 372% in one area after a tv 
campaign. Sales of Castrol oil went 
up 31%, Omo detergent 24%, Bal- 
lito stockings 18% and Summer 
County margarine 17%. 

Everyone in the industry is now 
looking to the future, and Sir Rob- 
ert Fraser predicts the sensational 
landslide towards commercial tv 
will bring the “stormiest contro- 
versy that has ever hit Brit- 
ish broadcasting.” 

The ITA director general was 
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ITA & BBC SHARE OF VIEWING 


APRIL May suuy aue sePt 


ocT NOV ree JUNE 


1955 i 


THE FIGURES SHOW THE RELATIVE AMOUNT OF VIEWING OF THE TWO SERVICES IN 
HOMES ABLE TO SEE BOTH ITA & BBC. 


SOURCE: NIELSEN TELEVISION INDEX. 


This Waiting Room 
Reading Matter 
Won't Be Outdated 


Hartrorp, Oct. 30—Bibles will 
soon join trade publications atop 
waiting room tables in many Con- 
necticut industrial plants. 

The Manufacturers’ Assn. of 
Connecticut, which proposed the 
idea, has reported an “amazing re- 
sponse” from indus'rial companies. 

The move is beleved to be the 
first of its kind in the U. S. 

The Bibles will b. provided, free 
of charge, by Gidecns Internation- 
al. The Gideons, an organization of 
14,000 business me:: volunteers for 
Bible distribution «nd “conversa- 
tional evangelism, have placed 
more than 40,000,0'0 Bibles in ho- 
tels, hospitals and penal institu- 
tions. 


s Albert S. Redwiy, president of 


the manufacturers group, says in- 
itial Bible requests have been re- 
ceived from industrial concerns— 
big and small—throughout Con- 
necticut. 

“I hope that our action may be 
a positive step to introduce a great 
book to a new group of people, as 
well as hope, faith and charity in 
the day-to-day lives of those who 
read it.” 

One of the early responses 
to the invitational letter came 
from the Kelsey Co., a Meriden, 
Conn., printing equipment maker. 
“Thank you,” said the note, “but 
we already have a Bible in our 
lounge.” 

The first day’s mail, says Red- 
way, brought some 80 orders. 


1957 Directory of Canadian 
Advertisers Published 
Maclean-Hunter Publishing Co. 
has published the 1957 edition of 
the “National List of Advertisers.” 
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|The annual directory lists 2,600 
|companies in Canada which are na- 


tional advertisers, with name and 
title of the man responsible for 
handling advertising, and name of 
agency, if the company uses one. A 
cross index lists each advertising 
agency in Canada and the national 
advertising accounts it handles. A 
separate “brand names” section 
lists brand names alphabetically 
with the type of product and man- 
ufacturer. 

The 292-page book may be ob- 
tained from Maclean-Hunter Pub- 
lishing Co., 481 University Ave., 
Toronto, Canada, for $5 a copy. 


Morag Ferguson to GCP&V 

Miss Morag Ferguson has joined 
the art department of Gaynor Col- 
man Prentis & Varley, New York. 
Before coming to the U. S., Miss 
Ferguson was an art director of 
W. S. Crawford Ltd., London, for 
seven years. 


referring to the outcome of the 
vexed question of maintaining a 
balance between light entertain- 
ment and serious features on com- 
mercial tv. The parliamentary act 
establishing the ITA rules that 
such a balance must be maintained, 
and up to £750,000 ($2,100,000) a 
year was to have been set aside for 
this purpose. 


® Advertisers naturally want their 
spots alongside light entertain- 


BBC. Today, the BBC share of the 
tv audience is only 21%, against 
the ITA’s 79%, in areas where 
viewers have a choice. 


® Says Sir Robert: “We are on the 
verge of a great and stormy de- 
|bate, breaking out over the way 
that the yield of the license fees 
should be handled... 

“A number of people are begin- 
ning to say, ‘I spend all my time 
watching independent tv programs, 


Produces meaty results 


but the whole of my license money 
goes to the BBC.’ 

“The BBC must be provided 
with an income, and the problem 
is to decide how that can be a fair 
and proper one.” 


ment, with its assurance of a far 
bigger audience, and the contrac- 
tors have had trouble in staging 
“serious” features. In this situa- 
tion, the ITA applied for the 
£750,000 grant to help finance se- 
rious programs. The government, | , 
busily fighting inflation, turned ‘American Weekly’ Adds Two 
down the request. | John S. Connors, formerly with 
The money involved was to have the New York World-Telegram & 
come out of the revenue obtained Sun, and Edward R. McCole, for- 
from the £3 ($8.40) license fee merly with the U. S. Marine Corps, 
which every set owner has to pay have joined the New York sales 
yearly—to finance the state-run’ staff of The American Weekly. 


For grinding out sales, you can’t beat wx1x! 
So says one of Milwaukee’s leading producers 
of quality sausages. Linking upped business to 
his weekly half-hour program on wx1x, Charles Schaaf, 


president of the Schaaf Sausage Co., frankly admits: 
“Results have been most gratifying. Wider distribution a 
sales are in no smal! way attributable to our television 
advertising. Ratings have been constantly growing. High- 
quality WxIxX programming and production have helped 
sell Schaaf’s to Milwaukee.” Moral: Your wurst sales 


problems are solved on high-grade, low-cost WXIX. 


YW, Ss 
nd 


CBS Owned + Channel 19 + Milwaukee 
Represented by CBS Television Spot Sales 


In our business an important part of service 
is fast, consistent pick-ups and deliveries 
throughout the day by truck and messenger. 
practice | 


_f We maintain this 


[ PRINT IT LETTERPRESS | 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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Retuses to Fall in Line 
with C.M. and the Mob 


To the Editor: I can’t under- 
stand why you keep up a contin- 
uous barrage of criticism at what 
you cal] the “eye patch school” of 
advertising, when your fire, in the 
writer’s opinion, should be directed 
to the would-be imitators who 
have missed the boat completely. 
All David Ogilvy has done is to 
return to the basic rules of adver- 
tising—the kind that sells goods at 
a profit for clients. He even men- 
tions prices and telis you where 
you can buy the items he adver- 
tises. 

The Creative Man’s Corner, 
Sept. 24, compares the two bearded 
gents wearing Strook jackets, who 
are obviously paid models, with 
Commander Edward Whitehead 
who is no phony, but an employe 
of the Schweppes organization of 
England—beard and ali. 

I remember a couple of bearded 
gentlemen name of Trade and 
Mark Smith who made a sizable 
bundle making and selling cough 
drops a while back. I’d like to see 
them make a comeback. 

The Creative Man says he is all 
for having us look the same. He 
probably wants us to ride in the 
same kind of cars, live in the same 
kind of houses, eat the same kind 
of dull and uninteresting food. 
Heaven help our profession and 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


our economy if the day ever comes 
when we all look alike. There will 
be no place for advertising or the 
Creative Man’s Corner. 

How about a gin and tonic, 
Commander, mixed with you know 
what? 

Let’s drink to the small band of 
admen, who refuse to fall in line 
with the mob, who dare to be dif- 
ferent by designing and writing 
the good old fashioned kind of ad- 
vertising that attracts attention, 
urouses interest, creates desire and 
gets people flocking into stores to 
buy. 

RoBERT MOSSMAN, 
Pittsburgh. 


o 
Red Ink Gums Up 
AA Subscriber's Copy 

To the Editor: Is it possible that 
the recent articles and editorials 
in AA on postal “service” have 
made the Post Office Department 
this sore? 

Attached is the front page of 
your Oct. 15 issue, delivered to- 
day (two days late, as usual). The 
page was torn after separating it 
from Page 3. In fact, the first 48 
pages of the issue were stuck to- 
gether with this red ink or paint 
permeating that far, making that 
much of the issue unreadable. 

I don’t know that it can do any 
good, but I’d like to see you keep 


up the pressure on the current/| quired. The profession of the ad- 


mail service, which is getting 
worse and worse. I could tell you 
several stories from the time an 
entire day’s mailing was deliv- 
ered in Los Angeles postmarked 
New York some three weeks after 
mailing in Los Angeles to just 
recently, when two important let- 
ters were mailed to me from this 
city and to this day have not 
arrived. 

Keep up the good work. 

Ricwarp S. MEYER, 

Richard S. Meyer Associates, 

Los Angeles. 

Sorry—we'd like to show you 
a photo of the issue Mr. Meyer re- 
ceived, but the whole thing dis- 
integrated when we tried to photo- 
graph it. 

. 


Swiss Requirements Don’t 
Include Degree, Certificate 

To the Editor: In ADVERTISING 
Ace of Sept. 10, Page 92, I came 
across a picture with the follow- 
ing caption: “Obstacle Course— 
Swiss requirements for ad agents 
are stringent, requiring a college 
degree, special courses in the sub- 
ject and a government certificate.” 

This information is incorrect in 
every respect. Such requirements 
do not subsist in Switzerland. 
Neither a college degree nor a 
government certificate are re- 


You can be the only advertiser in your field advertis- 
ing in full color to a video audience of 50,000,000 in 
summer and 30,000,000 in winter. 


CAST To COAS 


°F Sectional if Desité 


* MPA offers you national or sectional coverage in the only wide screen, natural 
color video medium in the U.S.A. 


* Your film commercial audience averages 50,000,000 in summer and 30,000,000 
in winter. This is not circulation but captive viewers reached at a cost of 
approximately $5.00 per thousand. 


* No competitive advertising appears when your advertisement is running. You 
will be the only advertiser of your kind to reach 80% of the people in many of 
the communities covered. You will be furnished proof of showing. 


%* We offer complete film production facilities for either black-and-white or 
full-color films. Our production know-how and experience are backed up by 
a guarantee of satisfaction. 


% You can do a powerful job of selling when you are the only advertiser in your 


vertising consultant or advertis- 
ing agent is absolutely free and 
every honourable citizen is at lib- 


is true that relatively many own- 
ers of advertising agencies and 


tising business have a college de- 
gree but there are no prescrip- 
tions. 

The problem is different with 


Swiss Publishers Assn. In this re- 
spect the conditions are similar 
to those in the U.S.A., insofar as 
the advertising agent has to prove 


of service and that his financial 
standing permits him to place ad- 
vertisements and to receive com- 
missions. 

Even though I do not believe 
that the statement made by Miss 


for the sake of truth. I consider 


sonal one, but I make it in my ca- 


Swiss Advertising Agencies Assn. 
and regional Vice-President for 


vertising Assn. 

Dr. Rupotr FARNER, 

Public Relations, Zurich, 
Switzerland. 

+ - 


Adds to List of 
Gray Hair’s Causes 


gray. Add this to it: 

Recently, I created the attached 
self-mailer to promote a tie- 
in between my company’s line 
of Zane Grey Western stories, 
and Instant Maxwell House cof- 
fee’s new television series, “Dick 
Powell’s Zane Grey Theater.” One 
of the titles in our line is “The 
Vanishing American,” and this in- 
spired the headline and general 
theme for the self-mailer. 

Then, the other day, a copy of 
some British art and lettering 
magazine (1953 issue) was put on 
my desk by the assistant ad man- 
ager here. Sure enough, there it 
was on Page 161—an almost iden- 
tical cartoon idea and headline. 
It seems that Young & Rubicam 
had used the attached ad in For- 
tune (April, 1953). 

Y&R’s “vanishing American’’ 
was leaving his tv set because of 
a boring commercial (obviously 
not created by this agency). In 
my mailer, the gent was rushing 
out to buy a book and jar of cof- 
fee as a result of the commercial 
. . » prepared in this case by Ben- 
ton & Bowles, agency for Instant 
Maxwell House. 

Anybody know how to con- 
vince the office hecklers that a 
copywriter doesn’t regularly read 
1953 issues of British art and let- 
tering magazines? 

Nits A. SHAPIRO, 
Grosset & Dunlap Inc., New 
York. 


Baker Books Score 

in Advertising’s Behalf 

To the Editor: I enjoyed the 
very interesting and exceptionally 
thorough article on “Novels and 
the Ad world” in the Oct. 8 issue. 
I consider that my two mystery 


books which you covered were 


‘treated very fairly. 


Two points I wish to make: 


field (the weeks your advertisement appears) using the big screen in full-color 
on a captive audience. 


Inquire now! More information on request. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


1032 Carondelet St. New Orleans, La. 


ection 
70 E. 45th St. N. W. 


New York, N. Y. 


193 Walton St., 
Atlanta, Georgia 


| First, my books are written and 
‘presented frankly for fun, with no 
|malice or serious intent. Second, 
even as burlesque, my books score 
| points in behalf of advertising, as 
well as kidding this wonderful, 
wacky field. In “Murder, Very 
|Dry!,” the client, Joe Monroe, is 
‘a solid, decent, always reasonable 
‘man throughout. In “One Touch of 
Blood,” here are just three direct 
| pro-advertising quotes: 
| “In spite of what you read in the 


| 


that he is able to give a minimum | 


my remark not merely as a per-| 


pacity as Vice-Chairman of the! i 
Swiss Advertising Assn. and the| & 


| hee 


|frustrated novels about advertis- 


leading personalities in the adver- | 


regard to the recognition by the 7 


erty to open his own agency. It | 


jee ether typewnner gives & girl eo much belp 
chs) pala eieeagpenase Ae 


Ossent is of great importance, I| 3 
think that it should be corrected | 


Europe of the Internationa] Ad-/| We 


To the Editor: Somewhere,| j 
there must be a list of things that | § 
make a copywriter’s hair turn | 


/ general insecurity among advertis- 


= 


mes will your business write in 
$5.2 BILLION puvii ening 


It Isn't Easy 
To the Editor: Which one of 
these advertisers can pile it the 
highest?...and then lean on it! 
TED JOBSON, 
Liquor Store, New York. 


ing,” I explained, “my clients are 
just people, not all villains and 
lechers. Some are good, some bad. 
In short, they’re people.” 

“Ever been to the movies and 
watched the young hero, an ad- 
vertising man, seeking the big 
idea? Suddenly he jumps up, 
screams, ‘I’ve got it!’ Bingo, there’s 
the million-dollar idea all shiny 
and complete and wrapped up in 
cellophane. My friend, it ain’t so. 
You sweat and strain, brain all 
racked and filled with pain. Then, 
after days and weeks of what’s- 
the-use, maybe you squeeze out an 
acceptable campaign idea.” 

“I found a high pile of work on 
my desk which I had to unpile in 
a hurry. In the movies, advertising 
men may spend their time with 
feet up on half-acre desks or on 
cocktail tables at the nearest plush 
saloon. In real life, most advertis- 
ing men work—hard!” 

At any rate, I never make any 
apology for being an advertising 
man, nor do I ever encounter the 
need to do so. I’m sure that’s true 
of practically every reader of Ap- 
VERTISING AGE. I go along with the 
philosopher who said, “People 
judge you by your deeds, not 
words.” 

Again, my compliments on your 
thoroughgoing review of a lively 
topic. 

Samm S. Baker, 

Donahue & Coe, New York. 

P.S.: One slap on the wrist— 
it’s unconstitutional for a mystery 
book reviewer to reveal the mur- 
derer! 


Admen Are ‘Basic Inventory’: 
Hence Cynicism, Reader Says 

To the Editor: Regarding your 
editorial in the issue of Oct. 15, 
“Cynics Are Out of Fashion,” I feel 
that one of the prime causes of 
this was not pointed up. 

I may be incorrect, but I believe 
that cynicism might be spurred by 
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I'll illustrate. For years I trav- 
eled through the Midwest and de- 
veloped quite a respectable mail 
order business on repeat orders. 
Every effort was made to persuade 
customers to use a mailing address 
—many do not. I always got the 
letters anyhow. 

Now, a letter addressed to me 
at Dallas without local address 
goes back to the sender and the 
customer thinks I am dead or out 
of business. I iost out badly. 

I have suggested to the Post- 
master General until I am blue in 
the face that this invaluable serv- 
ice should be reinstituted on a col- 
lect basis, such as is done with 
business reply mail. In other words 
I'll cheerfully pay three, four, 
five, ten, or whatever the cost of 
the service is to have the local 
postmaster provide my address on 
incoming mail which does not 
carry same. 

Do you think I am getting any- 
where? You only need one guess. 


ing artists, writers and account 
men. Over the years, noting the 
high rate of turnover in the field, 
admen in general have come to 
look upon themselves as basic 
pieces of inventory, much like 
tables and chairs in a retail furni- 
ture shop. Most advertising organ- 
izations really possess little more 
than people with their creative and 
service talents. Thus, the desire to 
bring in “new” approaches and 
“new” abilities. Unquestionably, 
this type of situation, referring 
both to accounts and personnel, 
strongly contributes to cynicism 
and its end results on the human 
system. 


FRANK SPIRO, 
Forest Hills, N.Y. 


Shoe Union Puts Message 
into Full-Page Ad 

To the Editor: The Employe 
Communications article in the Oct. 
15 issue of ADVERTISING AGE rela- 
tive to the public relations pro-| And another thing, the major 
gram of this union pleases US| majling list in the country is pro- 
mightily. More than that, it has yided by the yellow sections of the 
already brought more comment 


| 
| 
Ni 
y 
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telephone directories. These direc-|into a tv-insider, rich, powerful,| Plans Candy Bar Promotion 


tories are sold for mailing list pur-| 


sought after. No one will be left to 


Brown & Haley, Tacoma, is put- 


poses. Should not the addresses in| watch. Tv, so rapidly becoming | ting “an intensive advertising and 


the yellow section carry postal 

zone numbers, provided at the Post 

Office Department's expense. 
JOSEPH A. SHIRLEY, 

Joseph A. Shirley & Co., Dal- 

las. 

. . e | 
New TV Book May End All 

To the Editor: I feel that I 
should warn you that I’ve retired) 
from my mink-lined suite of of-| 
fices as tv copy chief of Benton & 
Bowles, to spend all my time writ- 
ing. 

Simon & Schuster, sensing my 
need for money, have managed to 
wri another book out of me, 
called “How to Get Rich in TV— 
Without Really Trying.” In fact 
they’re wringing it out on Oct. 15. 

This book can destroy our world 
as we know it. The dangerously 
clear case histories and the all- 
too-graphic diagrams can turn any 
tv viewer, no matter how ad- 
vanced the condition has become, 


our major industry, will collapse, 
and with it a whole way of life.. 
A copy of “How to Get Rich in 
TV” is being sent to you separate- 
ly. Please let me know if there is 
anything I can do to help you 
stamp it out. 
SHEPHERD MEap, 
Douglaston, L. I., N. Y. 
* + * 
Color Conference Demonstrates 


Newspapers’ Progress 


To the Editor: Everyone con-| 


nected with the newspaper jindus- 
try should express to you and your 
magazine our warmest thanks for 
the wonderful editorial in Apver- 
TISING AGE for Oct. 8. 

The color conference, as the edi- 
torial so well put it, demonstrates 
the new aggressive and affirmative 
way newspapers are moving ahead. 

Joun H. Murpny, 

Executive Director, Texas 

Daily Newspaper Assn., Hous- 

ton. 


|merchandising program” behind its 
|Mountain Bar candy bar on the 
Pacific Coast. The theme, “For a 
pick-up, pick up a Mountain Bar, 
the good, good, good, candy bar,” 
will be used in tv and radio. The 
|theme is repeated in new designs 
{of cartons and shipping cases and 
|in-store displays. Honig-Cooper, 
| Seattle, is the agency. 

Kellogg Offers Spry Coupon 

| Kellogg’s Ail-Bran packages are 
| currently featuring a recipe on the 
|back panel for “Quick All-Bran 
| Muffin Mix.” Inside the package is 
/a coupon worth 10¢ toward the 
| purchase of a three-pound can of 
Spry. 


Names Alan Steinberg 

Alan Steinberg, formerly with 
Crowell-Collier Publishing Co., has 
joined A. S. Bennett-Cy Chaikin 
Inc., New York, as director of re- 
search. 


from unexpected sources than even 


we expected. 

You might be interested to learn 
that we are running the contents | 
of the booklet, “Your Shoes,” as a) 
full-page advertisement in the) 
Chicago Tribune on Monday, Oct. 

> 28. 
This will be a salute to the ac- 


Now! Exclusive process makes copies in 
just 4 seconds...ends paperwork bottlenecks! 


complishment and the ingenuity of 
the entire shoe industry, including 
its shoe workers, in increasing pro- 
ductivity and keeping shoe prices 
at a reasonably low level. 

Because 20,000 shoemen will be 
in Chicago for the National Shoe 
| Fair during the week of Oct. 28, 
we feel that such open acclaim 
of accomplishment will be well 
timed. 

Thank you again for your real 
interest in what we are trying to 
do in this too often baffling field 
of communications. 

JOHN J. MARA, 

General President, Boot & 

Shoe Workers’ Union, Boston. 


| 


Thorough Reader Explains Ad 
To the Editor: Here is my “in- 
side story on Picker X-ray.” (AA, 
Oct. 15). 
The damn picture is turned 
around. X-ray of heart usually 


cut down production ex 


layouts (we'd 
shows left ventrical on left side. 
Gas bubble at top of stomach is 
usually at left side, too. 

‘ This shows how thoroughly I 
read your magazine—it’s the best. 
Irvine B. ELLs, 

Vy Advertising and Sales Man- 
ager, Davidson Mfg. Co., West 

; Covina, Cal. 
> + * o 


Suggests a Campaign for 


“I'll copy that schedule if you'll wait 4 seconds.”” Ever need extra 
copies of media schedules in a hurry? Any new THERMO-FAX 
Copying Machine gets them for you when you need them. Exclusive 
dry process copies 14” x 17” worksheets in only 6 seconds... or 
letterhead size papers in 4 seconds flat. Could you use speed like this? 


“Take this copy of the layout to use for oy coy ol Quick action 
gets things done! Now you can copy a layout for 

mse ...and clients /ike that. All-Electric 
copy maker pays for itself in short order copying layouts, laminating 
ike to show you this time-saving trick). 


less than 5¢... 


“Here are copies of this 


those extra 3 men come from? 


ing’s notes for everyone.”” Where did 
Ow you can have copies of impor- 


tant information for everyone when you need it; The All-Electric 
THERMO-FAX “‘Secretary’’ Copying Machine makes them in one 
simple, direct step. Takes only 4 seconds. Try it. 


All-Electric machines eliminate chemicals, negatives! All you do 
is turn the machine off or on. One dial setting does the job—and 
it’s only a finger's flick work to adjust for lighter or darker copies. 
Find out now exactly how the 4-second speed, All-Electric simplicity 
and direct one-step ease of dry process copying can serve you. 


No other copying machine offers busy ad men such speed and simplicity. 
No other machine gives you completely dry process, one-step copying. 


The cost? As low as $329.00... less than many typewriters. 


Send coupon below for full detalis now! 


/ Return of Directory Service Th o-Fax 
| To the Editor: Your ae = erm pry ye e Masatanning Company 
) letters in your Voice of the Ad- DI Show how the “THERMO-FAX" Copying Machine checked below can save time and money 
vertiser column on our postal sit- COPYING PRODUCTS oss = apes an es see % 
‘ 5 '’ is ° 
m= uation are inspiring, to say the abe Model “Fourteen 
§ ckle the probl ra 
Why not also tackle the em The terms THERMO-FAX, SECRETARY and FOURTEEN jompany. 
®) of the abolishment of directory 3M Foul tin Cone wal Eapert: $9 Part Aven hey | Address 
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F. W. Ellis Moves to McCann 
F. W. Ellis, formerly vp of 
James Lovick & Co., Vancouver 
agency, has been appointed man- 
ager of McCann-Erickson’s newly- 
opened office in Vancouver. This 
is McCann's third office in Canada. 


NBC Spot Sales Adds WHK 

WHK, Cleveland, has appointed 
NBC Spot Sales as its national rep- 
resentative effective Nov. 1. The 
Station formerly was represented 
by Headley-Reed Co. 


masonry building 


singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


Ac'cent Plans to 


Broaden Product 
Line; Shifts Execs 


Cuicaco, Oct. 30—Ac’cent Inter- 
national has reset its sights and is 
aiming to become a “major factor 
in the food industry with a variety 
of new products.” 

First advance toward the new 
goal is a complete streamlining of 
its marketing setup under a four- 
man marketing management com- 
mittee. No product innovations 
have been announced as yet, but 
the company is definitely on the 
hunt and is confident new products 
will be added “in the very near fu- 
ture.” 

Established nine years ago to in- 
troduce the then new Ac’cent food 
seasoning, the company has had 


“exceptional” success in three dif- 


ferent fields of marketing—retail, 
food processing and institutional— 
according to George B. Hamilton, 
vp of International Minerals & 
Chemical Corp., the parent com- 
pany. 

With such wide distribution 
achieved, it’s “only natural to shift 
our emphasis to a more stream- 
lined marketing structure and in- 
troduce new product lines com- 
parable in quality and potential to 
Ac’cent,” Mr. Hamilton said in an- 
nouncing the reorganization. 


® Heretofore the company’s mar- 
keting setup has had three auton- 
omous marketing departments for 
the retail, institutional and food 
processing fields. Under the new 
regime, these departments are co- 
ordinated under a four-man mar- 
keting committee. Sales represent- 
atives will no longer specialize, but 
will contact customers in all three 
areas. 


e Heading the committee is T. 
Pancerz, formerly merchandise 
manager of consumer paper prod- 


Marco J. Magnano, of A. Magnano and Sons, Seattle food 
importers and distributors, checking out a large shipment 
destined to retail stores in the Tacoma market. 


“If Advertising Schedules Omit 


Tacoma, We Take Steps.... 
we need Tacoma AND Seattle newspaper coverage” 


. .» says Marco J. Magnano, Seattle, of 


A. MAGNANO AND SONS, importers and wholesalers of fancy foods 


“We study advance 


schedules for the products we rep- 


resent, and if Tacoma 


newspaper list, or receives too 
small a schedule, we take steps 
right away and insist that the 
Tacoma News Tribune be given a 
full schedule.” 


The circulation >f the 
Tacoma News Tribune is 
MORE THAN 83,000 
City Zone Coverage ...91.1% 
Metropolitan area ....89.1% 


Represented nationally by 
SAWYER, FERGUSON, 


Tacoma News Tribune 


advertising 
is left off a 


Mr. Magnano continues, “We’ve 
found that we must have Tacoma 
newspaper coverage as well as 
Seattle coverage, and we've also 
noticed that as soon as advertising 
appears in the News Tribune, 
results show up in our order file.” 


t 


ucts, Kimberly-Clark Co., cellulose 
division. He joined Ac’cent two 
months ago as general sales man- 
ager. 


e Marketing member of the com- 
mittee is T. W. Leary, formerly re- 
tail sales manager, now marketing 
manager. His department also will 
establish the objectives of each 
product within short and long 
range plans, and incorporate con- 
sumer services and sales research. 


e Also on the steering committee 
is O. C. Peterson, previously food 
processing sales manager, who now 
is new products manager. 


| 


of Washington State's 


POPULATION 


in these two 
important markets 


57.2% 


|e Fourth member of the team is 


| takes over as field sales manager. 


| managers: 


/'midwestern retail sales manager, 


John Q. Herzog, formerly institu- 
tional sales manager, who now 


The company’s eight sales divi- 
sions have been consolidated into 
four regions under new regional 
W. G. Kamenoff, for- 
merly institutional sales manager, 
eastern division (New York); V. C. 
Sisk, formerly New York retail 
sales manager, southern region 
(Atlanta); G. H. Glandt, formerly 


now midwestern region (Chicago), 
and E. G. Freeman, formerly west- 


Pancerz 


leary 


NEW LOOK—Ac’cent International’s new four-man marketing man- 

agement committee talks it over with Warren G. Kamenoff, new 

eastern regional manager. T. Pancerz, general sales manager, heads 

the new committee; T. W. Leary is marketing manager; O. C. 

Peterson, new products manager, and J. Q. Herzog, field sales 
manager. 


ern region (San Francisco). 

In two other reappointments, R. 
B. Taylor is moving from retail 
sales manager, Cleveland area, to 
New York district manager. H. E. 
Cook, formerly institutional sales 
manager, midwestern area, is the 
new Chicago district manager. 

Batten, Barton, Durstine & Os- 
born will continue as the Ac’cent 
agency. 


Miller Joins Knox-Ackerman 
Eddie Miller, formerly with the 
public relations staff of South- 
western Bell Telephone Co., St. 
Louis, has been named to the 
new position of director of public 
relations of Knox-Ackerman As- 
sociates, Oklahoma City. 


Moore Joins West-Marquis 
Mrs. Nancy Moore, formerly 
with the Advertising Research 
Foundation, New York, has joined 
West-Marquis to head the research 
department in the main office in 
Los Angeles and in the agency’s 
San Francisco and Seattle offices. 


Whitbey-Rehbock Affiliates 
Whitbey-Rehbock, New York, 

has signed an affiliation agree- 

ment with a Belgian agency, Pub- 


ern divisional manager, now west- 


licite Vanypeco, S. A., Brussells. 
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“Ad Requirements is my 
most valuable asset”’... 


Says SHELDON SHAFFER 


Director of Advertising 


Dominion Electric Corporation 


Or . = 
DOMINION Lewie Coporaion 197 


The Workbook of Adueritiximg Mowan 


Dear Mr. Crain: 


ral occasions to. 
e your fine publication, = 
When pped t direc 
into the shoes of the advertising enna oe — 

Nis lication "advertising Req ve asi ~ 
pas engi Mag et was in ay capacity, came pada cory yer 
moony z=! aye it to be ay most valuable 4ss ning 
ve 

peor Be this department. 


f your 

teresting aspect © 

—_ ae histories, based on ctually helps me t 
ts cit down to specific cases and OCU cendous 

erojects step by step. 


drop you & line giving some of my 


", 
I have meant nadvertising Requirements 


impressions of 


publication is the fact that it not 


“. but it 
"should and should euyt various 


asset. 


lication have been 


given in your pub ft nadverti sing 


in case histories the pages © 
Many suggestions have always found suggestions 
quite valuable to m2 with down-to-earth, practical Sgt ae shows, 


national ads. 


made 
t the next three years sees as much progress 


ertainly ish tha , 
Pagan yiseation as it has the past years 


Very truly yours, 


DOMINION ( CORPORATION 


ss/dlw 


| table appliances 
t independent manufacturer of electrica 
world’s larges 


Elm Street Mansfeld. Oho 


After completing his education at Ohio State 
University where he majored in business 
administration, Mr. Shaffer joined Investors 
Diversified Services as a zone manager selling 
investment programs and stock plans. 


Following a later association with Anatole Rob- 
bins Cosmetic Co., where he sold and promoted 
to key department stores, beauty salons, etc., he 
became a factory representative for Dominion 
Electric calling on key accounts throughout the 
U. S. In 1953, he was promoted to his present 
position. 


As director of advertising, Mr. Shaffer is 
directly responsible for all phases of Dominion’s 
advertising, sales promotion and merchandis- 
ing. This includes planning and administering 
Dominion’s national consumer advertising, 
trade advertising, sales merchandising, sales 
training and actual production of such sales 
material as catalogs, brochures, etc. 


A veteran of both World War II and the 
Korean conflict, Mr. Shaffer is a member of the 
Advertising Club of Northern Ohio. 


Published by the publishers of Advertising Age and Industrial Marketing 
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You get more impact for less money 
with SCOTCHLITE 


REFLECTIVE SHEETING 


unch into your advertising with highway 


Yes, you can put real 
proved by surveys to give 


signs of SCOTCHLITE Reflective Sheetin 
one of the lowest cost-per-thousand of any medium you can buy! 
Signs of SCOTCHLITE Reflective Sheeting give your product the appe- 
tite appeal—the brilliant fu//-color impact that reaches the customer's 
mind and stays there! For a free demonstration on how you can put 
more sock in your advertising os —write Minnesota Mining & 
Mfg. Co., Dept. AA-1156 St. Paul 6, Minn. 
“SCOTCHUTE” Reflective Sheeting is a registered trodemark of Minnesota Mining & Mfg. Co. 


| “slant” the news on “The Richfield 


NBC Was Reasonable 
and Fair in Richfield 
Oil Case, FCC Rules 


WasHINGTON, Oct. 30—The Fed- 
eral Communications Commission 
has rejected protests that NBC 
had allowed Richfield Oil Co. to 


Reporter.” 

The complaint had been filed by 
the “California Committee Op- 
posed to Oil Monopoly,” which 
contended that “Richfield Report- 
er” used material to promote a 
referendum dealing with limita- 
tion on output of oil wells. The 
committee contended similar mate- 
rial was used during commercials 
on Richfield’s “The Mayor of the 
Town.” 

FCC said its investigations 
showed NBC stopped all mention 
of the referendum on “Richfield 
Reporter” soon after the protest 
was filed last August and offered 
to let the committee participate in 
a 15-minute forum discussion of 
the referendum. When this propos- 
al was rejected, NBC subsequent- 
ly offered to give the committee a 
15-minute program to present its 
point of view. 

FCC also pointed out NBC had 
sold opponents of the referendum 
72 announcements and proponents 
49 announcements, which were 
broadcast over KNBC, San Fran- 
cisco. “Therefore,” FCC wrote, 
“NBC's conduct has been fair and 
reasonable, and under the circum- 
stances, more than meets the gen- 
eral test of the public interest.” 


ME, TOO—The 
British are get- 
ting some mile- 
age out of the 
US. political 
campaign. But 
the winner here 
is the Little Man 
who likes Double 
Diamond beer, 
brewed by Ind 
Coope & Allsopp. 
The ad is sched- 
uled for Empire 
News,Nov. 4, 
and a number of 
other newspapers 
in the next cou- 
ple of days. Lon- 
don Press Ex- 
change is the 
agency. 


Advertising Age, November 5, 1956 


Publishes ‘Railroad Market’ 


The 1956 edition of “A Sound 
Approach to the Railroad Market,” 


ia 16-page booklet, has just been 


published by Railway Equipment 
& Publication Co., 424 W. 33rd St., 
New York. The booklet describes 
the over-all size of the railroad 


eo market and tabulates 50 leading 


rail systems in terms of annual 


.. OR ONE OF TWENTY OTH 


PRIZES x Enter INDUSTRIAL MARKETING’S 
MARKET DATA BOOK CONTEST 


Imagine spending three glorious fun- 
filled weeks basking on the sun-drenched 
sands of Waikiki Beach . . . enjoying the 

lush comforts of the Royal Hawaiian 
Hotel and visiting other nearby tropical 
islands with all expenses paid! 


You can—if you enter Industrial Market- 
ing’s Market Data Book contest and your 
entry is selected as the winner. 


There are no complicated contest rules— 
not even a formal entry blank. Simply 
write us a letter on “How I Use the Market 
Data Book.” Make it as short or as long 
as you choose. 


Each year we receive hundreds of letters 
from enthusiastic users of the Market Data 
& Directory Number. But there are prob- 
ably many new uses for this unique refer- 
ence book, as well as unusual applications 
of the information it contains. So we would 
like you to write and tell us how you use 
it—for example, how does it serve you in 
sizing up fields for new product promo- 
tion? For getting basic statistics on market 
potentials—for selecting publications for 
advertising campaigns? Where does it fit 
into your os for expanding your 
product promotion 

Any advertiser or agency man who uses 


the Market Data Book is eligible. If the 
judges select your letter as the winnin 
entry, Ta be awarded the 3-w 
$1500.00 Hawaiian trip for two, including 

our choice of travelling across the Pacific 

y sea or by air. IM will pay your trans- 
eran costs to the west coast, where 

appiness Tours will take over, arranging 
all travel details and your three weeks 
fun and entertainment. 


And, even if don’t win the trip to Hawaii, 

u may win one of the twenty handsome 

an Kodak 8mm Browie movie cam- 

eras that will be awarded to the next best 
twenty entries. 


With a total of twenty-one to be 
po pesneatgg the ae 8-week 
-expense Hawaiian trip two—your 
entry has an excellent chance of being a 
winner. 
So don’t put it off—write letter telling 
“How I Use The Market Data Book” to- 
day. The contest closes December 1, 1956. 


Send your letter to . . . 


The Editor 
INDUSTRIAL MARKETING 


200 EAST ILLINOIS 
CHICAGO 11, ILLINOIS 


ss , ;, 
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}income and purchase volume. It 
also includes current trends within 
}the market, research aids to sup- 
| pliers and railroad buying and test 
procedures. Copies are available 
free from the publisher. 


ADA, Pillsbury Set Drive 
The American Dairy Assn. and 
Pillsbury Mills plan a joint promo- 


|and tv on a local level. Pillsbury 


is offering a 48-page booklet of 
cookie recipes. 


Screen Gems Sets Up Fund 

Screen Gems, New York, vid- 
film producer-distributor, has set 
up a special $2,500,000 fund to be 
used to finance new independent 
packages. The money will be used 
for film series in cooperation with 
producers, who’ have packages 
“containing either star names or 
a powerful idea.” 


RCA Sales Are Up, Net Down 
Radio Corp. of America has re- 
ported sales of $812,524,000 for the 
first nine months of 1956. This is 
10% above the previous record for 


tion of holiday cookies using butter | the period set in 1955. However, 
and Pillsbury flour. The dairy as- earnings were down—$27,893,000, 
|sociation is encouraging the use compared with $30,995,000 for the 
of newspaper ads as well as radio same period last year. 
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Needham, Louis 
Tops ADCC Art 
Award Winners 


Cuicaco, Nov. 2—Needham, 
Louis & Brorby art directors took 
one medal award (Hotpoint) and 
three merit awards (Morton Salt, 
S. C. Johnson, and Campbell’s 
V-8) to achieve top billing in the 
Art Directors Club of Chicago’s 
24th annual Exhibition of Adver- 
tising and Editorial Art. 

The award winners were an- 
nounced last night at the opening 
of the exhibit at the Prudential 
Bldg. auditorium by Burton Cher- 
ry, club president. 

More than 1,800 entries were 
submitted in the print classifica- 
tion. Of these, seven won medal 
awards, 12 received merit awards 
and 229 won honorable mentions. 
Television entries numbered 103; 
of these, three were selected for 
medal awards, four were given 
merit awards and there were 138 
honorable mentions. 


® Robert A. Patterson. McCann- 
Erickson art director and chair- 
man of the exhibit, welcomed the 
350 art directors, artists, photog- 
raphers and advertisers who at- 
tended the opening banquet. Com- 
petition was very keen, he said, 
with entries received from every 
point within the club’s boundaries 
—from Pittsburgh to Denver and 
from Canada to New Orleans. 

Judges of the print classification 
were Bradbury Thompson, art di- 
rector, Mademoiselle; Robert Plis- 
kin, executive art director, Mc- 
Cann-Erickson, and Carl Harris, 
art supervisor, Young & Rubicam, 
all of New York. Judges of the tv 
contest were Norman Tate, tv art 
director, N. W. Ayer & Son, New 
York; David Zilis, tv art director, 
Leo Burnett Co., Chicago, and 
Harry Lange, vp in charge of tv 
productions, Kling Film Enterpris- 
es, Chicago. 

The 19 top winners and 229 run- 
ners-up in the print classification 
will be on exhibit in the Pruden- 
tial Bldg.’s second floor gallery 
Nov. 2-16. 


® The seven medal and 12 merit 
award winners in the print class- 


ifications were: 

Magazines—color and b&w: Art direc- 
tor, Walter Reinsol; artist, George Cuisti; 
agency, N. W. Ayer & Son; advertiser, 
Container Corp. of America, medal. Art 
director, Thomas Corey; artist, Will Nel- 
son; agency, Needham, Louis & Brorby; 
advertiser, Morton Salt Co., merit. 

Design of complete unit—trade periodi- 
cals: Art director and artist, Frank C. 
Johnson; agency, Needham, Louis & 
Brorby; advertiser, Hotpoint tv, medal. 
Art director, Art Meltzer; photographer, 
Bert Stern; agency, Weiss & Geller; ad- 
vertiser, Inland Steel Co., merit. 

Design of complete unit—newspapers: 
Art director and artist, Arnold Varga: ad- 
vertiser, Cox's Inc., medal. Art directors, 
Fran Foley and John Bradford; adver- 
tiser, Marshall Field & Co., merit. 

Design of complete unit—display pieces 
and direct mail: Art director, Rhodes Pat- 
terson; artist, Carl Regehr; advertiser, 
Veritone Co., medal. Art director, Walter 
Howe; designer, Doug Lang; photograph- 
ers, Richard Avedon and Larry Fritz; ad- 
vertiser, R. R. Donnelley & Sons Co., 
merit. 

Design of complete unit—editerial de- 
sign, magazine or heuse organ: Art direc- 
tor, DeForest Sackett; advertiser, Abbott 
Laboratories, merit. Advertiser, Lake 
Shore Club, club magazine, merit. 

Magazines, coler: Art director, Henry 
Bilisten; photographer, Irving Penn; agen- 
cy, Earle Ludgin & Co.; advertiser, Helene 
Curtis Industries, medal. Art directors 
Hal Smiley and Bob Taylor; artist, Will 
Nelson; agency, J. Walter Thompson Co.; 
advertiser, Swift & Co., merit. 

Magazines, b&w: Art director, Walter 


Whirlpool-Seeger Corp., merit. 
Newspapers: Art director, David G. Wy- 
lie; photographer, Wesley Bowman; agen- 
cy, Kenyon & Eckhardt; advertiser, Bilatz 
Brewing Co., medal. Art director, Francis 
Foley; photographer, Kenneth Heilbron; 
advertiser, Marshall Field & Co., merit. 
Editerial design—magazine or house or- 
gan: Art director, DeForest Sackett; artist, 
Doris Lee; advertiser, Abbott Lehersteries, | 
medal. Art director, DeForest Sackett; 


Stehney Cherry 


Westbrook 


Jonsson Patterson 


HAPPY—Top tv award-winners and executives of the Art Directors 
Club of Chicago are cheerful at the opening of the ADCC’s 24th 
annual Exhibition of Advertising and Editorial Art. Looking over 
their Medal Award certificates are Michael Stehney, production 
manager of Sarra Inc.; Alice B. Westbrook, creative director of 
North Advertising, and Norman Jonsson, tv art department super- 
visor, Leo Burnett Co. Burton Cherry, ADCC president and head of 
Burton Cherry & Associates studio, and Robert Patterson, McCann- 
Erickson art director and chairman of the ADCC exhibition com- 
mittee, presented the awards. 


artist, Arnold Blanch; advertiser, Abbott 
Laboratories, merit. Art director, Robert 
Bruce Crippen; artist, Fred Stefen; adver- 
tiser, Kiwanis Magazine, merit. Art direc- 
tor, DeForest Sackett; artist, David Stone 
Martin; advertiser, Abbott Laboratories, 
merit. 


@ The three medal awards and 
four merit awards in the television 


classification were: 

Film commercials—live technique: Art 
director, Roland Martini; photographer, 
Valentino Sarra; agency, Gardner Adver- 
tising Co.; advertiser, Pet Milk Co., medal. 
Art director, Norman Jonsson, Leo Bur- 
nett Co.; producer, Kling Film Enterpris- 
es; agency, Leo Burnett Co.; advertiser, 
Pabst Brewing Co., medal. Producer, 
James Harbur; production, Kling Film 
Enterprises; agency, D’Arcy Advertising 
Co.; advertiser, Standard Oil Co. (Indi- 
ana), merit. Art director, Scott Park; 
photographer, Hal Roach; agency, Need- 
ham, Louis & Brorby; advertiser, S. C. 
Johnson & Son, Glo-Coat, merit. 

Film commercials—full animation: Art 
director, Lou Keller; photography, UPA, 
Hollywood; agency, North Advertising; 
advertiser, Toni Co., medal. Art director, 
Earl Klein; photographers, Ron Maiden- 
berg and Bill Littlejohn; agency, McCann- 
Erickson; advertiser, Standard Oil Co. 
(Ohio), merit. 

Limited action commercials: Art direc- 
tor, Scott Park; photography, Animation 
Inc.; agency, Needham, Louis & Brorby; 


advertiser, Campbell Soup Co., V-8, 
merit. 

JOHN M. DOWNS 

‘ PHILADELPHIA, Nov. 1—John M. 


Downs, 60, senior vp and director 
of manufacturing of Curtis Pub- 
lishing Co., died Oct. 30 in Jeffer- 
son Hospital after an extended ill- 
ness. He had been associated with 
Curtis for many years and was 
also a vp and director of the Co- 
lonial Electrotype Co., and mem- 
ber of the board of directors of 
Bantam Books. 


HOWARD V. PHILLIPS 

New York, Nov. 1—Howard V. 
Phillips, 57, vp in charge of mer- 
chandising for the manufacturing 
division of McKesson & Robbins, 


*|died yesterday at his home in 


Fairfield, Conn., after a long ill- 


Born in Brooklyn, N. Y., Mr. 
Phillips was graduated from 
Princeton University and joined 
McKesson & Robbins in 1928 as 
advertising manager and was the 
company’s secretary in 1931-33. 


Two years later he became associ- 


jated with another business, and 


colonel in the air force. He re- 
turned to McKesson & Robbins in 
1945 as a vp. He made his head- 
quarters at the company’s labora- 
tories at Bridgeport, Conn., where 
drug products are manufactured. 
The company also is a large whole- 
saler of drugs as well as of wines 
and liquors. 


HERBERT S. CONLON 

Granp Rapips, Oct. 30—Herbert 
S. Conlon, 74, who retired eight 
years ago, after serving 32 years 
as advertising manager of the 
Grand Rapids Press, died Oct. 26 
in Butterworth Hospital. Born 
here, Mr. Conlon became a carrier 


*|for the Press when he was 13. 


Later he worked for the Colum- 
bian Storage & Transfer Co. and 
the old Grund Rapids News before 
joining the advertising staff of the 
Press in 1913. He was named ad- 
vertising manager in 1916. He was 
a director of the Newspaper Ad- 
vertising Executives Assn. for sev- 
eral terms. 


WILLIAM J. MORRISSEY 
Cuicaco, Oct. 30—William J. 
Morrissey, 63, a live stock analyst 
and adman, died in his home Oct. 
27. Mr. Morrissey was advertising 
manager for John Clay & Co. 


BERTRAM W. DOLAN 

MILWAUKEE, Oct. 30—Bertram 
W. Dolan, 56, an advertising sales- 
man for the Milwaukee Journal 
for the past 20 years, died Oct. 28 
of a heart attack in Columbia Hos- 
pital. Born in Beloit, Wis., Mr. Do- 
lan attended Beloit College and 
was a graduate of the University of 
Wisconsin. Prior to joining the 
Journal, he worked for the Buck- 
ley Dement Advertising Corp., 
Chicago, and the Holeproof Ho- 
siery Co. here. 


GUY F. MINNICK 

New York, Oct. 31—Guy F. 
Minnick, 81, former partner with 
his brother, the late Paul W. Min- 
nick, in a farm publishers’ adver- 
tising representative organization, 
died Oct. 27 at his home in Great 
Neck, N.Y., after a long illness. He 
had retired from business in 1949. 
Earlier in his career he had been 
advertising manager of McClure’s 


during World War II served as a Magazine. 
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ARF's Communiscope Fails to Make 


Converts at Starch, 


(Continued from Page 1) 
their inadequacy was clearly de- 
monstrated by the ARF’s recently 
released study of printed advertis- 
ing rating methods (PARM). 

Asked to comment, both Starch 
and Gallup-Robinson told AA that 
they have experimented previously 
with flashback techniques and 
found them wanting. 

Jack Mount, director of maga- 
zine research for Gallup-Robinson, 
said his company found that aided 
recall gave more “meaningful” re- 
sults. He conceded that Mr. Dodge’s 
Communiscope would give higher 
scores. 

“Everybody likes high scores,” 
Mr. Mount noted wryly. “Agency 
people especially go for high 
scores.” 

The problem, Mr. Mount added, 
is not to get high scores, but to 
analyze the impact advertising 
has on consumers. 


® Howard A. Stone, president of 
Daniel Starch, told AA, “what Mr. 
Dodge has proposed is an improved 
method of getting playback data. 
However, study of the problem 
clearly indicates that even in its 
most perfect form, playback data 
are incapable of providing the kind 
of information which advertisers 
need.” 

Mr. Stone said it is wrong to as- 
sume that playback data will tell 
what an advertisement did to peo- 
ple. “This is easily and clearly de- 
monstrated,” he pointed out, “by 
people who successfully play back 
from memory the contents of an 
advertisement, but upon further 
probing reveal an attitude of dis- 
belief, rejection, non-acceptance or 
indifference.” 

In addition to rejecting the 
Communiscope, Mr. Mount chal- 
lenged Mr. Dodge’s interpretation 
of the PARM study. In fact, he 
challenged the study itself, terming 
it an “attempt to do the impos- 
sible.” 


= Mr. Dodge told the ANA the 
study revealed that Gallup-Robin- 
son’s aided recall method “under- 
stimulated” respondents—hence 
the low scores—while Starch’s rec- 
ognition method “over-stimulated” 
them. 

Mr. Mount agreed that ARF’s 
rendering of the aided recall tech- 
nique “under-stimulated” respond- 
ents, but he charged that this was 
ARF’s fault and not Gallup-Robin- 
son’s. He asserted that ARF got 
low scores with aided recall be- 
cause of deficiencies in its field 
survey and field interviewers. 

“You can’t duplicate on a one- 
shot basis the field survey and 
trained interviewer staff we have,” 
he said. 

Mr. Mount cited two examples 
from the PARM study to support 
his claim. He pointed out that 
when the study compared results 


C. E. BROUGHTON 

SHEBOYGAN, W1s., Nov. 1—Char- 
les E. Broughton, 83, former editor 
and publisher of the Sheboygan 
Press and former president of ra- 
dio station WHBL, died yesterday 
in St. Nicholas Hospital. He had 
been a patient since he suffered a 
stroke eight weeks ago. Mr. 
Broughton was born in nearby 
Fond du Lac County and began his 
newspaper career on the old Fond 
du Lac Commonwealth. He later 
became city editor of that newspa- 
per and in 1907 he joined the 
Press. He served as editor for 44 
years and president for 12 until he 
sold his interests to A. Matt Wer- 
ner in 1951 after a fight with a 
newspaper union. He obtained con- 
trolling interest in the radio sta- 
tion three years ago and was ac- 
tive until he sold out several weeks 


ago. 


Gallup Shops 


obtained by above-average inter- 
viewers and below-average inter- 
viewers, there was a 4.3 spread in 
aided recall scores. And he noted 
that in correlating ARF aided 
recall scores with those of Gallup- 
Robinson, there was a “good 
correspondence” with women re- 
spondents but a “poor correspon- 
dence” with men. 


s These discrepancies, Mr. Mount 
said, point up the importance of 
a well-trained field staff. He ex- 
plained that in depth interviewing, 
experience shows that women are 
easier to draw out than men—thus 
the ARF’s difficulty in obtaining 
good scores with male respondents. 

(Field work for the ARF study 
was done by Alfred Politz Re- 
search.) 

Mr. Mount had a final word on 
the PARM study. “You can’t com- 
pare a rating service, which re- 
ports a lot of figures, with a qual- 
itative, interpretative service,” he 
said. 

Mr. Stone, of Starch, also reject- 
ed Mr. Dodge’s interpretation of 
the study. “The problem,” he said, 
“is not ‘over-stimulation’ or ‘un- 
der-stimulation.’ The problem is: 
How can we develop a technique 
which wil: best uncover what an 
advertisement means to readers. 
We are very much in favor of 
augmenting basic readership ex- 
posure data with reader meaning 
data. Readership (quantity) and 
meaning (quality and kind of im- 
pression) are two components of 
effectiveness. 

“On our part, we have been 
working intensively for a number 
of years developing techniques to 
uncover reader meanings. We now 
have in successful operation a pro- 
gram doing just this.” 


s Mr. Stone said playback uncov- 
ers reader meanings oniy “as an 
occasional concomitant to playback 
of the contents of the advertise- 
ment.” The basic problem, he add- 
ed, remains discovery of reader 
meanings, and playback of ads is 
“a secondary element” in this 
search. 

The Communiscope, as explained 
by Mr. Dodge last week, involves 
the flashing of an ad through the 
projector. The timing mechanism 
determines the length of the flash. 
(Six-tenths of a second exposure 
has been favered in the tests.) 
Respondents are then asked whe- 
ther they recognized the ad and 
what they remember about it. The 
playback is taped for analysis. 

Mr. Dodge said the Communi- 
scope tells not “what people did to 
the ad,” but “what the ad did to 
people, what impression it made, 
what message it left in the 
mind...” 

He reported that Foote, Cone & 
Belding has been experimenting 
with the machine in pre-testing 
television commercials as well as 
print layouts. Technical details of 
the machine will be presented at 
the ARF’s annual conference, in 
New York Nov. 29. 


@ Mr. Dodge said: 

“The ARF would like to proceed 
with experiments to button down 
details of the entire procedure, 
evaluate it carefully and then re- 
lease it to any and all in the com- 
mercial field who are interested in 
using it—in whole or in part.” 

In fielding this line of critical 
fire from Starch and Gallup-Reb- 
inson, the ARF will be on familiar 
ground. It will be recalled thdt the 
ARF study of broadcast rating 
services, released in December, 
1954, produced a similar hullaba- 
loo. AA surveyed the major broad- 
cast rating services last December 
and found that the ARF study had 
had little effect. 
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ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge 


$5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$16.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


>. | 
AN ABOVE-AVERAGE OPPORTUNITY Young ad man for Northern Illinois man- | 30 


FOR A COPYWRITER TO MATCH! | 
Can you write live copy at a lively clip 
for a lot of varied accounts? Would you | 
like to live in a lively Midwest city with | 
a lot of advantages over larger metropoli- | 
tan centers? Are you interested in a 
minimum starting salary of §7,000 or more 
in a community where it buys a lot more 
better living? If your answer is “yes” to 
each of these questions ... and your ex- 
Perience qualifies you to fill a key crea- 
tive post on our staff .. . this smaller 
but soundly growing agency wants to hear 
from you. Write and tell us why you 
think you're the right man for this above- 
average opportunity ‘don’t send samples 
until requested.) 

Box 9076, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Lllinois 


ARE YOU {OTION MAN 


A GOOD PROMOTION MAN 
LOOKING FOR AN EXCELLENT OP- 
PORTUNITY IN A PROGRESSIVE TELE- 
VISION STATION? WE HAVE AN OPEN- 
ING FOR A DEPARTMENT HEAD WHO 
CAN DIRECT THE WORK OF OTHERS 
AND IS CREATIVE HIMSELF. J 
COMPLETE INFORMATION ABOUT 
YOUR EXPERIENCE AND TRAINING 
AND WE WILL RESPOND WITH ALL 
DETAILS OF OUR OPERATION AND 
THE JOB. 
Bex 9077, ADVERTISING AGE 
200 E. Ulinois St., Chicago 11, Miinois 
ADVERTISING 
CARDBOARD CONSTRUCTION MAN 

Excellent opportunity for one well versed 
in motion, as well as cardboard construc- 
tion, to head up two man Dept. We are 
designers and producers of P.O.P. dis- 
plays for top drawer accounts. Your ex- 
perience can mean dollars to your present 
income if you can meet our requirements. 
Contact Jim Harting, Display Corp., 521 
Seow, Milwaukee, Wis. Broadway 6- 


WE'RE ONE STEP AWAY 


FROM GREATNESS ... 
+ + + and we need YOU. Young, 30-man | 
agency, one of Chicago’s fastest-growing, | 
seeks account man with $150,-$200,000) 
billing plus ideas to augment giant new- 
business drive. We offer you executive | 
status, prospective stock ownership, com- 
plete production facilities, We're not in- | 
te in a “stable"—you must fit well | 
into our team. This could be the move) 
of your life if you're the right man. If) 
you're looking for these elements of suc- | 
cess, write in confidence to: 
Box 90728, ADVERTISING AGE 
200 E. Tilinois St., Chicage 11, Illinois 


MOLENE 
| Bankers Bidg. 


ufacturer’s ad dept. Copy ability wend 
important. Opportunity to learn all phase 
of merchandising, mail order, direct mail | 
with progressive company. Please tell us 
about yourself, and indicate starting sal- 
ary required. Write 

Box 9079, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Young man with advertising training who | 


wants to become part of a small versatile 
advertising department. Opportunity for 
variety of experience and growth poten- 
tial. Should know graphic arts field and | 
some production background helpful. Po- 
sition open in national pharmaceutical 
manufacturer's organization. location near 
Chicago. Applicants send resume to: 
Personnel Manager 
The — Laboratories 
0. Bex 51! 
eacetee. Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 
ADVERTISING MANAGER 

Long established industrial equipment 
manufacturer with nation-wide distribu- 
tion in one of the country's fastest grow- 
ing industries desires experience adver- 
tising manager. Will be responsible for 
entire advertising program including 
space, direct mail, publicity and prepara- 
tion of sales literature. Engineering back- 
ground desirable. Location—Boston area. 
Please send resume to 

Box 9080, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

HELP WANTED 

Experienced advertising salesman by long 
established publishers of business maga- 
zines in Twin Cities. Permanent salaried 
position. Must locate in Minneapolis-St. 
Paul area. Excellent opportunity. 

Box 9081, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

SPACE SALESMAN'S DREAM 
Leading .food business trade publication 
has an opening for a space salesman with 
agency selling experience—opportunity to 


| become advertising manager in the New 


York Metropolitan area. Give complete 
resume first letter. 

Box 9082, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
An 53-4424 
Chicago 3. 


important positions with 


these broad responsibilities. 


or South America. 
Benefits You will live well in a 


and receive periodic furlough at 
is required. 


trained and have up to 10 years 


helpful, but not required. 


Overseas Careers 
in 
Marketing Management 


Procter & Gamble's overseas expansion has 
created an immediate need for men who can fill 


The opportunity You'll develop and administer complete mar- 
keting plans — including sales and advertising. Because these 
openings already exist, we must select men who are ready for 


Orientation After studying Procter & Gamble overseas opera- 
tion in England, France or Mexico, you will be assigned to an 
administrative post in one of our foreign subsidiaries in Europe 


a premium income, a share in the liberal P & G employee plans, 


Requirements To qualify: for interviews you must be college 


company or advertising agency. Fluency in foreign languages is 


Mail This Coupon Today For Further Information! 


a minimum of training. 


large metropolitan city, receive 


company expense. No contract 


of marketing experience with a 


Mr. L. W. Fay 

* Division 
Dept. AA-2 
The Procter & Gamble Company 
Ivorydale, Cincinnati 17, Ohio 
Procter & Gamble’s Overseas 
tion and an application form. 
I received a___.__.__.from 


(degree) 


Name__. 


Dear Sir: I am interested in the current opportunities for a career in 
Division. 


Please send complete informa- 


(schoo!) 


| HELP WANTED 


POSITIONS WANTED 


Advertising Age, November 5, 1956 


| REPRESENTATIVES WANTED 


| National publishers’ representative organ- 
ization seeks experienced advertising man 
| to manage our southern territory. Give 
full details including salary requirements. 
Reply in confidence. Our employees know 
of this ad. 
Box 9088, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

| ASSISTANT TO ADVERTISING MGR. 
| Ad manager at Chicago headquarters of 
|mational consumer finance firm needs 


| strong “right arm.” Energetic man 


arts to assume responsibility for the pur- 
| chase of printed materials and deal with | 


(24- | 
) with working knowledge of graphic | 


I'M A YOUNG BLOOD 
who has the creative power to generate 
and verbalize ideas for you. Two yrs. as. 
wkly. nspr. editor, writing, editing exper. 
Able to create, plan and produce ad cam- 
paigns. Knowledge of publication and) 
Adv. Mgmt. techniques, including produc- 
tion, sales promotion and media. M.S. 
degree, Northwestern Univ. Veteran. Pre- | 
fer position as assist. or. mer. with pub- 
lisher's adv. dept. Let’s 
Box 9084, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

CAN’T MOVE UP—MUST MOVE OUT! 
Young (33) family man. B.S. Adv. 8 yrs. 


S$ | suppliers. Must he capable of other varied | | exp. Now Ass’t Mgr. Ad Dept. large nat). 


man department. Interest in assembling 
advertising records essential. Salary com- 
mensurate with background and experi- 
ence. Reply giving full particulars and 


— 
x 9983, ADVERTISING AGE 
200 = *Mlinois St., Chicago 11, Illinois 
ARTIST 

food manufacturer. Experi- 
layout, p.o.p., production, and 
| strong in package design. Excellent work- 
ing conditions in growing company, in- 
surance, retirement income plan. Send re- 
sume, salary required, photo. No samples 
until requested. Write: M. D. Thoma, P.O. 
Box 1270, Madisen, Wisc. 


POSITIONS WANTED 


I Den't Think Like a Man in Advertising 
because I'm a woman selling to women; 
food, fashion, cosmetics. Ad & publicity 
acct exec, 10 yrs 4A agencies. Copy, merch 
& sales exp. NYC or environs. Write to- 
day for resume. 
Box 9086, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Artist—Presently employed as AD of med. 
size agcy. Wish to join agcy that can use 
@ man with creative thinking that moves 
the product by the combined efforts of 
news, mag, direct mail and displays. 6 
years exp. Prefer N.Y. office. 
Box 9087, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
SALES-ADV-PUBLIC RELATIONS 
CONTACT 

Top EXEC. with office will act as your 
rep or N.Y. branch. Prestige client serv- 
ice, new business, merch/sls prom pro- 


jects. 
Box 9090, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING-SALES PROMOTION 
yrs. hard goods experience 
Prom. & Product Adv. (media, 
over million dollar budgets, seeks more 
challenging position with top company. 
Box 9089, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Artist for 
fenced in 


| assignments and assist in coordinating six- | adv. 


Write good hard hitting consumer 
and industrial copy, know budgets, sched- 
ules type and production processes. Ex- 
cellent contact man. Ask for resume and 
samples. 
Box 9085, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE MERCHANDISING 
All-round young man 30, design graduate, 
6 yrs. experience contact, design, sales 
top nat’l accounts. Solid on soft drink 
and cigarette industry wants opportunity 
with agency or manfuacturer. 
Box 9092, ADVERTISING AGE 
200 E. Illinois St., Chicago 11. Illinois 


RADIO TV DIRECTOR (WRITER) 
Radio-TV Director; Writer-Producer for 
two leading Southern agencies. Proven 
tops at imaginative copy, production, 
timebuying, campaign planning, client 
relations. Can turn out print copy. Diver- 
sified account experience. Resume, sam- 


ples. 
x 9093, ADVERTISING AGE 
200 4 * tlinois St., Chicago 11, Illinois 


EXECUTIVE AVAILABLE 
Account Executive & PR Director now 
supervising diversified national account 
with NY agency. Bumping low ceiling. 
Seeks more opportunity (and less diver- 
sification) client-side or agency. Execu- 
tive experience both sides. Top level con- 
tact background. Experienced supervising 
campaign development, all phases, from 
earliest planning stages to strategic ad- 
ministration. All major media; copy; 
research; publicity. Television & film 
production with major webs. Sales promo- 
tion, merchandising, marketing research 
& distribution. Manufacturer & agency 
background. Consumer durable; industrial 
& institutional; & re-sale items. Creative 
& resultful ideas. Excellent writer—valid 
concepts. Forceful contact & selling. Early 
thirties. Will consider readily capacity as 
valued assistant in career spot with in- 
creasing challenge & potential. Reasonable 
salary requirements. Potential most im- 
portant. 

Box 9094, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


AGENCY - ADVERTISING MANAGER 
7 years of sales promotion and small 
agency background. Highly creative copy. 
Knows merchandising, media, budgets. 
Good contact man. Capable Administra- 
tor. Best references. Age 30. 
Box 9091, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

TOP-FLIGHT EDITOR, capable writer, 
accomplished photographer, excellent edi- 
torial layout man available. Qualified to 
take charge of magazine or business pub- 
liction from conception to fin pro- 
duction. New York, Chicago, or San Fran- 


c \ 
Box 8912, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


LATIONS 
Nationally-known midwest food p 


to work with managemen bie of 
making sound judgments. Must facile 
writer ul ree or long-term 


prog 
sa'ary requirement. 
Box 322 ADVERTISING 


AGE 
200 E. Illinois St.. Chicago 11, 0 


The Midwest's 
evtstanding placement 
service for Adv. - Art & 

allied fietds. 


By opasintment only 
59 E. MADISON + GUITE 1417 
CEatrel 6-5670 


Counselors 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 MN. LaGALLE. CHICAGO MLLInols 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


TO THE AGENCY HEAD 
WHO DOES NOT HAVE HIS OWN 
PROFIT-MAKING FILM STUDIO 


If you’re envious of fellow-agencies 
who do, we can turn 

looks into green-backs ... 
investment on your part. 


We are a fully staffed, elaborately 


with no 


equipped, highly talented, atly 
overworked, economy mind (and 
solvent) motion picture company. 


We're in the Mid-East. Our work is 
seen Coast to Coast and overseas. 
Our increasing but unpredictable 
TV and industrial “job” business 
needs a levelling influence to bol- 
ster the iean months (and place 
orders elsewhere the fat mnenths). 
A gift of stock awaits the agency 
whose moderate but strategic chan- 
neling of jobs can turn a very busy 
studio into an extra profitable one 


The confidence of your inquiry 
will be respected. 


Box 318, Advertising Age 
200 E. Illinois St. Chicago 11, Ill. 


Opportunity in Southwest 
TECHNICAL WRITING 


Internationally-known heavy equip- 
ment manufacturer has immediate 
rs) ing for experienced writer to 
handle writing. editing and some 
roduction of operation and main- 
enance handbooks for specialized 
heavy mobile equipment such as 
offshore platforms, air tow units, 
logging and land clearing machines, 


plus pa others commercial 
and military. Job sc includes 
— or of technical writing 


expand as performance 
aoden ebilitios, : 
Must be experienced writer, with 


eee mechanical understanding. 
lectrical background and famili- 


arity with government manual 
ifications a helpful. aaa | be ast, 
thoro with tails, work 


inte: must be in this hela. Send 
full background resume, sa re- 
ouired to start. All replies confi- 
dential. Address replies to: 

Mr. H. E. Tune 


R. G. LeTOURNEAU, INC. 
Longview, Texas 


WANTED 
PUBLISHER'S REPRESENTATIVE 


Key areas for national paid circu- 
lation weekly to auto- 
motive dealers. 

Box 290, Advertising 
200 E. Illinois St., Chicago tl. 


$12,000 
to $9M 


. IND. ABy., antedt 


DUSTRIA racine 
ty ability a am 4 
ASST. MGR., furniture 
CLADER CORPORATION 


ne cag *s Agen 


Don H ir. Adv. Div. 
110 S. Racoea CE 6-5353 Chicago 


MIDWEST PUBLISHER'S 


REPRESENTATIVE 

To cover: Illinois Missouri 
Wisconsin Kansas 
lowa Indiana 
Minneso 

For three trade ~~ en in the building 

field. 


Please send full details first letter. Chi- 


cago interview. 
Box 9095, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


WANTED 
PUBLISHER'S REPRESENTATIVE 
for the WEST COAST 
A well established weekly trade publica- 
tion with a paid and controlled circula- 
tion; now carrying some of the leading 
national advertisers. Good opportunity. 
x 9096, ADVERTISING AGE 
480 Leatngten Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 
Small PUBLISHERS REPRESENTATIVE 
organization in New York City now rep- 
resenting 3 successful magazines (2 trade 
and 1 consumer) would like to handle 1 
more (and only 1) additional publication. 


erences from the publishers we now rep- 
resent. 

Box 9069, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MISCELLANEOUS 


Team of pre magazine writers can develop 
worth-whiie consumer do-it-yourself ideas, 
o—_ and copy featuring your products. 
rite. 
Box 9042, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
PERSONAL NOTICE 
Archer: If your agency has a client that 
free flowing, dry solid, 


up to a gal pouring the right 
amount of cereal, soap, etc., au- 
tomatically. Might make you fel- 
lows a hero with the account ‘or 
prospective accounts) if you pre- 
sent it first. Call, write or wire 
me at United States Metered Con- 
tainer Corp., 527 Madison Ave.. 
New York 22, N.Y. — — 
n 


ATTENTION MANUFACTURERS: 
Top-flight display designer desires direct 
contact with manufacturers. Twenty years 
experience in designing for the best of 
nationally recognized clients. Well ground- 
ed in hard and soft line merchandising. 
Thoroughly familiar with distributor- 
dealer set-ups and department store for- 
mulas. All materials. Counter units, fix- 
tures, dealer helps and animated displays. 
Will handle whole package if desired. 
Modern design, dramatic renderings and 
nema service guaranteed. 

x 9097. ADVERTISING AGE 
200 = * rlinois St., Chicago 11, Illinois 


ACCOUNT MAN |. _ 
LET’S GO... ON OUR OWN! 


National account art banged desires active, 
outside 


pa N. Y. 5 

hnuts, brains & brawn, exo energy. 

This will be the step up for the account man 
pay A controlling business, or with potential- 

P' 


= director. -partner has te 10-year . 
handle complete ins operati: His 
aow graphic approach is coordinated to sell 


= 
‘iness (p 
rage ay for & 
own. 


persona: ne 
Box 317, Advertising 
Kee: ‘sto contunten Ave., ork 


New ¥ i, 


Needed catia eetaiciaiiatabuasdetchibel 


ARTISTS 
2 DESIGN AND 2 BLACK AND WHITE 
A leading nationally known paper- 
board 


manufacturing a has 
openings for black and white artists 


rsonal history. Box 319, ADVER- 
SING AGE, 5 is St., 
Chicago 11, Ill. 


AD AGENCY ARTIST 
For well known Midwest Agency 
to design and render layouts 


for ads, sales literature, direct 


YOUNG 
AD MAN 


preferably with experience 
selling advertising, wanted for 
New York office of newspaper 
organization. Duties include 
contacts with agencies and 
preparation of written solici- 
tations. Salary to $7200 to 
start, depending upon experi- 
ence, plus life insurance and 
hospitalization. Tell fully about 
yourself. Confidential. Write 
Box 320, Advertising Age, 480 
Lexington Ave., ew York, 
New York. 


mail pieces. Agency gives broad 
service in advertising and sales 
promotion to 32 clients. Located 
in city of 100,000 within 100 
miles of Chicago. Present staff 
of 35 Deen a er for grow- 
ing business. 


tion plan. Prefer young but ex- 
as man 25-35 years old. 
te for interview. Attach 
snapshot and details of ex 
ence. Our staff informed “Of this 
ad. All applications confidential. 
Write: 
|| Box 321 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
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Hosts of Admen 
Vote for Radio 


at RAB Clinic 


(Continued from Page 2) 
singing commercial is essential for 
the job. 

“An honest personality can 
create a demand for a product that 
will force distribution and sell it 
after distribution has been accom- 
plished.” 


} 


s Mr. Swartzberg cautioned| 
against assigning to a “personality” 
scores of products just because he 
is on the air continuously. “Too 
many radio stations have one or 
two outstanding announcer-sales- 
men and the rest of the staff an- 
nouncers sound as if they have a 
mouth full of hot potatoes. Let’s 
have more staff announcers who 
can read and pronounce correctly 
with some genuine enthusiasm.” 

The speaker urged more store 
merchandising by both sponsor and 
radio station and better program- 
ming on the commercial as well 
as entertainment level. 

Referring to a story which ran 
in ADVERTISING AGE last spring 
which said that ReaLemon had 
“scoured” on tv, Mr. Swartzberg 
commented that the company is 


still using it in some ecities.|They can’t afford Ed Sullivan, 
Explaining the reasoning that|/two-color newspaper pages or 
prompted the AA article, Mr.|four-color magazine ads every 


Swartzberg revealed some inter~ 
esting statistics on costs and fre- 
quency, radio vs. television. 


s “The story,” he said, “was a 
result of our decision to pass up 
an alternate sponsorship of an 
average network tv show which 
was being telecast in about 80 or 
90 cities, which would have meant 
a two-and-a-half minute commer- 
cial on one week and a one-min- 
ute commercial on the other for 
some $35,000 per week. 

“Through our usual bargain 
hunt, we found we could get, for 
considerably less money, 32 full 
one-minute commercials or par- 
ticipations on the three major ra- 
dio networks, in 550 cities and 
770 radio stations. In many cities, 
we were on all three networks and 
most were established shows 


$12,000 
To serve as writer and copy contact man 
on sizeable industrial account. Must have 
background. Automotive experience 

Age to 35. Contact 


GEORGE E..PYLKAS 
Bumativy Sevens Consultant 


abash Agency 
202 S. State, Chicago 4, WAbash 2-5020 


agency 
jor pful 


ANNUAL REPORTS [MB idea’d, designed, 
CATALOGS fi Written, produced 
procuures fy °Y ° team of 
freelance agency 
AD CAMPAIGNS I veterans. 


HAWKINS ASSOCIATES 
396 Allaire Avenue, Leonia, N. J. 
LEonia 4-1252 


= 


“It is a small service but there are 
many who love it.” , 


WHIZZ OFFICE SERVICE 
RAndelph 6-5422 


LONDON GUARANTEE BLOG. 
CHOICE OFFICE SPACE 
NOW AVAILABLE 
Daylight on Seven Sides 
Alternating Current 
Air-Conditioning 
Will Divide 
LESLIE H. KLAWANS 
AND COMPANY 
Managing Agents 
360 North Michigan Avenve 


jand/or popular personalities with | 
|very respectable ratings at all 
|times of the day and the week. | 
| “With these 32 commercials per 
| week—a total of 168,000 spots—we 
‘had a flexibility which the limited 
| tv participation did not permit and 
|this certainly gave us the type of} 
saturation which we could truly} 
merchandise to the trade.” 


® The radio schedule resulted in 
another plus: “In addition, the 
savings gave us the money to buy | 
three full pages in color in the 
Reader’s Digest this summer.” 
“Somewhere along the line we 
must have been on the ball,” Mr. 
Swartzberg concluded, “because | 
despite one of the coldest summers, | 
and consequently one of the worst | 
soft drink seasons in history, re-| 
sulting in losses of 25% to 35% | 
in the industry, our sales this year 
held to within 1% of our best 
year.” 
Former agency president David 
J. Mahoney, now head of Good 
Humor Corp., told the radio exec- 
utives that their best chances for 
long range stability lie with medi- 
um-size and regional advertisers. 
And he suggested to such advertis- 
ers that this is a major medium 
in which they could dominate. 


® Regional! and medium-size 
companies, he said, “have to com- 
pete with big, wealthy organiza- 
tions every day of the year, fight- 
ing for each inch of shelf space. 


week. They haven't large sales 
staffs with unlimited reserve funds 
for deals and special offers. 

“It isn’t easy to look big against 
the unceasing campaigns of the big 
brands,” Mr. Mahoney said. “It 
demands heavy frequency and 
continuous impact. 

“Yet the medium-size com- 
pany’s solution is almost always 
the same: Try to stand toe-to-toe 
with the big boys and slug it out 
in tv where each of the competi- 
tors outspends him four-to-one. 
The other tack is to stretch the 
limited budget over four to five 
media to a point where its sales 
effectiveness vanishes. All that is 
gained from it is the opportunity 
to tell the sales force that they 
are getting help from the same 
number of media that the competi- 
tion has on its schedule. 


® “Radio can solve many of these 
problems by selling the medium- 
size company on concentrating in 
radio as its major medium,” he 
continued. 

“The same money which buys 
four spots a week on tv might 
bring a package of as many as 40 
radio spots. And by sustaining its 
advertising through the year, the 
medium-size company can lock 
up the best times on a station, 
blocking out his well-heeled com- 
petitors.” 


= Anderson Hewitt, senior vp of 
Kenyon & Eckhardt, described 
briefly a new contest technique 
which Pepsi-Cola Co. has just 
started in Muncie, Ind., site of the 
original “Pepsi, Please” radio pro- 
motion (AA, Aug. 6). As J. Clarke 
Mattimore, Pepsi-Cola account ex- 
ec at K&E, explained to AA, the 
new scheme works like this: 

Radio and newspaper ads invite 
the public to enter the contest by 
picking up their telephone and 
dialing a number. The phone is 
answered by electronic recording 
equipment which asks the caller 
for name, address and a 25-second 
comment on Pepsi-Cola. 


® Ten finalists are selected from 
among the entries and invited to 
submit their entries on a weekly 
simulcast, heard Mondays, 7-7:30 
p.m. After this half-hour devoted 
exclusively to the subject of Pepsi- 
Cola (on the original “Pepsi, 


RAndolph 6-0360 


Please” promotion the company 


Thiele Christensen 


MOVING DAY—It’s “business as usual” as Leo Bur- 
nett Co. packs for its move to the Prudential Bldg., 
Chicago. Carrying on here are executives Leo Bur- 
nett, chairman; Richard N. Heath, president; Ed 


was elated over the fact that “Pep- 
si” was mentioned 19 times in one 
minute), the public is invited to 
vote for the best entry by ballot. 
Ballots are found on Pepsi-Cola 
bottles and vending machines. 

All these Pepsi-Cola activities 
will ultimately be coordinated into 
an integrated sales promotion drive 
to be worked out with local bot- 
tlers, it was reported. 


® Seven advertising agencies, 
which produced the eight most ef- 
fective radio commercials of 1956, 
according to a jury of 150, were 
awarded gold-plated records. 

Commenting on the awards, Jo- 
seph Stone, J. Walter Thompson 
Co. vp, lauded modern-day sing- 
ing commercials as “a fine new 
industrial art no less deserving of 
recognition than lithography and 
commercial art’ and denounced 
composers who sneer at having 
their melodies used for radio jin- 
gles. 

Specifically, Mr. Stone referred 
to statements allegedly made by 
Alan Jay Lerner and Frederick 
Lowe, authors of “My Fair Lady.” 
The two were reported to have ex- 
pressed dismay over the use of the 
ballad, “On the Street Where You 
Live,” for the new Ford radio 
commercials. 

Disputing the reports, Mr. Stone 
said, “They knew what was hap- 
pening every step of the way. And 
believe me, they liked it.” 


# “There are a few songwriters 
who think their material is kin to 
holy art,” he added. “I’m extreme- 
ly amused by those songwriters 
who would shield their works from 
commercialism. They who create 
their works of art plain and simple 
for cash gain—then start pretend- 
ing that what they’ve wrought 
ought to be hung on the walls like 
a fine Rembrandt.” 

“We of the radio industry,” he 
declared, “have too long neglected 
this silly snickering at radio com- 
mercials in general and singing 
commercials in particular.” 

The commercial award winners 
were: D’Arcy Advertising, for 
Budweiser; William Esty Co., for 
Camel and Winston; Ogilvy, Ben- 
son & Mather, for Diamond Crys- 
tal; J. Walter Thompson Co., for 
the Ford “On the Street Where 
You Live” commercial; Leo Bur- 
nett Co., Marlboro; Wesley Associ- 
ates, Old Spice, and Foote, Cone 
& Belding, Pepsodent. 


Smith Greene 


Leo Burnett Move 
to Prudential Bldg. 
Consolidates Offices 


Cuicaco, Nov. 1—Leo Burnett 
|Co. has settled in its new home— 
five floors of the new Prudential 
Bldg. The bulk of the moving was 
done over the weekend when 1,- 
000,000 pounds of office equipment 
made the trek from the London 
Guarantee Bldg. Employes bade 
farewell to the old quarters Fri- 
day evening, greeted the new on 
Monday. 

Advantages of the move are 
many, according to the agency. At 
its former address, Burnett was 
spread out over all or parts of 11 
floors, plus a floor in another 
building two blocks away. 

Among the features of the new 
offices are a working kitchen- 
laundry to aid in testing ideas re- 
lating to food and appliance ad- 
vertising; tape-recording pickup 


Burnett Heath 


Halpin 
Thiele and Owen Smith, vps, and Dick Halpin, ac- 
count executive. Visiting Philip Morris executives 
are Roger Greene, director, and Tom Christensen, 
assistant director, of advertising. 


equipment; a conference room 
with a 63x84” picture screen; a 
projection room for both 16mm 
and 35mm film, and a small the- 
ater. A pneumatic tube system, 
connecting all five floors, will be 
used for intra-office delivery of 
messages. 


® Despite ail the shiny new offices 
and gadgets, the Burnett agency is 
clinging to an old familiar sight— 
the bowls of big red apples for vis- 
itors and employes, which have ap- 
peared on every reception desk 
since the agency opened its doors 
21 years ago. The 21 years have 
brought changes: Growth from a 
staff of eight to one numbering 
about 650, an increase in billings 
from less than $1,000,000 to more 
than $75,000,000—and consumption 
last year of 80,000 applies, 

The Burnett agency’s lease in 
the Prudential Bldg. is said to be 
the largest office space transaction 
negotiated in Chicago within the 
past 25 years. 


Summerfield Plans 
Modernization of 
N.Y. Post Office 


(Continued from Page 2) 
buildings or equipment, he said. 

The new modernization program 
will allow for the introduction of 
new mechanical and electronic 
mail handling equipment “as fast 
as it is developed.” The depart- 
ment says it is making “real prog- 
ress” toward machines which au- 
tomatically cull, face and cancel 
mail. 

Mr. Summerfield said mail users 
can help improve service by fol- 
lowing two simple rules: 

1. Use zone numbers for all ad- 
dresses. 

2. Mail early in the day. Over 
65% of New York’s mail reaches 
the post office after 5 p.m. 

Mr. Summerfield added that if 
the nation is to have good mail 
service, a long range nationwide 
program is essential to build 3,500 
new post offices and modernize 
22,500 existing ones. 


POST OFFICE TELLS 

PLANS FOR CHICAGO 
Curcaco, Oct. 31—One-day mail 

service between any two cities of 

the U.'SS.—a goal AA has been 

thumping for recently in a crusade 


for improved postal service—is the 
avowed aim of postal officials here 
‘who this week announced a five- 
| year $40,000,000 modernization and 
automation program for the Chica- 
| go post office. 
The plan was announced by 
,Maurice H. Stans, deputy post- 
master general. He said the Chi- 
cago post office is the logical one 
for the modernization program be- 
cause it is the largest in the world. 
Mr. Stans said overhead con- 
veyors will be installed. They will 
move mail automatically from re- 
ceiving platforms to working areas 


jand from there to shipping plat- 


forms. 


® By late 1957, he said, Chicago 
should have the first machines 
which will arrange mail for stamp 
cancellation by an electronic eye. 
Scheduled in 1958 are machines 
which will “read” typewritten ad- 
dresses through an electronic eye. 
He said tests are now being made 
on mechanical devices for sorting 
of letter mail and parcel post. 

Mr. Stans said he -hoped the 
changes would increase productiv- 
ity as much as 50%. 


Marc Daniels Appointed 

Marc Daniels, who has produced 
and directed many motion picture 
and tv attractions, has been named 
director of programs for Theater 
Network Television, New York. 
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BBDO Will Add 
Bendix Business 
in Philco Buy 


(Continued from Page 1) 
dustrial, defense, and broadcasting 
operations.” 

Philco’s purchase of the Bendix 
line, which it will continue to pro- 
duce and market under that fa- 
mous name, probably will be con- 
firmed within a week. Details of 
arrangements between Avco and 
Phileo have not been ironed out 
completely, ADVERTISING AGE 
learned. 


=’ At least part, if not all, of the 
new Philco-Bendix laundry line 
will be produced at Avco’s large 
Nashville, Tenn., plant. Only a 
week ago, Philco signed a contract 
to have Avco produce its line of 
electric ranges in Nashville. 
Until today, Philco’s president, 
James M. Skinner Jr., had denied 
that his company intended to buy 
the Bendix line or any of the 
Crosley stock Avco had on hand. 
Mr. Skinner consistently stated 
talks between the companies were 
in relation to production facilities. 
First news that Philco might 
purchase the Crosley & Bendix di- 
vision leaked out when Philco an- 
nounced it was changing advertis- 
ing agencies for the first time in 
21 years. The new agency, Batten, 
Barton, Durstine & Osborn, New 
York, is expected to handle adver- 
tising for the Bendix line also. 


® Originally, when Avco-Philco 
talks began, reports were that Av- 
co was asking $14,000,000 for the 
entire Crosley & Bendix division, 
including stock. Since then, how- 
ever, a good part of the inventory 
has been liquidated. 

Reports here revolve around a 
flat price for the use of the Bendix 
name and dies, plus the leasing of 
Aveo facilities in Nashville. This 
may mean that very little cash 
actually will change hands, None 
of this, however, has been con- 
firmed. 

Philco entered the home laundry 
field in 1954, when it purchased 
Dexter Co., of Fairfield, Ia. Last 
year it extended its activities in 
this field by introducing automatic 
washers and dryers under its own 
name. 

Mr. Emanuel confirmed his com- 
pany was negotiating with a “ma- 
jor manufacturer” for the sale of 
the Bendix line of washers, dryers 
and combinations. He said a formal 
announcement probably will be 
made within 30 days. Reports here 
persist that an announcement may 
be forthcoming even sooner-—with- 
in a week to 10 days. 

Meanwhile, Avco informed Cros- 
ley and Bendix franchise dealers 
that it was terminating the fran- 
chises and would accept return 
shipment of any inventories. 


s In explaining to stockholders the 
reasons why Crosley & Bendix will 
“discontinue on Nov. 30,” Mr. 
Emanuel said the division had 
“shown substaritial losses” and was 
an “unprofitable” operation. 

“The decision by Avco to dis- 
continue Crosley and Bendix con- 
sumer products is the outgrowth 
of an industry-wide situation,” he 
said. 

“Since 1953, competition in the 
major home appliance and radio- 
tv set business has become increas- 
ingly severe. The appliance indus- 
try is plagued with over-capacities 
and has been rampant with price- 
cutting despite rising costs of labor, 
material and most other items that 
enter into business. .. .” 

Mr. Emanuel’s reference to the| 
year 1953 was significant. It was 
in the summer of 1953 that Avco) 


|Crosley and Bendix home appli- 


ances divisions under one distribu- 
tor organization. The aim of the 
move was to reduce distribution | 
costs and coordinate sales pro- 
grams for more effective promo-| 
tion. Two weeks earlier, a similar | 
integration had taken place in} 
Canada. 


® At the time, both Crosley and} 
Bendix had extensive ad cam-| 
paigns running in the U.S. It was} 
announced that advertising for| 
“Crosley-Bendix Consolidated” | 
would be handled by the three} 
agencies already representing the} 
divisions. 

Benton & Bowles was handling | 
Crosley appliances; BBDO was on| 
Crosley electronics; Earle Ludgin| 
& Co. was handling Bendix laun-| 
dry equipment and kitchen appli-| 
ances. 

But in January, 1955, BBDO re- 
signed Crosley radio and tv set} 
advertising. Two months later it| 
was announced that Ludgin would | 
replace Benton & Bowles on Cros-| 
ley appliances. 

The latter development appeared | 
to have been an outgrowth of a/| 
number of management changes 
which saw Crosley and Bendix 
combined. Two key figures—Park- 
er Ericksen, who became Avco vp 
and director of sales for the com- 
bined division, and W. A. Mac-) 
Donough, a Bendix alumnus who) 
became general manager of distri- 
bution and merchandising of Cros- 
ley-Bendix—were both familiar 
with the Ludgin operation. They 
were understood to have sponsored 
the switch from B&B. 


® Since Avco product advertising 
consisted largely of participations 
on shared tv shows, it seemed ob- 
vious to the three agencies in the 
picture that just one shop could 
do as well, or even better. The 
three-way operation brought up 
too much delay. 

Nevertheless, in August, 1955, 
Compton Advertising was named 
to handle Crosley radio and tv re- 
ceivers, replacing BBDO. Ludgin 
continued on Crosley appliances 
and Bendix laundry equipment. 
Then, in February, 1956, Crosley 
& Bendix moved everything from 
Ludgin into Compton—and this 
shift was explained as a move to 
consolidate everything in a single 
agency. 

Avco has long been a big spend- 
er in advertising and promotion. 
In 1951, William A. Blees, who was 
vp and general sales manager of 
Crosley, said he expected stiff 
competitive selling in home freez- 
ers and refrigerators and “that 
means big advertising budgets.” 

“I haven't time,” Mr. Blees said 
then, “to lick Norge and Philco 
and Kelvinator. There’s just one 
I want to lick, and that’s Frigid- 
aire. It may be tough, but if they 
don’t get off their duff, we will.” 


® The optimistic Mr. Blees spoke 
in this vein two months after an- 
nouncing that Crosley’s net sales 
for fiscal 1950 (which ended Nov. 
30) were more than double 1949 
sales. He said Shelvador refriger- 
ators alone in 1950 surpassed total 
volume for all products in 1949. 
And 1949 previously had been the 
best year in a company history, 
which then went back 30 years. 

Crosley, in 1948, had been 11th 
in refrigerator sales. It had only 
a dozen salesmen. What Mr. Blees 
did to lift Crosley included: 


e Hiring young salesmen—‘“the 
second-line men”—away from oth- 
er companies. He said such men 
were less bound by habit and were 
less expensive to hire. 

e Picking Frigidaire—the leader 
in the field—as his opponent. By 
this he figured to gain dealer sym- 
pathy. 


e Putting on a $2,000,000 giveaway 
of Crosleys to “shock” the public 
and so attract attention. 


|dio, tv and home laundry lines. 


FACE TO FACE—Attending a committee meeting to 
work out details for the Joint Defense Appeal an- 


nual awards dinner Nov. 


1 were (starting in 
|upper left corner) Marion Harper Jr., chairman of 
the dinner committee and president of McCann- 
Erickson; Blanche Waldman, JDA; 
Sachs Quality Stores; Martin Goodman, Martin 


Newell; Leo M. 


Shapiro, Look; 
William Sachs, 
son. 


lishing Co., and Ted Bergmann, 


Goodman Productions; Jack Tarcher, Lennen & 


Rogers, Rogers Engraving Co., and 


Emil Mogul, Emil Mogul Co. Among those seated 
with their backs to the camera are S. O. (Shap) 


G. Walling Minster, Curtis Pub- 
McCann-Erick- 


other media consistently. 
The result of all this was that 
Crosley zoomed to second place in| 


of this rarefied atmosphere, came 
a blow: Government restrictions | 
on materials forced Crosley to 
cut output. It dropped behind Frig- 
idaire and General Electric. 

In 1950, another $2,000,000 went. 
into a second giveaway contest. 
The same year also saw the com- 
pany spend $800,000 on meetings 
with dealers—while area distribu- 
tors ponied up another $600,000 for 
the sessions. In August, '55, Cros- 
ley & Bendix spent $3,500,000 in a) 
12-week drive to introduce its ra-| 


This announcement followed by a 
month one that said $500,000 was 
being used in a midsummer push 
to boost the new Shelvador refrig- 
erator. In January, '56, a three- 
month campaign for Crosley & 
Bendix appliances got a-$6,000,000 
budget. 


® Meanwhile, Mr. Blees, who left 
a top spot with Consolidated Vui- 
tee in 1949 to join Crosley, re- 
signed in January, 1954. The one- 
time vp at Young & Rubicam 
continued as a consultant in Los 
Angeles. Avco told AA at the time 
that there’d probably be no suc- 
cessor to Mr. Blees, since his post 
had been created specifically for 
him. : 
In its annual report for 1955, 
Aveo said that Crosley & Bendix 
continued “to reduce over-all op- 
erating costs and at the same time 
increased their efforts in such im- 
portant areas as product develop- | 
ment, advanced engineering and| 
sales and advertising.” 

But “price-cutting and a pro- 
longed strike at the Richmond re- 
frigerator plant had adverse effects 
on both sales and profit margins.” 

The report said that appliance, 
laundry and radio-tv sales organ- 
izations “were consolidated” in 
1955 “to effect a stronger and more 
unified sales operation.” 


® “Concurrently,” it continued, 
“the divisions launched a new ad- 
vertising approach, with renewed 
emphasis on national advertising 
at the consumer level in national 
magazines and on network televi- 
sion. 

“Record-breaking sales in De- 
cember of the Bendix Duomatic | 
combination washer-dryer, 


‘Instantaneous Communications’ Will Alter 


(Continued from Page 1) 
ized. 

4. The art of. decision-making 
marketing will be drastically al- 
tered. 

5. The winner of tomorrow's 
marketing race will be the organ- 
ization that is first with the most 
in stored information, in its re- 
capture and its communication. 


s “All this is to come about,” Mr. 
Weiss says, “as giant manufactur- 
ing, giant wholesaling, giant retail- 
ing find that the time period be- 
tween the conception of marketing 
programs on the one hand, and the 
storing, digesting and interpreta- 
tion of information concerning the 
program, on the other hand, must 
be drastically shortened.” 

Much of Mr. Weiss’s exposition 
is concerned with electronic de- 
velopments in communications 
that are already fact, though not 
all widely-known, plus what he 
terms “scientific previews in com- 
munications.” 

“Automated” marketing libraries 
which are “freed from the severe 
limitations of the human eye and 
hand” and can come up with the 
necessary information in a fraction 
of a second, are forecast. Electronic 
stock market speculating is in the 


in retail sales in one week, were 
attributed in large part to the in- 
tensive advertising program. The 
sales figure marked an alltime high 
for the laundry industry.” 
Developments on the corporate 
level, however, were not so rosy. 
“Unsatisfactory earnings for fiscal 


1955 are attributable in major part 


to conditions prevailing in the 
appliance business.” These, the 
statement said, included price-cut- 
ting, changing distribution patterns 
and surplus production. Avco said 
an effort to “meet competitive 
pricing” resulted in “adversely af- 
fected earnings.” 

So it would seem that lots of 
advertising dollarsapparently 
could not stop the inroads made by 
what Mr. Emanuel called “an in- 
dustry-wide situation.” Competi- 
tion, price-cutting, overproduction, 
labor and other costs—all com- 
bined to do in Crosley & Bendix. 

Now Philco will run with the 


announced it had consolidated its| Using newspapers and a few amounting to more than $1,000,000 home appliance ball. 


Marketing Radically in Decade, Weiss Says 


the field. Then, after four months ° 


experimental stage. 

“Robot retailing,” which will in- 
clude satellite branch operations 
with electronically manned check- 
out counters, capable of reading 
currency, is predicted. 


® Terms like “information theory,” 
high-speed data processing, tape 
computing will be as familiar 
within a few years as “automation” 
is today. Human voices will actual- 
ly power radios. Three-dimension- 
al wall television will be in exist- 
ence and closed circuit television 
will radically affect marketing 
concepts. 

Electronic pencils will both spell 
and read words. Homes of the 
future will have “communicen- 
ters” which will handle the day’s 
activities, including waking up dif- 
ferent family members, starting 
breakfast, shovelling snow, open- 
ing up the garage doors, warming 
up the car and putting out the 
cat at night by use of the cat-ejec- 
tor. 


® Machines will type spoken 
words directly on paper. One has 
already been developed which can 
read ordinary pen or pencil writ- 
ing. A banking machine is in use 
which sorts checks by reading 
magnetized numbers, credits ac- 
|counts and subtracts withdrawals, 
|handles “stop payment” and “hold” 
|orders, catches overdrawn accounts 
|and keeps customers’ balances im- 
| mediately available. 

Machines which can translate 
| languages are in the experimental 
| Stage. The possibility of using the 
|night skies as backdrops for new 
forms of spectacular advertising is 
| Suggested. Inter-office communica- 
tions systems will be drastically 
|changed and speeded up on elec- 
|tronic concepts. 
| “The last barriers to instantan- 
|eous communication are coming 
|down,” Mr. Weiss concludes. “The 
|science of communications is on 
| the verge of developments of truly 
staggering proportions.” 

Mr. Weiss’s thoughts on automa- 
tion were published originally in 
ADVERTISING AGE three years ago 
as a series of four articles, and 
then reprinted. Currently, he con- 
tributes a weekly article on mer- 
_chandising to the feature pages of 


ADVERTISING AGE. 


SE ge! OG Nn Scene cine tea 
is, eet, ee ale ae NS enh a. 
eo ye a Si eal ee 2 ecg me 
gi de ) + eee ; " Ben a A ees om ee). ere eet i ee 
yy ie : : ee “as gee irene wire aa ¥ 
| i. a a Pe 
ate el : PN re i SSN ooh a aa 
ee. . . ae aay — + ee 
r eee uo = eee es re 4y Ja 1. Pe ie vit a 
aes |_| a jiieectcs e oae ——— 
Se a 1 . 
ae ae Pe 
es) 
as 
ae pT isi 
/ nena Advertisi 
ee: | rtising Age, November 5, 1956 
Rigel shy ae _ 5 af i 
eae ies Ee a ie . ere h ‘ 
i Q ‘ so om : . ee ak 4 — 
ea > og ee ae by. rae lle a ie weer. tee : 
img | Dea | . 7 2 aor Es 7 “ (= ~~ » Mal 2 peakn eee ae 
eas 4 ; By eat? : gs Sa mis, Suie Ri See ae we 
ne. Oe | gs eo &, ———— eee Ole. ee ite 3 Pet - a ot 
es aes oe) ae pei an fae AES Ee ee nar Bee; 
aes | eo ie eee et ‘eee aa “oll 
eee ae as Ai eens ¥ : aS ge ha + eR Se ee eee Gre ae Eee ia 
Leia | a: Do a Eo am es ee 3) | ae eo ——> 
Barer 2 Ret eee oy Mitk - = a ee Rae Re ier Cae ha anata <2 oe ie 
ance Tae er i a ee a ae aa ao ee a 
pear 7 Hoh oI ee) _ = See he ae pe fe wee Seabee By ne 
foe “ee oe tage Bet ose Sa aay Se ae eae Tey oe is = oe 
ih aed : 4 >. eee ee . _ rae a 5, he cy: SE i, Oma i ae ae 
ips, :  efaeees AS as ee) s bas, coe eee | 
RE 8 ‘oe Veo ey ae 2 eae nae Ure St eee Be 
great rit nee ‘yi nen he a i er ey en) 
ane : . eee aa BI Sal ae oan 3 Bee me 
<oe se Ride cr an 3 eon . 2 eee: , megs t sof we mera a 
a cies a ae ee : ae ; i % Deis ae Le fo nn 
Pertapi,. ee em Se x @ Sears ar a * een a oC ee. Py 7 
a a i Sia, zag a ee ef po.) ae > a 
coal (os “ ‘e Ns a ay che ey ras =. i rae # ‘ 2 a ee Ms 
rae * q ¥ oe es af | a * 2 3 oe, a r 
Rater. ee: aa ee a oe eae ae ee ae a 
ee, oe ee Rips Y ae g's ee Bes tee Be 
eaves M: ay aor ee aah as oe aa 
setae aie: See geen is te ee i Sy teat or | 
iy siete ee: f° Sees . fas 4 © gage oop. “See vag eo .. 
ee 1 hy eae eee A aoe ee Bar ee Te a 
a zo ee Ses Smet Bs = 
phe ; ed Be ere Se Pa ee aan: [Sai > aa a 
Je i ae 2a a 
ated a ro. ey eg ae Sane = 
ar je ee ee “as oo... @ > Se aa a 
2 ee fy ety 2 a pepe eh i OS aie ae RO ae fee “ia 
pees a Bes cpus: ee a . 
ae. a ies eS i ; a ee " 
Pa aa F : Re he a me oe ha Tee Pea ence ee ey, part 
are i er SL «|. 4 ol ee es bate pet i 
aed os : ooh =i aa. ‘ Soo a Se esasee . vase: = a 
he i ie i ne ao : a ae Bt Boia: ts 0, — . ' 
a \ ; ; o Be a \ aa (ete Boom 5 ie a , 
heey : : ; eres ; aa —. ns Ee Be te, ‘ 
eer eg . pecs os : es. ia ¥ Pair ss ay eo 
“lees \ 2 jee BS eee ¢ 2a ae 
Pa + oa : SS & aA ore 4 Koes: _—_ ll 
preys aw ee lg Age aa Fe i. ee oy 
BR k a ee A ", 2 Ede i ee. a aa 
ae a if oul 6 . J eS 4 = iy 7 
ae See aa Ao i. a ae ae re ae. 
eee LL ee eS ee ae i. a ae oo ireu ? 1 ae a 
Boies: e eo we -_—_ = ae es ae Ly ne it ee 
aes. in ae Ls. : SO as ue We s Ao” all ae Sd & = eae z an 
a ¢ o> Ee mere aa : ie 3 i denne ei 
oo eae - 3 j Lees Es eS ate y ae : a aie as . ae) ee ae 
ee pa he a Ee PB P coat ai od . See + ee ; = 
oe, es : eg eee ae 5 ge ot SRN ec le Bree: 
one j Se a Pre. «ae oe an ee Bie. 
oe es ese = ae as Lar ~ “a | Se et 
me ae as «2 ee ee sae 5 Nae 3 Fe oo ee pay 
eee, ‘+ eee : i ee , SS ae a 
apart? Oe | : Ber oan ee iv’, eee st, + eee a ee 
eee ” hea i ice ae Zi ee A ee A ee oe sae 2 eee Pee. ) 
a. [es | ae ee —— 
pera : = : : 
Pariee . “ 
ey 
oo. pd a 
Ror 
a: SS ee 
Bea hii, 
Pes 
me)? 
aa i ee A ‘ 
y ais x 
os 
aa aos 
Gen. 
Rhos SOE Serer ee ee Ae 
Bees TCR te” ee a 
Pw 
Rive: 
ou 
* ete 
woe ey 
ae 
“at 
ok: 
Bete 
nt eet 
Bir 
te ee 
ae ~Es 
nape 
oie 
Fleas 
~ A 
be ae ji f 
Tet aoa 
oes 
‘ 5: « ‘ 
An | 
< 
yeh 
ee ‘ 
mie 
a 
ie. 
ae 
4 Ae 
oe la 
abe. 
AS 
2a 
oad 
ed 
mel 
ee 
ey 
ae | 
Carre 
a. 
a 
Be es 
1 as - 
eet 
An 
ot 
_ 5 ie 
pa ‘ 
rs. 
aigt ‘s ‘ 
ree 
aot , } 
ci | 
Beas 
a! 
as 
‘ote’ 
ae 
oe te 
Bie i 
pee 
Ses 
B Fag) 
BPs) SR EE ia Fs cae 
ta 
sy 
Re ‘ 
“a 
rake { 
Re 
: Sig, ; 
ra ant 
Ra 
ea 
Ba: 
We 
a Pe 
i | 
op 
Vom 
ae | 
eo. | 
a 
pe 
am 
f oe 
bat 
ge 
ae 
ee 
e 
es © 
i.65 
ba 
i! 
ae 
< zi 
core 
OR 
Me 
Pb 
f 
a ‘ . 
ee res ; 
4... | ee 
“2 See ’ 
i aeleeeeee ’ : 
aici Sard Oe a 
ee a 
. roe Rao 
>< ae 


Advertising Age, November 5, 1956 


‘Voters Apathetic 
This Year,’ Roper 
Tells Researchers 


New York, Oct. 31—“Some peo-| 


ple’s apathy over this election is| 
at fever pitch,” says one of the| 
country’s top pollsters. 

Addressing the monthly meeting | 
of the New York chapter of the| 
American Marketing Assn., mar- 
keting and public opinion analyst | 


Elmo Roper outlined some of the| & 3 


new techniques being tried by his 
organization, Elmo Roper & Asso- 
ciates, for the 1956 elections, but 
he declined to gaze into the crys-'| 
tal ball. 


“I have been saying since 1940) 
that the significant part of election | 


polling is to determine what it is 
the people are concerned about, 
and why it is that they vote as they 
do. It does not seem to me impor- 
tant to know a week in advance of 
the election who will win it on 
‘that Tuesday.’ It does seem to me 
important to know the nature of 
the mandate the winning candidate 
is being given.” 


® Mr. Roper is working this year 
with three nationwide samples of 
3,000, based on county, township 
and unit divisions and a three-part 
panel composed of people who are 
(1) mildly for Eisenhower, (2) 
mildly for Stevenson and (3) 
wholly undecided. Roper inter- 
viewers seek to determine changes 
in direction and feeling of this 
panel, and the reasons why. The 
last interviews were conducted 
Oct. 28 (prior to the outbreaks in 
the Middle East), with Mr. Roper’s 
final results slated to be an- 
nounced this week. 

An estimate of the turnout next 
Tuesday is also being attempted 
for the first time this year, Mr. 
Roper told the luncheon. The esti- 
mates will be made by breaking 
down voters according to (a) their 
past record, (b) qualifications to 
vote, (c) voting intentions on a 
scale and (d) general interest in 
the elections. 

“We would be quite surprised to 
see any record turnout this year,” 
he commented. 


® In trying to determine how the 
“undecided” voters will finally go, 
Roper pollsters ask questions based 
on a four-part attitude scale which 
categorizes the candidates from 
“super-gods” to “super-devils” or 
mildly for or against. 

By and large, Mr. Roper felt 
that the three highest voting 
“turnout” groups are predominant- 
ly Republican and the three low- 
est, Democratic. He said this year’s 


2. 


| * 


— 

| LEE F. DESMOND has been named vp 

in charge of sales for the Dodge di- 

vision of Chrysler Corp., Detroit. | 

He formerly was vp and assistant. 
to the president. 


election boils down to a race be- 
tween a very popular man and a_ 
very popular party. 

Some 63% say they are voting 
for Eisenhower as an individual 
rather than a Republican while 
only 40% say they are voting for 
Stevenson as an individual instead 
of a Democrat. 

Commenting that the election 
polls have better records than the 
weather forecasters, Mr. Roper 
noted that all the polls seem to be 
coming out with basically the same 
figures (his own figures at the 
time, based on sentiments early in 
October, were 52% Eisenhower 
and Nixon, 43% Stevenson and 
Kefauver), and then added with 
a grin: 

“They did exactly the same 
thing in 1948.” 


McCann-Erickson 
Gets Rival Dog 
Food Account 


Cuicaco, Oct. 31—Rival Packing 
Co., maker of Rival dog food, an- 
nounced today that it has named 
McCann-Erickson, Chicago, to han- 
dle its advertising, effective Jan. 1. 

The account is currently handled 
by Charles Silver & Co., Chicago. 

Five agencies were invited to try 

for the account, which repertedly 
bills $1,000,000. 
/Two weeks ago, AA mistakenly 
Yreported that Grey had been 
awarded the account (AA, Oct. 
22). 


Mosinee Names Allen A.M. 
Mosinee Paper Mills Co., Mos- 
inee, Wis., has appointed Donald 
E. Allen advertising and promotion 
manager. Mr. Allen formerly was 
ad manager of Masonite Corp., 


Chicago. 


ARB Network TV 
Week of Oct. 8-14, 1956 


Copyright by American Research Bureau 
PROGRAM POPULARITY 


Last Minute News Flashes 


Brooke, Smith Resigns Hudson Auto Account 


Detroit, Nov. 2—Brooke. Smith, French & Dorrance today an- 
nounced its withdrawal from the Hudson automobile account in 30 
|days, in order “to resolve potential competitive conflicts.” Hudson, 
which will be a tiny account next year by automobile standards, prob- 
ably will be assigned to Geyer Advertising, which already handles 
Nash, Kelvinator and Leonard divisions of American Motors. 


Mead Corp. Account Goes to McCann-Erickson 


Dayton, O., Nov. 2—Mead Corp., one of the country’s largest pro- 
ducers of paper, paperboard and pulp, on Monday will announce ap- 
pointment of McCann-Erickson Inc. as its agency, effective Jan. 1. 
The account, which uses general business magazines and advertising, 
printing and paper trade publications, is currently handled by Gray 
& Rogers, Philadelphia. 


‘Hammond Will Retire as ‘Popular Science’ Publisher 


New York, Nov. 2—Godfrey Hammond is expected to retire as 
publisher of Popular Science at the end of the year, while continuing 
| on the board of Popular Science Publishing Co. The company, while 
“not now interested in launching a travel magazine, and with negotia- 
| tions for purchasing a hi-fi book at an impasse, will definitely expand, 
| according to Ralph Flynn, president. 


Underwood's Elecom Bows on ABC-TV Election Night 


New York, Nov. 2—Underwood Corp. will break 1,500-line ads 
Monday in the New York Times and Wall Street Journal introducing 
its new electronic computer, Elecom 125. Elecom will make its first 
public appearance election night on ABC-TV. William Esty Co. is 
handling the campaign. 


Sturgis Leaves Ad Director Post at ‘Family Circle’ 


New York, Nov. 2—W. A. Sturgis Jr. has resigned as advertising 
director of Family Circle. Publisher P. K. Leberman said he has no 
plans for a successor to Mr. Sturgis, but that Denman Valentine, ad- 
ministrative assistant on advertising, is taking over Mr. Sturgis’ duties. 
Mr. Sturgis will announce his plans later. 


Hays Succeeds Piggott as Ralston Ad Manager 

Sr. Lours, Nov. 2—Robert Piggott, grocery products advertising 
manager, Ralston-Purina Co., has resigned, effective Dec. 1. W. P. 
| Hays, for many years business manager of the Chows (feeds) ad- 
vertising department, will succeed him. 


Houston, Stromberger Set ‘Reciprocal’ Services 


New York, Nov. 1—Bryan Houston Inc., New York, and Strom- 
| berger, LaVene, McKenzie, Los Angeles, have completed “an east-west 
|reciprocal servicing arrangement.” The aim of the agreement is 
“broader” client service. 


Ford Names New Car; Other Late News 


e Ford Motor Co. has selected a name for the new car it plans to 
market some time next year, but will not announce it for about a 
month. The name most often mentioned in trade reports has been 
Edsel, but Ford would neither confirm nor deny that this is the 
name selected. “Panther” is also reported in the running. 


e The Evansville division of Bendix-Westinghouse Automotive Air 
Brake Co. has appointed MacManus, John & Adams, Bloomfield Hills, 
Mich., to handle its account. Business papers will be used to launch 
Bendix-Westinghouse in the compressor field. Recently purchased 
from Servel Inc., the Evansville division formerly was handled by 
Keller-Crescent Co. 


e The Chicago Daily News will offer advertisers full color on Thurs- 
days only starting Dec. 6. It will be available in page units only. Rate 
will be $850 above the present b&w rate, and deadline will be two 
weeks prior to publication. Spot color rates will remain unchanged. 
The News says it eventually may offer full color every day. 


e Block Drug Co. has purchased the Maryland Pharmaceutical Co., 
Baltimore, maker of Rem and Rel cough medicines. The company will 
be operated as a wholly-owned affiliate, with Glen Holker continuing 
as president of Maryland. Leonard Block and Aaron Weinstein, vp and 
secretary of Block, have assumed similar positions at Maryland. The 
Joseph Katz Co. is expected to continue as agency on Rem and Rel. 


NTA Gets Film Use 
from 20th Century; 
Yields Stock in Net 


New York, Nov. 2—National 
Telefilm Associates has acquired 
exclusive tv rights to 390 pre-1948 
20th Century-Fox feature films for 


feature length movies. NTA will 
pay a minimum license fee of $5,- 
850,000 for each group of 78 films. 
If gross distribution receipts pass 
a certain amount, 20th Century- 
Fox will share in the take. 


Rank Program Rating* 
1 ! Love Lucy (Procter & Gamble, General Foods, CBS) ............-.c-csesseneneees 54.4 
2 $64,000 Question (Revion, CBS) 42.6 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 41.6 
7 What's my Line? (Jules Montenier, Remington Rand, CBS) .................. 35.6 
5 GE Theater (General Electric, CBS) 35.4 
6 i've Got A Secret (Winston cigarets, CBS) 35.4 
7 Alfred Hitchcock Presents (Bristol-Myers, CBS) ........ 35.3 
8 Red Skelton (Pet Milk, Johnson's wax, CBS) 34.8 
9 You Bet Your Life (DeSoto-Plymouth, NBC) 34.3 
10 Jackie Gleason (Old Gold, Bulova, CBS) 33.8 

TOTAL VIEWERS REACHED : 

Rank Program (000)** 
1 1 Love Lucy (Procter & Gamble, General Foods, CBS) ..............cseeseeee 48,180 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 49,300 
3 $64,000 Question (Revion, CBS) 33,950 
4 Jackie Gleason Show (Old Gold, Bulova, CBS) 33,890 
5 Perry Como (Several sp s, NBC) 32,4630 
6 GE Theater (General Electric, CBS) 30,740 
7 I've Got A Secret (Winston cigorets, CBS) 29,540 
8 Alfred Hitchcock Presents (Bristol-Myers, CBS) 29,350 
9 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 28,750 
10 George Gobel (Armour, Pet Milk, NBC) 27,860 


Your Hit Parade (Lucky Strike, NBC) 
* Percentage of homes reached in markets where show appeared. 
** Total number of persons viewing program. 


approximately $30,000,000. 

Coincidentally, the motion pic- 
ture studio has acquired a 50% 
stock interest in the vidfilm dis- 
tributor’s new subsidiary, NTA 
Film Network. The price of the 
stock was not indicated, and the 
principals involved would not say 
how much money is expected to 
change hands in this transaction. 

The NTA network started Oct. 
15 with a lineup of more than 100 
stations. No sponsors have been 
signed on the network, which of- 
fers advertisers a weekly feature 
film in a “choice feature film 
time spot.” NTA is getting time 
clearances mainly in the late eve- 
ning hours on weekends. 

The vidfilm distributor gets im- 


WILLIAM J. HORN has been appointed 
advertising manager of Philco 
Corp.'s appliance division. Mr. 
Horn was formerly advertising and 
merchandising manager of the ac- 


‘mediate distribution rights to 156 


cessory division. 


Easy, Zeniih and 


Lentheric Name 


Ludgin Agency 


(Continued from Page 1) 
media, a little more than half of 
which was for receivers. Nearly 
all of Zenith’s spending is in print 
media. 

Easy, on the other hand, this 
year launched a $4,000,000 adver- 
tising and promotion program 
which it called the biggest in its 
history and of which more than 
half is in billable advertising. 
This includes plenty of radio and 
tv, via CBS’ “Arthur Godfrey 
Teme. 


@ The Easy business put Ludgin 
Co. back in the white goods busi- 
ness after an-absence of five 
months. Its last such account was 
the Crosley & Bendix home appli- 
ance division of Avco Mfg. Co., 
which it picked up in March, 1955, 
then lost to Compton Advertising, 
New York, early this year (AA, 
Feb. 20). (Ironically, Philco Corp.’s 
determination to go “full-line” 
continues to spin the web of agen- 
cy destiny even here. With BBDO 
just appointed, Philco is in process 
of acquiring Bendix from Avco, 
while the latter discontinues the 
Crosley appliance operation. This 
leaves Compton out one account, 
and possibly out of another.) 


e Ludgin’s uneasy year with Avco 
appears to have borne fruit. Rich- 
ard E. Weiss, Easy’s advertising 
and sales promotion manager, said 
that after a large number cf Chi- 
Cago agencies were considered, the 
final selection was shaped by 
Ludgin’s background in the appli- 
ance field. 

In acquiring the Lentheric ac- 
count, Ludgin adds to what is al- 
ready the biggest piece of business 
in the shop. Its current Helene 
Curtis accounts are Spray Net 
hair spray and Stopette deodo- 
rant—the latter marketed by the 
big cosmetics manufacturer’s Jules 
Montenier subsidiary. 

Lentheric, a bitter competitor of 
Helene Curtis as recently as this 
summer, was bought by Curtis 
from Olin Mathieson Chemical 
Corp. less than a month ago (AA, 
Oct. 8). A company with market- 
ing troubles, it had been part of 
the deal when Olin Mathieson pur- 


{chased E. R. Squibb & Sons four 


years earlier. 


® Lentheric’s best seller has been 
the Tweed line of perfumes and 
preparations, one of which—a 
Tweed hair spray—had reportedly 
been cutting heevily into the He- 
lene Curtis hair spray market be- 
fore the merger. 

What will become of Tweed hair 
spray under the new regime is not 
known, but sudden changes are ap- 
parently in the making at Helene 
Curtis Industries: Only two weeks 
ago, in a comment on the new 
merger, the company was sure that 
Grant Advertising would be re- 
tained on the Lentheric account 
“indefinitely.” 


Lanolin Plus Acquires State 
Pharmacal as Subsidiary 
Lanolin Plus Inc., Chicago, has 
purchased State Pharmacal Co., 
Chicago, maker of All in One re- 
ducing product and other proprie- 
taries, for an undisclosed sum. 


Jack H. Mathis will coniinue as 
mipresident of State Pharmacal, 


which will operate as a subsidiary 
of Lanolin Plus. 

According to Mr. Mathis, and 
Dr. Joseph Schu!tz, president of 
Lanolin Plus, two new products 
will be introduced shortly, backed 
by “heavy concentration of adver- 
tising.” 
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THERE'S A FORTUNE 


into the pockets of Memphis | 
Negroes. And they are willing to | 
spend 80% of it on commodities. | 


, og, 
Negroes buy about 80% of all rice |on an in-stock supply of unbrand- 


sold in Memphis . . . more 
50% of all toilet soap . . . 60% of | 
the chest rubs . . . and 
65% of the flour. Memphis Negroes | 
have buying power! | 


of 
t 


MAX_J. FINK 


PRESIDENT CREDITITIS — This 


|Assn., told the convention that| 
shoes are less expensive today, on | 
: L the average, than they were ten| 
tised shoe line to a 5% mark-up years ago. The shoe industry is the 
jonly industry that can make such 


of the retailers preferred a 2% 
mark-up on a nationally adver- 


jed and unadvertised shoes, Mr./\a claim, he added. 


Richer said. A reduction in the average shoe | 


The same study disclosed that) prices has resulted from extreme PIA Elects Reuel Harmon 
: Reuel D. Harmon, president of | urer. 
educational campaign was badly | as in the use of new materials and Webb Publishing Co., St. Paul, has 


nearly every retailer felt that an competition in the industry, as well | 


Advertising Age, November 5, 1956 


Nielsen Radio 
Two Weeks Ending Sept. 22, 1956 


Presents vs 
“THE DENVER nage ‘ mere Copyright by A. C. Nielsen Co. 
IN YOUR F i pee r Nielsen Total Audiencet 
Our EET || DEPARTMENT STORE” Masetwee |__ _ 
ale ; ering f Metro- | rogram 
fe SAUL E. FINK Go td w pao EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (619) 
oo Mayer, was 1 Dragnet (Chesterfield, NBC) 


SIMON T. FINK | shown at a New | 2 People Are Funny (Participating, NBC) .cccccseccscsccessecesensesesnrsenneeensssent 
Ce CustinMindanpd inten One ; 3 Best of Groucho (DeSoto-Plymouth, NBC) 
York meeting of 
DREW BERKOWITZ ad heads of the | 4 Truth or Consequences (Participating, NBC) 
Manager Window Displays various motion | : pares a is Shak doeesnmetatdabiottaieapeheiavininnieadtietiedannianiiie 
ROLF G BERKOWITZ picturecompa- |> ¢ - ating, See RRS OS 
You don’t need a crystal ball to Cheek Buyer ; enna AGHe Cee / 7 
for ll th , f i , nies. Mr. Seadler 8 Notre Dame Football Games (Sunbeam, U.S. Rubber, Bristol-Myers, 
eats tok a ha = ROMEO BERKOWITZ. emphasized that Zenith, NBC) ORE. MES Ea epee eb P 1,048 
dollar pBee Foe Hane will as a mit iat lil MDG “if a department | 9 — Gangbusters (Participating, MBS) ’ 
vince you that here’s the nearest store had to put 10 Official Detective (Participating, MBS) .... ..........:c-ssesesesensnensesensesensennnnnnnnene 1,000 
thing to guaranteed sales results Bl G SA LE OF in all the legal “% 
in any advertising medium any- | SSI E ES | eredits that we EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (714) 
where. WDIA—the 50,000 watt ae \ ) BRA R do, here’s what a | 1 News of the World (Miles Labs., NBC) ...........ccccccccccccccceeessseenenenenes 1,143 
’ station—which controls a quarter. $8 brassiere ad 2 One Man's Family (Participating, NBC) .............c..ccseceesesenereesereerrerernreeee L143 
of a billion dollar Negro market! | eae pea | taunt Deis ites | 3 Amos ‘n’ Andy Music Hall (Brown & Williamson, CBS)... 1,048 
Proof WEEKDAY (AVERAGE FOR ALL PROGRAMS 1,143) 
of Performance ii h M k enough items in the shoe depart-| vei Dr. Malone (Toni, first half, wed ne 1,809 
WDIA has increased its own 1g er Mar “ups ment that could be pre-packed and/ 2 Helen Trent (Ex-Lox, first half, Fri, CBS) ...cccccocscrnerneneenee 
gross dollar volume by 600%! And | arranged for self selection that I/ 3 Helen Trent (Carter, first half, Mon., Wed., CBS) 
has operated a profitable sales| believe that this again might be| 4 Second Mrs. Burton (Colgate, first half, Mon.-Fri., CBS) ...c...eccc-ssevoeeeeen-ee 1,667 
program for national advertisers, 0 e Pp, Ir ey tive hy age a mark-up and) 5 Second Mrs. Burton, (Standard Brands, second half, Mon., Wed., Thurs., 
such as: _ , CID cpeettietcaddtehpernerinticinntesinpianjmpnectiggtioctatweninnienenneti 1667 
Chesterfield Cigarettes ain or And what about selling your 6 Aunt Jenny (Lever, second half, Tues., Thurs., CBS) .......0...0...00cceceeceeee 1,667 
Crisco .. . Carnation Milk . . . Tells Shoe Men higher priced shoes today on a| 7 This Is Nora Drake (Toni, second half, Thurs., CBS) ....cccccscsncenenesn sen 1619 
Bromo Guinine ... Kraft dollar-a~week basis, or on a pay-| g Our Gal Sunday (Standard Brands, second half, Mon., Tues., Thurs., CBS) 1,419 
Mayo e... Ex-Lax... (Continued from Page 2) teclaae Saunt co vo ‘on : pede Satie los de conde es. 
Wrigley. | ‘Bae . m 10 Arthur Godf Norwich Pharmacal, CBS 
Scanalis Weinioes ave brand con- ene RL Soe quite literally, but perhaps some- “tf ~ e 
scious. They buy good and they |; ane govt Poy seers Po dony ar. ine L x vy ee i one bs DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (429) 
uy big! Richer said, about 70% of the | additional diab tadtnees. And per-| 1 Woolworth Hour (F. W. Woolworth Co., CBS) .o.cc.ccccccccccccccccccececeeneseererene 1,000 
responding stores reported that haps on such ‘an operation you | 2 Weekend News (Texaco, I UA. Griphidaiainididlichessissdhetaniouareenipcmenpitaguavenchiouiilin 809 
Negro Economy |half of their customers requested | could make a little better initial 3 Old Fashioned Revival Hour (Gospel Broadcasting Co., ABC) 2.0.0.0... 714 
, : |specific brands of shoes. -on.” 
Ph ag vag Se a band A survey by Grey of 100 inde- wen ine | DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 
pe 7 th ON as bh over tt h | pendent retail shoe stores and shoe|#® S. L. Slosberg, president of | 1 I Ie Oe II IUD ccccectcenctnvcsitiiscnsscoceceseesnnonescnsvesncssuaceentocaenat 
-eaed e alt ir 4 . \departments in department stores ‘the National Shoe Manufacturers | 2 Allan Jackson-News (Chevrolet, 1 p.m., CBS 
mi & quarter OF a Dillion Co’ | revealed that the large majority | 3 Allen Jackson-News (Chevrolet, 10, CBS) 


* Number of homes reached is based on 47,615,000, the estimated September, 1956, 
total U. S. radio homes. 
tHomes reached during all or any part of the program, except for homes listening 


one to 
rams, homes listening one minute or more are included. 


five minutes (formerly designated the “Nielsen-Rating’”). For five-minute pro- 


, Publishing Co., Birmingham, treas- 


needed to inform the public of the ‘new processes, plus a tremendous | been elected president of the Print-| Murphy Joins Oneida 


Malcolm P. Murphy, formerly 


many hidden values that go into jncrease in the output of women’s ing Industry of America. Other 
the making of a pair of shoes. 


Pulling Power | 


WDIA influences a high per- 
centage of these purchases. Here’s 
how. With its 50,000 watt cover- 
age, WDIA contacts 1,237,686 
Negroes. The members of this 
vast audience consider WDIA 
their own station. They rarely 
turn the dial. They not only take 
intense racial pride in WDIA’s 
negro stars, but also accept the 
products of the sponsor behind 
the entertainers. Almost one- 
tenth of the Negro population of 
America listens to WDIA . . . and 
buys the product advertised on it! 


Specialized Programs 


WDIA specializes in production 
of programs, which appeal to the 
taste of = Southern anaress. - 

rogram advertising your bran 

Pt goods would be customized to 
combine the old traditional with 
the new trend. It would be Negro 
music .. . Negro customs... 
pn gps language—all blended . . . 
and sparked by a popular per- | 
sonality, who could give dynamic 
impact to your commercial copy 
and create a demand for your 
product. If you want your share 
of this quarter of a billion dollar 
Negro market, drop a note, on 
your letterhead, that we may send 
you information on how WDIA 
can increase your sales and pro- 
fits. Request, also, pd bound 
copy of “The Story of WDIA!” 


WDIA is represented nationally 
by John E. Pearson Company. 


Seg Prendent 
BERT pt Coneral Manages j 


HAROLD WALKER, Commercial Menage’ | 


| 
® Mr. Richer said the shoe indus- | 


| casual footwear, Mr. Slosberg said.| PIA officers elected are Harold R.| director of design and marketing 


“Certainly some consumers are) Kibler, assistant to the president, research for Gorham Mfg. Co., 
paying more for their shoes to-|W. F. Hall Printing Co., Chicago,) has joined Oneida Ltd. Silver- 


try was slow about bringing in|day,” he said, “but in the aggre-| vp; Charles E. Schatvet, president | smiths, Oneida, N. Y., as manager 


pre-packaged shoes. “Obviously, | gate, shoes as an entity are less|of Guid e-Kalkhoff-Burr, New 
I’m not unaware of the fact that | expensive.” For example, he point-| York, secretary, and John C. Hen-| 


jo marketing research. He suc- 
ceeds William A. Gibbs, who is 


shoes frequently need more fitting |ed out that women’s shoes in 1947|ley III, president of Birmingham| joining Oneida’s sales department. 


averaged $6.93 per pair, but in 
1955 the average price was $5.80. 

The industry will produce, he 
said, about 580,000,000 pairs of) 
|shoes this year—5,000,000 more 
\pairs than last year. He predicted | 
that the industry might produce 
600,000,000 pairs within two years. | 

However, there were indications | 
that the price of shoes might in- 
crease in the near future. AA, 
learned that in a survey taken 


than shirts, but there still 7 


Explanation: = ‘i 


TULSA, No. 2 Market among manufacturers, about half 

Plus indicated they plan to boost prices 

soon. To maintain traditional | 

MUSKOGEE, No. 3 Market mark-ups, retailers will pass their 

Equals increased costs on to consumers, | 

OKLAHOMA'S BIGGEST AA was told. 
gory “Newsweek’ Board Elects 


Gibson McCabe, vp in charge of 
advertising sales for Newsweek, 
and Borden R. Putnam, vp and ex- 
ecutive director of the internation- 
al editions, have been elected to 
the board of directors of Weekly 
Publications, publisher of News- 
week. Mr. McCabe joined the mag- 
azine in 1942 as circulation direc-| 


tor. Mr. Putnam, who was first as- | 


KTV xX 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 


Ask Your sociated with Newsweek from 1946 
Avery-Knodel to 1951, returned to the magazine 
Representative early this year. 


Charwmetl Chilton Oftices Consolidate 


Advertising offices of Chilton 
Co., trade and industrial publisher, | 
are now centered in the B. F.! 
Keith Bldg., Cleveland. The com- 
pany previously operated five of- | 
fices for 11 of its publications at. 
various Cleveland locations. | 


Mike Shapiro, Managing Director 
TULSA BROADCASTING CO. 
Box 9697, Tulsa, Okla. 


America’s Oldest Outdoor Company 


CHEVROLET 
ATTRACTS THE = 


MOST BUYERS! 


TOE An —GERKe OMe~EE TT ones 


mee 


Nenest Outdoor Illumination 


Progress always bas been a watchword at the century-old John Donnelly 
& Sons company, operators of a group of the East Coast's 
most modern plants. 


It is only natural therefore that Donnelly bas been converting completely 
to the new Columbia Electric SLIMLINE OUTDOOR LUMINAIRE. 


On hundreds of installations over a 12-months period, Donnelly reports 
savings of more than 50% ... with a consistently higher level of illumi- 
nation. 

Follow the leaders . . . Write or wire today for illustrated brochure 

and price lists. 


ELECTRIC 


MANUFACTURING BIVISION 


& MANUFACTURING Co. 


A 


P.O Bee T1OS SPOKANE, WASHINGTON Eivetene 4.9371 


DESIGNERS, ENGINEERS AND MANUFACTURERS OF QUALITY LIGHTING 
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Circulation now more than 650,000 families weekly 


Magazine for an abundant society. . . 
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Represented by Sawyer Ferguson Walker 
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